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SoyBtJ^ jShlm, -Fh.D. 

Matthew O'Brien, Ph.D. 

Merrie Brucks, Ph.D. 

I '2'f I 3 f^ 
date 

/ date' 

/date ' 

f  Y(^/ 'y  
aale 

date 

Final approval and acceptaiice of this dissertation is contingent upon the 
candidate's submission of the final copies of the dissertation to the Graduate College. 

I hereby certify that I have read this disseitation prepared under my direction and 
recommend that it be accepted asfulfilling the dissertation requirement. 

'V/3 
Dissertation Director. Deborah Brown McCahe & Soyeon Shim datd 



3 

STATEMENT BY AUTHOR 

This dissertation has been submitted in partial fulfillment of requirements for an 
advanced degree at the University of Arizona and is deposited in the University Library 
to be made available to borrowers under rules of the Library. 

Brief quotations from this dissertation are allowable without special permission, 
provided that accurate acknowledgement of source is made. Requests for permission for 
extended quotation from or reproduction of this manuscript in whole or in part may be 
granted by the head of the major department or the Dean of the Graduate College when in 
his or her judgment the proposed use of material is in the interests of scholarship. In all 
other instances, however, permission must be obtained from the author. 

SIGNED: 



4 

ACKNOWLEDGEMENTS 

Several individuals have aided me immeasurably in many ways to bring my 
dissertation to completion. First off, I am grateful to both of my dissertation' chairs, Drs. 
Deborah Brown McCabe and Soyeon Shim for their understanding and support. I would 
like to thank Dr. Deborah Brown McCabe for encouraging and motivating me to 
complete my dissertation. Also, I would like to thank Dr. Soyeon Shim for helping me 
grow professionally and personally. In addition, I owe special debts to my dissertation 
committee members, Drs. Matthew O'Brien, Merrie Brucks, and Dawn lacobucci, for 
their time and guidance. These three individuals have made my learning experiences 
during my doctoral studies so enjoyable. 

I am so grateful to have a very supportive family that extremely values higher 
education. I would like to thank my two beloved parents, Suvit and Poung-Kaew 
Watchravesringkan, and my two brothers, Teerapong (Kai) and Pitak (Noom) 
Watchravesringkan, who have always had great faith in me. Thanks for making my 
educational dreams come true. I would like to thank Vangkulangkul's family for their 
support. 

Thanks also go to the many graduate students (Terry Yan, Jennifer Yurchisin, 
Jeannie Wong, and Arthur Tsai) who have been such great friends over the years. I also 
would like to thank Cinda Van Winkle, Program Coordinator, Retailing and Consumer 
Sciences, for her generosity and kindness. 

Finally, I am extremely grateful to my best friend, Jeffrey Robert Ray, who has 
encouraged and motivated me to achieve my educational goals. Thanks for always being 
there for me. My two lovely cats, Maggie and Boots, also deserve special thanks in 
keeping me great company during all of my days and nights. 



DEDICATION 

I would like to dedicate my dissertation to my parents: 

Plfuvia c0vi£j 
(Mr. Suvit Watchravesringkan) 

Up1« 

Pifuuii vjiouni 
(Ms. Poung-Kaew Watchravesringkan) 

who have given me unconditional love and supports. 



6 

TABLE OF CONTENTS 

LIST OF FIGURES 15 

LIST OF TABLES 16 

ABSTRACT 20 

CHAPTER 1: INTRODUCTION 22 
1.1 BACKGROUND 22 
1.2 STATEMENT OF PROBLEMS AND RESEARCH OBJECTIVES... 28 

1.2.1 Study 1 28 
1.2.2 Study 2 29 

1.3 SIGNIFICANCE OF THE STUDIES 33 
1.3.1 Study 1 33 
1.3.2 Study 2 33 

1.4 ORGANIZATION 35 

CHAPTER 2: LITERATURE REVIEW 37 
2.1 CULTURE AND VALUE ORIENTATIONS 37 

2.1.1 Definition of Culture 37 
2.1.2Values and Values Orientations 39 

2.1.2.1 Individualism and Collectivism 41 
2.1.2.1.1 Individualism 41 
2.1.2.1.2 Collectivism 43 
2.1.2.1.3 Conceptualization Concerns 46 

2.1.2.2 Materialism 48 
2.1.2.2.1 Materialism and Consumer Culture 51 
2.1.2.2.2. The Impacts of Materialism 52 

2.2 CONSUMERS' PRICE PERCEPTION 53 
2.2.1 Symbolic Role of Price 55 

2.2.1.1 Price-Quality Schema 56 
2.2.1.2 Prestige Sensitivity 56 

2.2.2 Functional Role of Price 57 
2.2.2.1 Value Consciousness 57 
2.2.2.2 Price Consciousness 58 
2.2.2.3 Sale Proneness 58 
2.2.2.4 Coupon Proneness 59 

2.3 CONSUMERS' INFORMATION SEARCH PATTERNS 60 
2.3.1 Pre-Purchase Search 60 
2.3.2 Ongoing Search 62 



7 

TABLE OF CONTENTS - Continued 

2.4 SHOPPING BEHAVIOR 65 
2.4.1 Retail Shopping Centers 66 

2.5 THE HIERARCHICAL INFLUENCE OF VALUES ON 
CONSUMERS' BEHAVIORS 67 
2.6 CHAPTER SUMMARY 69 

CHAPTER 3; STUDY 1: A DEVELOPMENT OF A HIERARCHICAL 
MODEL OF VALUES, PRICE PERCEPTION, ONGOING SEARCH AND 
PURCHASE BEHAVIORS 71 

3.1 BREIF BACKGROUND 71 
3.2 OBJECTIVES 75 
3.3 CONCEPTUAL FRAMEWORK 76 
3.4 LITERATURE REVIEW AND 

DEVELOPMENT OF HYPOTHESES 78 
3.4.1 Value Orientations: Materialism, Individualism, and 
Collectivism 78 

3.4.1.1 Materialism as a Value 78 
3.4.1.2 Individualism and Collectivism 79 

3.4.2 Consumers' Price Perception 80 
3.4.2.1 The Impact of Materialism on Consumers' 
Perception of the Symbolic and Functional Roles 
of Price 81 
3.4.2.2 The Impact of Individualism and Collectivism 
on Consumers' Perception of the Symbolic and 
Functional Roles of Price 82 

3.4.3 Ongoing Search 84 
3.4.3.1 Ongoing Search and Mall Shopping Behavior 86 

3.5 METHOD 86 
3.5.1 Samples and Procedure 86 
3.5.2 Questionnaires 87 
3.5.3 Measures 88 

3.5.3.1 Materialism 88 
3.5.3.2 Individualism and Collectivism 88 
3.5.3.3 Consumers' Price Perception 88 
3.5.3.4 Ongoing Search and Actual Mall Shopping 
Behaviors 89 
3.5.3.5 Demographic Information 90 

3.6 RESULTS 90 
3.6.1 Participation Characteristics 90 



8 

TABLE OF CONTENTS - Continued 

3.6.2 Exploratory Factor Analysis 92 
3.6.3 Descriptive Statistics 93 
3.6.4 Measurement Model 95 
3.6.5 Discriminant Validity 95 
3.6.6 Structural Equation Model 98 
3.6.7 Results of Hypotheses 99 

3.7 CONCLUSION 101 
3.8 IMPLICATIONS 103 
3.9 LIMITATIONS AND 

FUTURE RESEARCH DIRECTIONS 104 
3.10 CHAPTER SUMMARY 107 

CHAPTER 4: STUDY 2: A CROSS-CULTURAL COMPARISON OF A 
HIERARCHICAL MODEL OF VALUES, PRICE PERCEPTION, 
ONGOING SEARCH AND PURCHASE BEHAVIORS 108 

4.1 BRIEF BACKGROUND 108 
4.2 OBJECTIVES 110 
4.3 CONCEPTUAL FRAMEWORK 112 
4.4 LITERATURE REVIEW 112 

4.4.1 Triandis's Typology of Individualism 
and Collectivism 112 

4.4.1.1 General Issues Related to Individualism and 
Collectivism Paradigm 112 

4.4.1.1.1 Distinguishing Levels of Analysis: 
Cultural versus Individual 112 

4.4.1.1.2 Measurement and 
Levels of Analysis Concerns 114 

4.4.1.1.3 Polythetic Nature of Individualism 
and Collectivism 116 
4.4.1.2 Horizontal versus Vertical Cultures 117 

4.4.1.2.1 Horizontal Social Relations 117 
4.4.1.2.2 Vertical Social Relations 118 
4.4.1.2.3 Implications for Horizontal versus 

Vertical Social Relations 119 
4.4.1.3 Triandis's Typology 120 

4.4.1.3.1 Horizontal versus Vertical 
Individualism 120 

4.4.1.3.2 Horizontal versus Vertical 
Collectivism 122 



9 

TABLE OF CONTENTS - Continued 

4.4.1.4 Comparisons of Triandis's Typology with 
Other T ypologies 124 

4.4.1.4.1 Rokeach's Typology of 
Political Values 125 

4.4.1.4.2 Fiske's Typology of 
Social Relationship 126 
4.4.1.5 Research Using Triandis's Typology 127 

4.4.2 The Internet: Informational versus 
Transactional Sources 129 
4.4.3 Consumer Behavior in the North American Market 131 

4.4.3.1 The United States Market 131 
4.4.3.2 Canadian Market 132 

4.4.4 Consumer Behavior in the East Asian Market 134 
4.4.4.1 Thai Market 134 
4.4.4.2 Chinese Market 136 

4.5 DEVELOPMENT OF HYPOTHESES 138 
4.5.1 Country and Materialism 138 
4.5.2 Country and Triandis's Typology of Individualism and 
Collectivism 143 

4.5.2.1 North America and Triandis's Typology of 
Individualism and Collectivism 144 

4.5.2.1.1 The United States and Triandis's 
Typology of Individualism and Collectivism 146 
4.5.2.1.2 Canada and Triandis's Typology of 
Individualism and Collectivism 146 

4.5.2.2 East Asian and Triandis's Typology of 147 
Individualism and Collectivism 

4.5.2.2.1 Thailand and Triandis's Typology of 149 
Individualism and Collectivism 
4.5.2.2.2 China and Triandis's Typology of 150 
Individualism and Collectivism 

4.5.3 Materialism, Individualism, and Collectivism 151 
4.5.4 MateriaUsm and Price Perception 153 
4.5.5 Individualism, Collectivism, and 
Price perception 154 
4.5.6 Price Perception and Ongoing Search 158 
4.5.7 Ongoing Search and Actual Shopping Behavior 159 

4.6 METHODOLOGY 161 
4.6.1 Questionnaire Development 162 
4.6.2 Sampling and Procedure 162 



10 

TABLE OF CONTENTS - Continued 

4.6.3 Measures 164 
4.6.3.1 Exogenous Variables 164 

4.6.3.1.1 Materialism 164 
4.6.3.1.2 Horizontal versus Vertical 
Individualism and Collectivism 165 

4.6.3.2 Endogenous Variables 165 
4.6.3.2.1 Consumers' Price Perception 165 
4.6.3.2.2 Consumers' Ongoing 
Search Behavior 166 
4.6.3.2.3 Actual Shopping Behavior 167 

4.6.4 Statistical Analysis 169 
4.6.4.1 Testing HI through H5 169 
4.6.4.2 Testing H6 172 
4.6.4.3 Testing H7 through H12 172 

4.7 CHAPTER SUMMARY 173 

CHAPTER 5: RESULTS OF STUDY 2 174 
5.1 PARTICIPANT CHARACTERISTICS 174 
5.2 VALIDATION AND PURIFICATION OF 
CONSTRUCTS 177 

5.2.1 Materialism 178 
5.2.1.1 The United States Sample 181 
5.2.1.2 The Canadian Sample 185 
5.2.1.3 The Thai Sample 191 
5.2.1.4 The Chinese Sample 192 
5.2.1.5 Multisample Analysis for a New 194 
Structure of Materialism 

5.2.2 Horizontal versus Vertical Individualism 197 
and Collectivism 

5.2.2.1 The United Stets Sample 198 
5.2.2.2 The Canadian Sample 211 
5.2.2.3 The Thai Sample 212 
5.2.2.4 The Chinese Sample 213 
5.2.2.5 Multisample Analysis for a New^ 
Structure of Horizontal versus Vertical Individualism 
and Collectivism 215 
5.2.2.6 Item Selection for Horizontal versus 
Vertical Individuahsm and Collectivism 216 

5.3 EXPLORATORY FACTOR ANALYSIS 219 



11 

TABLE OF CONTENTS - Continued 

5.3.1 North American Sample 219 
5.3.2 East Asian Sample 226 
5.3.3 Consumers' Price Perception 
Constructs Selection 230 

5.4 HYPOTHESES TESTING: PART 1 232 
5.4.1 Hypothesis 1: Region and Materialism 232 

5.4.1.1 Hypothesis la: North American Countries 
and 
Materiahsm 234 
5.4.1.2 Hypothesis lb: East Asian Countries 
and Materiahsm 235 

5.4.2 Hypothesis 2: Region and Triandis's Typology of 
Individualism and Collectivism 237 
5.4.3 Hypothesis 3: North American Countries and 
Triandis's Typology of Individualism and Collectivism 239 

5.4.3.1 Hypothesis 3a: The United States and 
Triandis's Typology of Individuahsm and Collectivism 240 
5.4.3.2 Hypothesis 3b: Canada and Triandis's 
Typology of Individualism and Collectivism 241 

5.4.4 Hypothesis 4: East Asian Countries and 
Triandis's Typology of Individualism and Collectivism 241 

5.4.4.1 Hypothesis 4a: Thailand and Triandis's 
Typology of Individuahsm and Collectivism 243 
5.4.4.2 Hypothesis 4b: China and Triandis's 243 
Typology of Individualism and Collectivism 

5.4.5 Hypothesis 5: The Relationship Between 
Materialism and Individualism and Collectivism 
for North America 244 

5.4.5.1 Hypothesis 5a: The Relationship 
Between Materialism and Individualism and 
Collectivism within America 246 
5.4.5.2 Hypothesis 5b: The Relationship Between 
Materialism and Individualism and Collectivism 
within Canada 246 

5.4.6 Hypothesis 6: The Relationship Between 
Materialism and Individualism and Collectivism 
for East Asia 249 

5.4.6.1 Hypothesis 6a: The Relationship Between 
Materialism and Individualism and Collectivism 
within Thailand 251 



12 

TABLE OF CONTENTS - Continued 

5.4.6.2 Hypothesis 6b: The Relationship Between 251 
Materialism and Individualism and Collectivism 
within China 

5.5 MEASUREMENT AND 254 
STRUCTURAL EQUATION MODELS 

5.5.1 North America 256 
5.5.1.1 The United States 259 
5.5.1.2 Canada 260 

5.5.2 East Asia 260 
5.5.2.1 Thailand 263 
5.5.2.2 China 264 

5.6 HYPOTHESES TESTING: PART II 
(STRUCTURAL EQUATION MODELING) 265 

5.6.1 Hypothesis 7: Materialism and 
Consumers' Price Perception 265 
5.6.2 Hypothesis 8: Horizontal versus Vertical Individualism 
and Collectivism and Consumers' Price Perception among 
North American Consumers 266 

5.6.2.1 Hypothesis 8a: Horizontal versus Vertical 
Individualism and Collectivism and Consumers' Price 
Perception among American Consumers 269 
5.6.2.2 Hypothesis 8b: Horizontal versus Vertical 
Individualism and Collectivism and Consumers' Price 
Perception among Canadian Consumers 269 

5.6.3 Hypothesis 9: Horizontal versus Vertical Individualism 
and Collectivism and Consumers' Price Perception among 
East Asian Consumers 272 

5.6.3.1 Hypothesis 9a: Horizontal versus Vertical 
Individualism and Collectivism and Consumers' Price 
Perception among Thai Consumers 272 
5.6.3.2 Hypothesis 9b: Horizontal versus Vertical 
Individualism and Collectivism and Consumers' Price 
Perception among Chinese Consumers 275 

5.6.4 Hypothesis 10: Consumers' Price Perception and 
Ongoing Search Behavior 276 
5.6.5 Hypothesis 11: Physical Ongoing Search and 
Actual Shopping Behavior 278 
5.6.6 Hypothesis 12: Virtual Ongoing Search and 
Actual Shopping Behavior 279 

5.7 CHAPTER SUMMARY 280 



13 

TABLE OF CONTENTS - Continued 

CHAPTER 6: CONCLUSIONS OF STUDY 2 281 
6.1 DISCUSSION OF FINDINGS 281 

6.1.1 Objective 1: Observe the Differences and 
Similarities Between Regions (North America and East Asia) 
and Countries Within Each Region (the United States 
and Canada, Thailand, and China) in terms of Levels of 
Materialism and Horizontal versus Vertical Individualism 
and Collectivism 282 

6.1.1.1 Materialism 282 
6.1.1.1.1 Materialism and Region 282 
6.1.1.1.2 Materialism and Country 285 

6.1.1.2 Triandis's Typology of Individuahsm and 
Collectivism 287 

6.1.1.2.1 Triandis's Typology of Individualism and 
Collectivism and Region 287 

6.1.1.2.2 Triandis's Typology ofIndividualisms and 
Collectivism and Country 288 

6.1.2 Objective 2: Observe the Relationships Between 
Regions (North America and East Asia) and Countries 
Within Each Region (the United States, Canada, Thailand, and 
Canada) 290 

6.1.2.1 Materialism and Triandis's Typology of 
Individualism and Collectivism in North America 
and Within Countries in North America 290 
6.1.2.2 Materiahsm and Triandis's Typology of 
Individualism and Collectivism in East Asia and 
Within Countries in East Asia 291 

6.1.3 Objective 3: Establish the Cross-Cultural 
Validation of the Cognitive Hierarchical Model of 
Values-Price Perception-Ongoing Search-Shopping 
Behavior Using a Regional and Country Level of Analysis 293 

6.1.3.1 Effects of Materialism on Consumers' Price 
Perception 295 
6.1.3.2 Effects of Individualism on Consumers' Price 
Perception 297 
6.1.3.3 Effects of Collectivism on Consumers' Price 
Perception 298 
6.1.3.4 Consumers' Price Perception and Ongoing Search 
Behavior 299 
6.1.3.5 Ongoing Search and Shopping Behavior 301 



TABLE OF CONTENTS - Continued 

14 

6.2 IMPLICATIONS 301 
6.2.1 Implications for Theory and Research 301 
6.2.2 Implications for Practitioners 305 
6.2.3 Implications for Consumer Educators 309 

6.3 LIMITATIONS AND FUTURE 
RESEARCH DIRECTIONS 310 

6.3.1 Examination of the General Population 310 
6.3.2 Effects of Social Desirability 310 
6.3.3 Examination of Constructs Equivalence 311 
6.3.4 Examination of Face and Vanity Constructs 311 

CHAPTER 7: GENERAL DISCUSSION AND 
CONCLUDING REMARKS 313 

7.1 GENERAL DISCUSSION 313 
7.2 CONCLUDING REMARKS 315 

APPENDIX A (Questionnaire) 

REFERENCES 

317 

327 



15 

LIST OF FIGURES 

Figure 1; Study 1: Proposed Cognitive Hierarchical Model of 
Values-Price Perception-Ongoing Search-Purchase 
Behaviors 77 

Figure 2; Study 1: A Cognitive Hierarchical Model of Values-Price 
Perception-Ongoing Search-Purchase Behavior 100 

Figure 3; Study 2: A Proposed Model of Cross-Cultural Hierarchical 
Model of Values-Price Perception-Ongoing Search-Purchase 
Behaviors 113 

Figure 4; Results of Hypothesized Model for North America 267 

Figure 5; Results of Hypothesized Model for East Asia 268 

Figure 6; Results of Hypothesized Model for the United States 270 

Figure 7; Results of Hypothesized Model for Canada 271 

Figure 8; Results of Hypothesized Model for Thailand 273 

Figure 9; Results of Hypothesized Model for China 274 



16 

LIST OF TABLES 

Table 1; A Framework for Consumer Information Search 64 

Table 2; Participants'Characteristics 91 

Table 3; Study 1: Descriptive Statistics and Correlation Matrix 94 

Table 4; Study 1: Measurement Model Results for Hypothetical Model 
with New Factor Structure 96 

Table 5; Relation of Horizontal versus Vertical Individualism and 
Collectivism in Other Typologies 124 

Table 6; Sources of Exogenous and Endogenous Constructs 167 

Table 7; Participant Characteristics Across Four Countries 176 

Table 8; Items' Abbreviations, Items' Description, and 
Descriptive Statistics for Materialism Across 

Four Countries (N = 806) 179 

Table 9; Standardized Confirmatory Factor Analysis Loading 
Estimates for the Original 3-Factor Model of 
Materialism Across Four Countries (N = 806) 182 

Table 10; The Reduced Model of Standardized Confirmatory Factor 
Analysis Loading Estimates for 3-Factor Model of 
Materialism Across Four Countries (N = 806) 186 

Table 11; Correlation Matrix of the Original Model of Materialism 
Across Four Countries 189 

Table 1 lA; Correlation Matrix of the Reduced Model of Materialism 
Across Four Countries 189 

Table 12; The Reduced Model of Standardized Confirmatory 
Factor Analysis Loading Estimates with Items' 
Commonality Shared Across Four Countries for One Factor 
Model (N = 806) 190 



17 

LIST OF TABLES - Continued 

Table 13; Final Assessment of Measurement Invariant for Materialism 
Across Four Countries 196 

Table 14; Items' Abbreviations, Items' Description, and Descriptive 
Statistics for Horizontal versus Vertical Individualisms and 
Collectivism Across Four Countries (N = 806) 199 

Table 15; Standardized Confirmatory Factor Analysis Loading 
Estimates for the Original Model of Horizontal versus 
Vertical Individualisms and Collectivism Across Four 
Countries (N = 806) 202 

Table 16; Standardized Confirmatory Factor Analysis Loading 
Estimates for the Reduced Model of Horizontal versus 
Vertical Individualisms and Collectivism Across Four 
Countries (N = 806) 207 

Table 17; Reliabilities of Horizontal versus Vertical Individuahsms and 218 
Collectivism Across Four Countries 

Table 18; Items' Abbreviations, Items' Description, and Descriptive 
Statistics for Consumers' Price Perception Across Four 
Countries (N = 806) 220 

Table 19; Results of Exploratory Factor Analysis: North America 
(The United States and Canada) 223 

Table 20; Results of Exploratory Factor Analysis: East Asia 
(Thailand and China) 227 

Table 21; The Summary Results of Consumers' Price Perception 
Across Four Countries 230 

Table 22; ANOVA Results of Materialism and Its Dimensions 
Between North America and East Asia (N = 806) 233 

Table 23; ANOVA Results of Materialism and Its Dimensions 
Between the United States and Canada (N = 350) 235 



18 

LIST OF TABLES - Continued 

Table 24; ANOVA Results of Materialism and Its Dimensions 
Between Thailand and China (N = 456) 236 

Table 25; ANOVA Results of Horizontal versus Vertical Individualism 
and Collectivism Between North America and East Asia 
(N = 806) 238 

Table 26; ANOVA Results of Horizontal versus Vertical Individuahsm 
and Collectivism Between the United States and Canada 
(N = 350) 240 

Table 27; ANOVA Results of Horizontal versus Vertical Individualism 
and Collectivism Between Thailand and China (N = 456) 242 

Table 28; Correlation Between Materialism and Horizontal versus 
Vertical Individualism and Collectivism for North America 
(N = 350) 245 

Table 29; Correlation Between MateriaHsm and Horizontal versus 
Vertical Individualism and Collectivism within the United 
States (N= 192) 247 

Table 30; Correlation Between MateriaHsm and Horizontal versus 
Vertical Individualism and Collectivism within Canada 
(N= 158) 248 

Table 31; Correlation Between Materialism and Horizontal versus 
Vertical Individualism and Collectivism for East Asia 
(N = 456) 250 

Table 32; Correlation Between Materialism and Horizontal versus 
Vertical Individualism and Collectivism within Thailand 
(N = 248) 252 

Table 33; Correlation Between MateriaHsm and Horizontal versus 
Vertical Individualism and Collectivism within China 
(N = 208) 253 



LIST OF TABLES - Continued 

19 

Table 34; Measurement Model Results for Hypothetical Model with 
New Factor Structure for North America and within North 
American Countries 257 

Table 35; Measurement Model Results for Hypothetical Model with 
New Factor Structure for East Asia and within East Asian 
Countries 261 



20 

ABSTRACT 

A considerable degree of cross-cultural research has recognized the impact of 

cultural values of individualism and collectivism on individuals' consumption behavior. 

Recently, the impact of international market expansion and modernization may have 

helped transform values of materialism among Asians. It is evident that values have a 

hierarchical influence on consumption behavior through higher-order cognition (e.g., 

perceptions and attitudes). In this study, we argue that materialism, individualism, and 

collectivism have an impact on consumers' ongoing search and shopping behaviors 

through consumers' perceived two different roles of price: symbolic and functional. The 

symbolic role reflects a person's self-enhancement, role position, and self-image, 

whereas the functional role implies the motivational aspect of an individual's 

consumption. 

This current paper is comprised of two studies. In study one, we attempt to 

establish the overall hierarchical flow of the cultural values of materialism, 

individualism, and collectivism with regard to consumers' perceived symbolic and 

functional roles of price, which in turn affect their ongoing search and mall shopping 

behavior for apparel products based on the combined sample from two cultures, 

American and Korean. 

In study two, we focus on establishing a cross-cultural validation of the 

hierarchical model of values-price perception-ongoing search-shopping behaviors in four 

countries (the United States, Canada, Thailand, and China). Additionally, study two 
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extends study one by incorporating both horizontal versus vertical individualism and 

collectivism and the role of the Internet as informational and transactional sources into 

the hierarchical model. The final sample is comprised of 806 college students. Of these, 

192 are Americans, 158 are Canadian, 248 are Thai, and 208 are Chinese. The present 

findings illustrate that cross-cultural validation using the hierarchical model of values-

price perception-ongoing search-shopping behavior is established. However, the 

underljdng constructs explaining such flow differ considerably across cultures. Using a 

culture (i.e., region) and an individual (i.e., country) level of analysis, we further found 

that there are differences and similarities related to materialism; as well, the impact of 

horizontal versus vertical individualism and collectivism and the interrelationships 

among these constructs are examined. Implications for future theoretical and practitioner 

research are provided. Limitations and future research directions are also acknowledged. 
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CHAPTER 1 

INTRODUCTION 

1.1 BACKGROUND 

Since Rokeach (1968, 1973) pointed out the importance of values as core 

motivators that guide and influence a wide range of consumption-related behaviors, there 

has been significant interest among academicians and practitioners in studying the impact 

of values on individuals' consumption behavior. As defined by Rokeach (1968), a value 

is "a centrally held, enduring belief which guides actions and judgments across specific 

situations and beyond immediate goals to more ultimate end-states of existence" (p. 161). 

A value is an abstract belief centrally situated within one's system of belief (Lessig, 

1976). Rokeach (1968) further contended that "a value is either consciously or 

unconsciously a standard or criterion for guiding action and for developing and 

maintaining attitudes toward relevant objects and situations" (p. 160). Thus, individually-

held values are considered psychological constructs which influence human consumption 

behavior (Lotz, Shim, & Gehrt, 2003; McCarty & Shrum, 2001; Vison, 1978). 

Researchers have generally agreed that culture influences consumer behavior 

through values (Powell & Valencia, 1984; Schwartz, 1990; Smka, 2004). These values 

can serve as the facilitator from which cultural norms are derived in order to "specify the 

boundaries within which an individual must behave" (Munson, 1984, p. 24). To 

understand consumption in a specific culture, therefore, values may guide for the 

culture's members to determine and justify their choices (Smith & Schwartz, 1997). 
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Individuals living in the same covintry and who, therefore, are part of the same 

culture typically share similar value orientations (de Mooij, 1998; Kluckhohn, 1976). 

According to Kluckhohn (1976), value orientations are the fundamental beliefs that 

individuals or cultural groups use as guidelines to assist them in adapting to their social 

and physical environment. Because the values of individuals living in the same country 

tend to be similar, the consumption patterns they display also tend to be similar. 

Individuals living in Western countries (the United States, Canada, and Australia, for 

example) tend to place great importance on individualism, in which "I-identity," personal 

goals, and self-esteem are highly emphasized. Conversely, collectivism is highly 

regarded in Asian countries (for example, China, Korea, and Thailand) where a sense of 

"we-ness" is more pronounced and thus group goals and social group-esteem 

maintenance are the primary concerns (Hofstede, 1984; Hofstede & Bond, 1984; 

Triandis, 1989). 

An additional, value that has traditionally separated Western and Eastern cultures 

is materialism. Materialism refers to the importance of the values of acquisition and 

possession one attaches to material assets (Richins & Dawson, 1992). Wong (1997) states 

that materialism is a driving force in modem society that should be studied because of its 

theoretical importance. In the past, materialism was a value mainly exhibited by people in 

industriahzed, capitalistic cultures (for example, the United States) (Fromm, 1976). 

However, due to market globalization and the increased interdependence of the world's 

economies, materialism has been widely adopted among Asians (for example, Koreans 

and Thais) (Belk, 1988; Webster & Beatty, 1997; Wong & Ahuvia, 1998). 
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Consumer researchers have recognized the impact of values on consumers' 

behavior. A number of consumer researchers have attempted to study the effect of values 

on the consumption behavior of individuals (Homer & Kahle, 1988; Kahle, 1980; Lotz et 

al., 2003; Shim & Eastlick, 1998; Stem, Dietz, & Guagnano, 1995). This research has 

found that values (abstract cognitions) affect consumers' behavior (less-abstract, more 

domain-specific cognitions) through higher-order cognitions such as specific attitudes 

(e.g., attitudes toward gift-giving), establishing the most- to least-abstract cognitive 

hierarchical model. However, it is evident that values also have a hierarchical influence 

on consumption behavior through other higher-order cognitions, such as perceptions or 

specific behefs (Dietz, Stem, & Guagnano, 1998; Howard, 1977; Howard & Woodside, 

1984; McFarlane & Boxall, 2003; Stem, Dietz, & Guagnano, 1995; Schultz & Zelezny, 

1999). That is, values influence beliefs in a way that "values give rise to particular choice 

criteria for a product" (Howard & Woodside, 1984, p. 7). Price cues can be one of the 

choice criteria consumers utilize to form beliefs about a product. Thus, according to the 

cognitive hierarchical model, one particular higher-order cognition that may be affected 

by such cultural values is price perception. 

Consumers' price perceptions can be viewed as consumers' beliefs toward price 

cues that they use as information to guide their behavior (Kahle & Timmer, 1983). 

Researchers have expended considerable effort examining the impact of price perception 

on consumption behavior (Lichtenstein, Ridgway, & Netemeyer, 1993). Using the price 

perception taxonomy proposed by Lichtenstein et al., this current study suggests that the 

concept of price possesses two different roles, symbolic and functional. For a symbolic 
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role of price, the price of an object serves as an indicator of prestige and quality. The 

feeling of prestige one associates with the price of a product tends to reflect one's desire 

that consuming such products may fulfill an internally generated need for self-

enhancement. In addition, such feeling of prestige in consuming a high priced product 

may reflect the role position of an individual in social strata, leading one to believe that 

he or she is associated with higher status in a social dimension. As O'Shaughnessy and 

O'Shaughnessy (2002) note, in a consumer society, individuals are likely to search for 

"positional goods" to exhibit "group membership, to identify themselves and mark their 

position" (p. 531). A price of a product with a symbolic concept tends to associate a 

person with a desired group, role, and self-image (Park, Jawoski, & Maclnnis, 1983). 

Therefore, the feeling of prestige associated with the product's price tends to indicate that 

the price of a product can be perceived as possessing a symbolic role. Likewise, the 

quality of a product associated with high price may also be associated with self-

enhancement (e.g., "Having a good quality product makes me feel good") and may also 

help to enhance a person's behef about his/her role position. That is, those who purchase 

a high-priced product because they equate a high-priced product with high quality may 

believe that they possess a higher role (i.e., high status) in a social dimension. By 

definition, therefore, a symbolic role of price tends to reflect a person's self-

enhancement, role position, and group membership as well as self-image that an 

individual believes the price of a product should possess (Levy, 1959; Park et al., 1986; 

Wallendorf&Reilly, 1983). 
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For a functional role, the price of an object implies one's motivation to search for 

products that solve consumption-related problems, hi addition, the functional role of 

price may imply monetary and non-monetary sacrifice on the part of the consumer 

relative to psychological consequences, benefits, and/or quality of products received 

(Lichtestein et al., 1993; Park et al., 1986). Those who are price conscious, for example, 

may be more likely to search for a low priced product than their counterparts when 

shopping. By definition, therefore, the functional role of price tends to reflect the 

motivational aspect of an individual's consumption, which tends to be positive when one 

feels that he has assured the security of purchasing satisfactory products that are worth 

his/her monetary and non-monetary investment (Babin, Darden, & Griffin, 1994; Batra & 

Ahtola, 1991). To date, no known research has suggested these two separate roles of 

price, symbolic and functional. However, other studies related to price cues have 

demonstrated that a relationship exists between consumers' price perceptions and their 

purchase decisions. Little research, however, has been performed to determine the direct 

effects of values on higher-order cognitions such as price perception related to different 

roles of price, despite the fact that values have been shown to have an indirect impact on 

behavior through other types of higher-order cognition such as attitudes (Homer & Kahle, 

1988; Lotz, et al., 2003; Shim & Eastlick, 1998). 

Furthermore, while several researchers have examined different outcomes of 

perceived price (for example, search behavior and behavioral intention), such research 

has mainly focused on search behavior related to specific consumption problems (Punj & 

Staelin, 1983). While this research has revealed insights not only into the relationship 
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between price perception and search behavior but also the relationship between search 

behavior and behavioral intention, the results from these studies may not have accurately 

portrayed the behavioral responses of all consumers because some search activity is 

recreational or occurs without consumption-need recognition (for example, browsing) 

(Bloch, Sherrell, & Ridgway, 1986). Since this type of non-specific searching may 

actually be a more accurate predictor of shopping preferences than searching related to a 

specific need (Bloch & Richins, 1983), it is important for researchers to investigate both 

ongoing search, or search activity that occurs without a need to solve a recognized and 

immediate consumption problem (Bloch et al., 1986), and purchase behavior. 

Over the years, retail shopping centers have gone through dramatic structural 

changes (e.g., the creation of mega-malls) and conceptual changes (e.g., the emergence of 

retail-tainment). Surveys reported that 75% of Americans visit a mall at least once a 

month, and these consumers tend to spend more time in shopping malls than anywhere 

else outside of home and work (Kowinski, 1985; Stoffel, 1988). Shopping malls today 

have evolved from an economic entity to a community center for social and recreational 

activities (Bloch et al., 1994; Graham, 1988; www.icsc.org, 2002). Thus, it is vital that 

marketers and retailers understand what factors influence mall shopping behavior through 

the use of the cognitive hierarchical model of value-price perception-search-purchase 

behaviors in order to design new strategic approaches for mall marketing. This assertion 

is based on the premise that values are fundamental beliefs that have been shown to 

hierarchically influence consumers' cognitive and behavioral processes (Homer & Kahle, 

1988; Shim & Eastlick, 1998). 

http://www.icsc.org
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The current paper is comprised of two major studies. Study one focuses on 

estabhshing the overall hierarchical flow of the proposed model, a most- to /ea^Z-abstract 

cognitive hierarchy of values-price perception-ongoing search-purchase behaviors 

through the use of the sample from two cultures, Koreans and Americans. In addition, 

since a cross-cultural comparison using the cognitive hierarchical model of values-price 

perception-ongoing search-purchase behaviors has not yet been investigated individually 

in specific cultures, study two focuses on establishing a cross-cultural validation of this 

cognitive hierarchical model. Specifically, study two extends study one by looking more 

closely at the differences and similarities of variations across different cultures with 

regard to this cognitive hierarchical pattern of consumer shopping behavior. 

1.2 STATEMENT OF PROBLEM AND RESEARCH OBJECTIVES 

1.2.1 Study 1 

The impact of international market expansion and modernization may have helped 

transform values, especially with regard to materialism, among Asians (for example, 

Koreans), who have become more like Westerners with regard to this value. In addition, 

the values of individualism and collectivism are basic beliefs that individuals hold in 

regard to their interaction with others and the world around them that have been found to 

influence consumption behaviors of individuals (McCarty & Shrum, 2001). In addition to 

the significant impact of materialism on consumers' consumption behaviors, the 

individualism-collectivism paradigm has received significant interest from scholars in a 

in this field. Recently, some cross-cultural researchers have reported that individualism 
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and collectivism are not located on a single bipolar continuum; instead, they co-exist 

(Sinha & Tripathi, 1994) or exist in orthogonal dimensions (Bontempo, 1993; Singelis, 

1994). This view is in opposition to the traditional, prevailing view that places 

individualism and collectivism on a single continuum (Hofstede, 1980; Hui, 1988, 

Triandis, 1988). As Schwartz (1990) has suggested, treating individuahsm and 

collectivism as bipolar "obscures important differences among types of individualism and 

types of collectivism" (p. 139). 

The overall purpose of study 1 is to empirically test the proposed cognitive 

hierarchical model of most- to least-abstract values-price perception-ongoing search-

purchase behaviors. The specific purpose of the study is to investigate the impact of the 

values of materialism, individualism, and collectivism on different aspects of consumers' 

price perceptions related to symbolic and functional roles of price, which in turn are 

expected to affect consumer consumption behavior. We argue that this hierarchical model 

will illuminate the fundamental motivations (i.e., values) of consumers' consumption 

behavior in the context of shopping mall related to apparel purchase. 

1.2.2 Study 2 

Assuming that our overall proposed hierarchical model in study 1 is established, 

that is, we find the hierarchical influence of values to price perception, to ongoing search 

and to purchase behavior, we then further suggest that cross-cultural validation using this 

hierarchical cognitive model is needed. Given intensified market globalization, the 

increased interdependence of world economies, and advances in technology, individuals 

traditional cultural values may have shifted, causing consternation among global firms as 
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to whether the standardization of marketing mixes and strategies is warranted (Jin & 

Stemquist, 2003). The impact of these forces may have created similarity in value-

sharing among those who live in different countries and also may have weakened a 

country's capacity to safeguard its own traditional cultural values. Cross-cultural 

researchers are aware that such cultural change occurring across different societies does 

not guarantee an identical pattern (Inglehart & Baker, 2000). This interesting trend may 

be exemplified by the emergence and development of materialism and individualism in 

Eastern societies and the emergence of collectivism in the Western world (Chiou, 2001; 

Singelis et al., 1995; Soh & Leong, 2002). Furthermore, these cultural values are 

mutually exclusive; they interact with each other and may affect consumption behavior 

differently in different cultures. 

In addition, although a number of researchers have attempted to study the effects 

of cultural values on consumer behavior, others have argued that these existing studies 

either do not offer a framework in which a variety of research streams can be adequately 

integrated, or they ignore how to account for specific cultural values caused by 

globalization, market expansion, and the advent of technology, which then influence 

specific consumer behavior components. Thus, "strong theoretical and conceptual 

frameworks are needed [which] integrat[e] constructs from the different research 

traditions and disciplines" (Douglas, Morrin, & Craig, 1994, p. 300). 

Specifically, from a theoretical standpoint, questions have been raised with 

respect to the conceptual specification of this individualism-collectivism construct; in 

particular, researchers have questioned whether there are cultural variations in those who 
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have been broadly categorized as individualists or collectivists. In response to these 

concerns, Triandis and his collaborators (Singelis et al., 1995; Triandis, 1995) have 

introduced horizontal (emphasizing equality) and vertical (emphasizing hierarchy) 

distinctions to refme the individualism-collectivism dimension, suggesting four distinct 

cultural patterns: horizontal-individualism (HI), vertical-individualism (VI), horizontal-

collectivism (HC), and vertical-collectivism (VC). Triandis's typology has provided 

insight into such phenomena. However, cultural theorists now call for empirical testing of 

the validity of these cross-cultural constructs (Chiou, 2001; Soh & Leong, 2002). 

Several researchers have examined the differences and similarities in consumers' 

price perceptions in a cross-cultural context (Jin & Stemquist, 2003; Zhou & Nakamoto, 

2001). However, these previous studies have made conceptual arguments related to the 

influence of materialism, individualism, and collectivism by stating that Westerners, who 

are individualistic (for example, Americans), and Easterners, who tend to be collectivist 

(for example, Thais), vary in the ways they perceive different roles of price. Such 

existing studies may have ignored the existence of a mixture of individualism and 

collectivism within a single society that may play a critical role in influencing 

consumers' price perceptions in a specific culture. 

Thus, the overall purpose of study 2 is to establish cross-cultural validation of the 

proposed cognitive hierarchical model of value-price perception-ongoing search-purchase 

behaviors. That is, we will examine whether such cognitive hierarchical models can be 

generalized to other countries. Specifically, we will examine the causal relationships 

among constructs identified in this proposed model. If validation of the cognitive 
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hierarchical model is established, we then can further examine how constructs as well as 

relationships between constructs in each society (i.e., country) differ. In addition, this 

study extends study one by incorporating consumers' virtual ongoing search and 

purchase behaviors into the cognitive hierarchical model. We argue that these two aspects 

of consumers' virtual consumption behaviors are important to understand today's 

consumers around the world because of the characteristic ubiquity of the Internet that has 

profoundly affected consumers' shopping patterns. 

Situated in the cultural values of materialism and horizontal versus vertical 

individualism and collectivism, the second objective of study 2 is to explore the 

similarities and differences between regions (i.e.. North America and East Asia) and 

within coimtries (i.e., the United States, Canada, Thailand, and China) in terms of levels 

of materialism and horizontal versus vertical individualism and collectivism. 

Lastly, the third objective of study 2 is to explore the relationships between 

materialism and horizontal versus vertical individualism and collectivism between 

regions (e.g.. North America and East Asia). In addition, we will further explore the 

relationships between materialism and horizontal versus vertical individualism and 

collectivism within countries. Theoretically, we argue that if relationships among 

constructs exit between regions, results based on within countries should reveal the same 

pattern. That is, if we assume that materialism is positively correlated with vertical 

collectivism among East Asian consumers, the same pattern should emerge when we 

empirically examine Thais and Chinese cultures individually. Likewise, if we assume that 

materialism is positively correlated with vertical individualism among North American 
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consumers, the same pattern should be found when we empirically examine American 

and Canadian cultures individually. 

1.3 SIGNIFICANCE OF THE STUDIES 

1.3.1 Study 1 

Study one is expected to provide two key contributions. Theoretically, it will 

attempt to empirically test the cognitive hierarchical value-price perception-ongoing 

search-purchase behaviors model. In addition, it will attempt to provide empirical support 

for the effects of the cultural values of materialism, individualism, and collectivism on 

consumers' perceived prices (as opposed to previous studies that provide only conceptual 

arguments when investigating the impact of such values on price perception). 

Managerially, understanding the underlying factors affecting consumers' price 

perceptions and mall shopping behaviors helps retailers (including international retailers) 

develop and redefine their marketing campaigns to reflect cultural values. 

1.3.2 Study 2 

Study two is expected to provide several contributions to the existing literature. 

First, as Triandis and his colleagues (Triandis et al., 1988) suggest, in order to understand 

the effect of cultural values on consumers' decisions, one must analyze the relationship 

between cultural values and behavioral orientations. Specifically, employing the cultural 

values of horizontal versus vertical individualism and collectivism (Triandis's typology 

of individualism and collectivism) will allow us to systematically compare societies and 
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to assess the behavioral orientation that is related to such cultural value orientations 

(Kagitcibaci, 1994). 

Second, it is expected that this study will enrich our understanding of the role 

played by cultural values (that is, materialism and horizontal versus vertical 

individualism and collectivism) and their impact on consumers' behaviors within (North 

America and East Asia) and across different societies (the United States, Canada, 

Thailand, and China). Theoretically, a number of researchers have insisted that 

comparative, parallel, and replication studies to improve theoretical understanding are 

needed (Despande, Hoyer, & Donthu, 1986). Similarly, Douglas, Morrin, and Craig 

(1994) call for further cross-cultural study, suggesting that . .strong theoretical and 

conceptual frameworks are needed, integrating constructs from the different research 

traditions and disciplines" (p. 300). In addition, although social psychology researchers 

have recently paid a great deal of attention to Triandis's typology of individualism and 

collectivism across societies, there is a lack of research related to this issue in consumer 

behavior literature. Thus, this study is expected to add to the existing consumer behavior 

literature. 

Finally, it is critical to understand the impact of such cultural values on 

consumers' price perceptions and their effects on consumption behavior from a 

managerial standpoint; thus, international marketers can determine whether the issues of 

standardization or non-standardization of marketing mix and strategy are needed. If non-

standardization is the case, then marketers need to develop an appropriate marketing 

strategy to reflect consumers' behavior in a local market. As Munson (1984) states. 
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international marketers need to know about traditional and emerging values and remain 

sensitive to such issues because these traditional and emerging cultural values may help 

to signal subsequent change in individuals' consumption behavior. 

1.4 ORGANIZATION 

Chapter 1 laid a foundation by providing the background for the study, which 

overviewed the development of each of the subsequent studies. This chapter also 

addresses the research objectives for each study, as well as significant contributions that 

each study can provide. 

Chapter 2, a review of the relevant literature is provided. The literature addresses 

the value orientations of materialism, individualism and collectivism, consumers' price 

perceptions, ongoing search and shopping behaviors, and the cognitive hierarchical 

model. 

Chapter 3 highlights information relevant to study one, including a literature 

review, a conceptual framework, development of hypotheses, methodology, results, and 

conclusion. Implications for future research directions are also delineated in order for the 

development of study two. 

In Chapter 4, additional literatures related to Triandis's typology, the role of the 

Internet as an informational and transaction source, and consumers' behaviors in specific 

international markets are discussed. Such materials, along with issues related to study one 

that have not yet been addressed, are incorporated into the development of study two. 
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Therefore, Chapter 4 covers a review of additional literature, development of hypotheses, 

a conceptual model, and methodology. 

Chapter 5 presents analysis and findings. In addition, the discussion of findings 

related to each hypothesized relationship in the study is provided. 

Chapter 6 offers discussions, conclusions and implications derived from the 

study's findings. In addition, the research limitations and future research directions are 

suggested. 
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CHAPTER 2 

LITERATURE REVIEW 

This chapter reviews the relevant literature that seeks to answer the research 

objectives discussed in the previous chapter. The literature review includes the following 

topics: cultural values of materialism; individualism and collectivism; consumers' price 

perceptions; consumers' ongoing search and mall shopping behaviors; and the cognitive 

hierarchical model. This information is utilized as a foundation in developing a 

relationship among constructs. 

2.1 CULTURE AND VALUE ORIENTATIONS 

2.1.1 Definition of Culture 

Researchers generally have agreed that defining culture is by no means a simple 

task (Triandis & Suh, 2002). The word "culture" has its root in the Latin cultura, which 

means "tending" or "to maintain" (Smka, 2004). There are numerous definitions of 

culture, depending upon what aspects researchers consider important. Kroeber and 

Kluckholm (1967) content analyzed 164 definitions of culture and concluded that there 

were six major aspects commonly found in cultural definitions. They are enumerative 

versus descriptive (i.e., "culture contains several components"), historical (i.e., "culture 

refers to social heritage and traditions"), normative (i.e., "cultures comprise ideals and 

expected behaviors"), psychological (i.e., "culture is based on adaptation to 

environmental conditions, learning, and behavior"), structural (i.e., "culture regulates 
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human social life"), and result-based (i.e., "culture is reflected in ideas, symbols, and 

artifacts"). Altogether, Kroeber and Kluckholm (1967) have proposed the most 

comprehensive definition of culture, stating that: 

Culture consists of patterns, explicit or implicit, of and for behavior 
acquired and transmitted by symbols constituting the distinctive 
achievement of human groups, including their embodiments in artifacts; 
the essential core of culture consists of traditional (i.e., historically derived 
and selected) ideas and specifically their attached values; culture systems 
may, on the one hand, be considered as products of action, on the other as 
conditioning elements of further action, (p. 357) 

Similarly, Malinowski (1988) defines culture as "the sum of goods, of rights and 

duties, of ideas, beliefs, capabilities, and customs" (p. 74), reflecting both tangible 

(e.g., tools, clothing, building, etc.) and intangible (e.g., ideas, beUefs, etc.) 

components. 

Culture consists of "shared elements" (Schweder & LeVine, 1984) that 

individuals adopt to guide their thoughts, feelings, and behavior at both the sociological 

and psychological levels of analysis. Hofstede (1980, 1997) provides a cultural definition 

that has been extensively cited in cross-cultural studies. He refers to culture as "the 

collective programming of the mind which distinguishes the members of one group or 

category of people from another" (Hofstede, 1997, p. 5). This definition is employed 

extensively when the objective of a study deals with the comparison of two cultures. In 

this view, the authors usually employ variables and constructs that are common to all 

cultures, which later will be used to directly compare differences and similarities among 

cultures. Such an approach is tj^ical in cross-cultural psychology studies (Luna & Gupta, 

2001). 
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2.1.2 Values and Value Orientations 

Values are cultural products (Kluckhohn, 1976; Phinney, 1992) that affect 

people's perceptions of objects, symbols, and rituals (de Mooij, 1998). Kluckhohn (1976) 

defines value fi-om an anthropologist's view as "a conception, explicit or implicit, 

distinctive of an individual or characteristics of a group, of the desirable which influences 

the selection fi-om available modes, means, and ends of action" (p. 395). As a conception, 

value is "a logical construct, comparable to culture or social structure. That is, values are 

not directly observable any more than culture is" (pp. 395-396). 

Rokeach's (1973) definition of value is the most widely cited in consumer 

research studies. According to Rokeach, a value is "an enduring belief that a specific 

mode of conduct or end-state of existence is personally or socially preferable to an 

opposite or converse mode of conduct or end-state of existence ... and a value system is 

'an enduring organization of beliefs concerning preferable modes of conduct or end-state 

of existence along a continuum of relative importance'" (p. 5). In a broad sense, values 

are "desirable goals, varying in importance, that serve as guideline principles in people's 

lives" (Schwartz & Sagiv, 1995, p. 93). According to Khale (1983, 1996), values are 

assumed to be the most abstract form of social cognition, helping facilitate one's 

adaptation to the environment. 

According to Rokeach (1973), "values are standards that tell us how to rafionalize 

in the psychoanalytic sense, beliefs, attitudes, and actions that would otherwise be 

personally and socially unacceptable" (p. 13). Kahle and Timmer (1983) note that values 

are different from beliefs in that values do not possess "a subjective connotation of the 
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fact because values are not directly linked to attributes" (p. 45). In addition, values are 

also abstract because values lack any clear referent or exact object of attention. For one to 

say that "values transcend objects of attention implies that no one object dominates the 

value" (Kahle & Timmer, 1983, p. 45). 

However, Kahle (1984) suggests that values are similar to attitudes in that they 

are both adaptation abstractions that emerge continuously from the assimilation, 

accommodation, organization, and integration of environmental information in order to 

promote interchanges with the environment. Schwartz and Bilsky (1987, 1990) identified 

five formal features of values that make values different from attitudes: values 1) are 

concepts or beliefs, 2) pertain to desirable end states or behaviors, 3) transcend specific 

situations, 4) guide the selection or evaluation of behavior and events, and 5) are ordered 

by relative importance (cf Bem, 1970; Rokeach, 1973). They further state that values are 

more general and abstract when compared with attitudes, which are more specific and 

less abstract. In addition, values can be placed in a hierarchical order of importance, 

whereas attitudes cannot (Schwartz, 1992). 

Rokeach (1973) addressed the importance of the value concept: ".. .The value 

concept, more than any other, should occupy a central position ... able to unify the 

apparently diverse interests of all the sciences concerned with human behavior" (p. 3). 

Thus, values have been viewed as the most important criteria individuals employ to select 

and justify their choices (Schwartz, 1992; Smith & Schwartz, 1997) because such values 

are learned behavior, which in part, are obtained through socialization processes that 

individuals use when making their consumers' decisions. In addition, values held by 
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majority of individuals in each country tend to reflect a country's characteristics 

(Moschis, 1994). 

Kluckhohn and Strodtbeck (1961) argue that national culture is considered a 

consistent set of value orientations that individuals have developed in response to the fact 

that there are a limited number of common societal problems. Taking this approach, 

Hofstede (1980) identified four different value orientations that distinguish people of 

different nationalities: individualism and collectivism, masculinity and femininity, power 

distance, and uncertainty avoidance. He further suggested that shared values among 

individuals within the same culture tend to endure over time and are fairly consistent 

because these values have been institutionahzed. That is, the process of socialization will 

help members internalize the values that have been passed on via learning from one 

generation to another. Thus, such values may represent singular and enduring national 

characters. 

2.1.2.1 hidividuahsm and Collectivism 

Of the four cultural values Hofstede (1980, 1991) identified, the individuahsm-

collectivism orientation has received the most significant attention among cross-cultural 

scholars because, according to Triandis (1985), this paradigm has the potential to be the 

most important dimension of cultural difference in social behavior. 

2.1.2.1.1 Individualism 

The underlying assumption of individualism is that individuals are independent of 

one another. Social scientists assume that an individualism orientation is more 

pronounced in industrialized Western societies than in more traditional societies, such as 
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those in many developing countries. As Inglehart (1997) and Sampson (2001) suggest, 

Protestantism and the process of civic emancipation caused changes in the social and 

civic structure of many Western societies, which played an important role in shaping 

individual choice, personal freedom, and self-actualization. This research assumes that 

such processes caused Westerners to place a great emphasis on individualism, which is 

more salient in societies with a Protestant heritage (Oyserman, Coon, & Kemmelmeier, 

2002). 

Gould and Kolb (1964) define individualism as the "belief that the individual is 

an end in himself, and as such ought to realise [sic] his 'self and cultivate his own 

judgment, notwithstanding the weight of pervasive social pressures in the direction of 

conformity" (p. 167). Waterman (1984) identified four psychological quahties which 

embrace the concept of individualism: 1) a sense of personal identity, 2) Maslow's self-

actualization, i.e., striving to be one's true self, 3) Rotter's (1966) internal locus of 

control, i.e., the wiUingness to accept personal responsibility, and 4) principled 

(postconventional) moral reasoning (Kohlberg, 1969), in which individualists tend to 

"hold moral principles that are universalized and [act] in accordance with what is right" 

(Hui, 1988, p. 18). 

Hofstede (1997) stated that individualism is a cultural characteristic in which "the 

ties between individuals are loose: everyone is expected to look after himself or herself 

and his or her immediate family" (p. 51). Individualists are emotionally independent, tend 

to place emphasis on personal autonomy and self-fulfillment, and base their identity on 

their personal accomplishments (Hofstede, 1980). They also focus on self-reliance and 
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freedom of choice (Bellah et al., 1985), stress an individual's right over duty, and 

emphasize cost-benefit analysis when determining relationships with others (Triandis, 

1995). Schwartz (1990) stated that those who hve in individualistic societies are likely to 

have a limited number of social groups and place a high value on achieving status. 

Therefore, the word "personal" (e.g., personal goal, personal uniqueness, personal 

control) is a central theme in describing these individualists (Markus & Kitayama, 1991; 

Triandis, 1995). 

2.1.2.1.2 Collectivism 

The underlying assumption of collectivism is that individuals are interdependent. 

Among collectivists, emphasis is placed on the importance of in-groups. By in-groups, 

we mean "a group of people who influence an individual's behavior, so that the 

individual chooses the goals of this group or subjugates his personal goals to theirs" 

(Triandis, 1988, p. 74). Hui (1988) further adds that people tend to identify their in-

groups using certain demographic information (such as ethnicity) and similar attitudes 

that have been developed through time, language, place, and experience. Among 

collectivists, in-groups tend to be ascribed and defined through tradition (e.g., kin, 

village, religion, and nation); whereas, in individualistic societies, in-groups tend to be 

achieved through similar beliefs, values, attitudes, and occupations (Hsu, 1971; Triandis, 

1994). Such in-groups range from family members to friends, to co-workers, to members 

of the army, clubs, or members of a political party. 

Hui and Triandis (1986) define collectivism as "the subordination of individual 

goals to the goals of a collective, a sense of harmony, interdependence and concern for 
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others" (pp. 244-245). More specifically, Triandis (1988) defines collectivists as those 

who place a great emphasis on (a) the views, needs, and goals of the in-group rather than 

of the personal, (b) social norms and duties as defined by the in-group rather than 

behaviors to achieve pleasure, (c) shared beliefs with the in-group rather than personal 

beliefs that differentiate them from the in-group, and (d) great readiness to cooperate with 

in-group members. 

When an individual's and the in-group's goals, needs, attitudes, and values are 

indistinguishable, it is likely that the individual is classified as an extreme collectivist. 

Triandis further contends that those who are extremely collectivist do not have personal 

goals, attitudes, and values. Shweder and Bourne (1982) suggest that the personal goals 

of extreme collectivists are determined from social roles, which are the building blocks of 

society, and that the performance of duties associated with roles is the path to salvation. 

Thus, by this definition, external control includes high interdependence, interpersonal 

sensitivity, conformity, a readiness to be influenced by others, mutual sympathy, 

personalismo (wanting to deal only with others who have a personal coimection to the 

member), and self-sacrifice for in-group members (Shweder & Bourne, 1982). 

In sum, Triandis (1995) and his colleagues (Singelis et al., 1995) summarize the 

four defining dimensions of individualism and collectivism as follows: 

1. Independent versus interdependent selves (Markus & Kitayama, 1991). 

Individualists focus on self-concepts that are autonomous from groups, 

whereas collectivists see themselves as part of a group. 
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2. Personal versus in-group goals (Schwartz, 1990). Individualists focus on their 

personal goals, which may or may not overlap with the goals of their in-

groups. However, if a discrepancy exists between these two types of goals, 

priority will be given to personal goals among individualists. In contrast, 

collectivists place a great emphasis on in-group goals and tend to have an 

overlap between personal goals and in-group goals. However, if a discrepancy 

between these two types of goals exists, they tend to give priority to in-group 

goals. 

3. The importance of attitudes and norms as determinants of social behavior 

(Bontempo & Rivero, 1992). Individualists rely on their attitudes and other 

internal processes, as well as, contracts to determine their social behavior. 

Collectivists, on the other hand, use norms and perceived duties and 

obligations as their main determinant for social behavior (Bontempo & 

Rivero, 1992; Miller, 1994). 

4. Exchange versus communal relationships (Mills & Clark, 1982). 

Individualists tend to put emphasis on a cost-benefit ratio when evaluating 

their relationships with others. That is, if the costs exceed benefits, then that 

specific relationship is likely to be withheld. On the contrary, relationships 

with others are of importance to collectivists, regardless of the cost-benefit 

ratio (Kim, Triandis, Kagitcibasi, Choi, & Yoon, 1994). 



46 

2.1.2.1.3 Conceptualization Concerns 

In a pioneering study, Hofstede (1980) conceptualized the individualism-

collectivism construct at a cultural or aggregate level of analysis. By a cultural level, we 

mean that the number of cultures is the N of the analyses (Triandis & Suh, 2002), 

emphasizing differences among cultures. Using a cultural level of analysis, researchers 

assume that individualism and collectivism represent the opposite ends of a continuum, 

where high individualism is isomorphic with low collectivism, indicating a uni-

dimensional construct. That is, cultures are often classified as either individualistic or 

collectivist in their orientation (e.g.. Bond, 1988; Hui, 1988; Triandis, 1988, 1994). In 

Hofstede's (1980, 1991) empirical study of 50 countries in three regions, he assessed 

only the individualism index (IND). This is due to the assumption he made that 

collectivism (COL) is equivalent to a low IND. Hofstede's results revealed that the 

United States, Canada, Australia, and other Western countries scored high on the IND, 

while South Korea, Thailand, Taiwan and other Asian and African countries reported a 

low score on the IND, implying that these countries are collectivist. In addition, using 

meta-analysis, Oyserman, Coon, and Kemmelmeier (2002) reported that 32% of previous 

studies have adopted this assumption (that high IND is equivalent to low COL) by 

assessing only IND (or COL). 

Recently, several studies have conceptualized the individualism-collectivism 

construct at the individual level of analysis and reported that individualism and 

collectivism are separate constructs (Triandis & Gelfand, 1998). According to Schwartz 

(1994), it seems reasonable to view societies as having both an individualistic and 
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collectivist orientation. That is, both individualism and collectivism exist in within a 

given culture, and a person living in that particular culture may hold both value 

orientations at different degrees (Kapoor, Comadena, Blue, & Eguchi, 1999; McCarty & 

Shrum, 2001; Sinha & Tripathi, 1994; Ting-Toomey & Kurogi, 1988; Triandis, 1989, 

1994, 1995). In the simplest way, in individuahst cultures (e.g., the United States), one 

can find individuals who are both individualist and collectivist in their attitudes and 

behaviors. Likewise, one can also find individuals who live in collectivist cultures (e.g., 

Korea) and who hold both collectivism and individualist orientations related to their 

attitudes and behaviors. In addition, researchers have suggested the representation of 

individualism and collectivism of individuals in a given culture can be situationally 

specific (Triandis, 1994, 1995). 

Due to the differences in the conceptualization of this individualism-collectivism 

construct as either bipolar, with individualism and collectivism on opposite ends of a 

single continuum, or as a distinct, multidimensional construct, cross-cultural researchers 

have developed a number of measures that have attempted to tap different components of 

these constructs and have placed a differential focus on several components (Rhee, 

Uleman, & Lee, 1996). For example, Triandis et al. (1988) developed the INDCOL scale, 

which is comprised of fifteen items representing two independent subscales, one 

assessing individualism (ten items), and the other assessing collectivism (five items). Hui 

(1988) also developed an INDCOL 36-item scale comprised of four independent 

subscales: kin individualism (ten items), kin collectivism (seven items), non-kin 

individualism (nine items), and non-kin collectivism (ten items). Much of the empirical 
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examinations at the individual level of analysis has revealed support for bi-dimensional 

(i.e., individualism and collectivism) or multidimensional (e.g., kin versus non-kin 

individualism-collectivism) conceptions of individualism and collectivism (Kim, 

Triandis, Kagitcibasi, Choi, & Yoon, 1994; Triandis, Bontempo, Villareal, Asai, & 

Lucca, 1988). 

2.1.2.2 Materiahsm 

Mukeiji (1983) refers to materialism as "a cultural system in which material 

interests are not made subservient to other social goals" (p. 8). Richins (1987) states that 

materialism is related to "the idea that goods are a means to happiness; that satisfaction in 

life is not achieved by religious contemplation or social interaction, or a simple life, but 

by possession and interaction with goods" (p. 353). In addition, Muncy and Eastman 

(1998) note that the value of materialism is important in marketing because materialism 

is "associated with a greater drive to acquire the goods marketers provide for consumers" 

(p. 137). 

Depending upon the goals and context of the research, there are several 

definitions of materialism. Nevertheless, it is commonly agreed that materialism places a 

relative importance on material objects (Belk, 1984; Ward & Wackman, 1971). In an 

early work, for example. Ward and Wackman (1971) identified materialism as "an 

orientation which views material goods and money as important for personal happiness 

and social progress" (p. 422). Similarly, Moschis and Churchill (1978) define materialism 

as an orientation that highly regards possessions and money as an indication of personal 

happiness and social progress. Belk's (1983, 1984, 1985; Ger & Belk, 1996) definition is 
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based on the assumption that materiahsm is a function of one's personahty, which 

reflects traits of possessiveness, envy, non-generosity, and preservation. Thus, his 

definition of materialism is a reflection of "the importance a consumer attaches to 

worldly possessions. At the highest levels of materialism, such possessions assume a 

central place in a person's life and are believed to provide the greatest sources of 

satisfaction or dissatisfaction in life" (Belk, 1984, p. 291). According to Belk (1984), 

materialistic individuals are likely to judge the success of their own and others' lives 

based on the quantity and quality of possessions owned (Rassuli & Hollander, 1986). 

Thus, in Belk's view, materialism is viewed as a personality trait in which possessions 

are a main contributor to and a reflection of an individual's identity. 

Although Belk (1984) views materiahsm as a reflection of one personality, 

Rokeach (1973) states that "a person's character, which is seen from a personality 

psychologist standpoint as a clutter of fixed traits, can be reformulated from an internal, 

phenomenological standpoint as a system of values" (p. 21). Thus, a person identified as 

a materialistic individual might identify himself as a person who places great emphasis 

on acquiring and possessing material objects. Rokeach (1973) suggests that thinking 

about a person as a system of values rather than a cluster of traits is beneficial in that it 

becomes possible for one to conceive of his undergoing change as a result of change in 

social conditions. Thus, in another view, materialism is viewed as a consumer value 

(Foumier & Richins, 1991; Richins, 1987; Richins & Dawson, 1992). In Richins and 

Dawson's (1992) conception, materialism, an individual difference variable, refers to an 

instrumental or terminal value (Rokeach, 1973). Since materialistic individuals tend to 
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value possessions as an indication of happiness and success, Richins and Dawson (1992) 

define materialism as "a set of centrally held beliefs about the importance of possessions 

in one's life" (p. 308) consisting of three specific domains: acquisition centrality, the role 

of acquisition as the pursuit of happiness, and the role of possessions in defining success. 

Acquisition centrality emphasizes the importance of acquiring and possessing 

material objects that materialistic individuals hold as a goal in their lives. In this sense, 

consuming material objects can be considered as a goal and serves as a set of plans that 

one relies on to direct and guide one's daily endeavors (Daun, 1983). 

Acquisition as the pursuit of happiness refers to the belief that materialistic 

individuals hold that acquiring or owning the right possessions will result in well-being 

and consequently make them happy. This domain is consistent with Belk's (1984) 

concept that . .possessions assume a central place in a person's life and are believed to 

provide the greatest sources of satisfaction and dissatisfaction" (p. 291). 

The last domain of materialism is the role of possession in defining success, 

which refers to those who evaluate success based on the things they own. This domain is 

in line with Rassuli and Hollander (1986), who state that materialistic individuals are 

likely to judge their own and others' success based on the number and quality of 

possessions accumulated. Possessions are highly regarded among materialistic 

individuals because of their ability to confer status (Mason, 1981; Veblen, 1953) and 

promote a desired self-image and identity (Campbell, 1987). 

Richins and Rudmin (1994) state that materially-oriented individuals still depend 

on the possession of material assets to show and perceive invisible personal 
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characteristics, such as happiness, status, and social competence. These invisible 

elements are observable through an individual's possession of material objects 

(Burroughs, Drews, & Hallman, 1991); and thus possessions communicate a personal 

value of materialism (Richins, 1994). 

2.1.2.2.1 Materialism and Consumer Culture 

In the past, materialism was a value common among people in industrialized, 

capitalistic cultures, such as the United States (Fromm, 1976). Due to international 

market expansion and increased interdependence of the world's economies, materialism 

has spread to other cultures, such as Korea and Thailand (Belk, 1988; Wong & Ahuvia, 

1995). 

Research related to materialism and consumer culture has been well documented, 

not only in Western Europe and North America (Belk, 1985; Richins & Dawson, 1992; 

Wong, 1997), but also recently in many developing Asian countries such as Thailand and 

China (Ger & Belk, 1993; Webster & Beatty, 1997). Recently, cross-cultural 

comparisons have been conducted to investigate the differences and similarities between 

developing and developed countries. For example, Webster and Beatty (1997) report that 

Thai consumers exhibit a higher materialism score than American counterparts. Using a 

short version (6-item) of Richins and Dawson's materialism scale to study cross-cultural 

analysis among French, Mexican, Australian, and American students, Clarke and Micken 

(2002) found that, in overall materialism, the French are more materialistic than 

Americans and Mexicans, whereas Australians score higher on materialism than 

Mexicans. Finally, Americans place a higher value on materialism than Mexicans. The 
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French and Austrahans are not statistically different on this value; neither are Australians 

and Americans. That is, using Hofstede's (1984) typology, there are no differences in 

terms of overall materialism values in individualistic countries (the United States and 

Australia). France, which is positioned between individualistic and collectivistic cultures, 

revealed the highest level of materialist values as compared to the two individualistic 

countries (the United States and Australia) and the one collectivist country (Mexico). As 

expected, Mexico had the lowest materialistic score compared to the other three 

countries. This study, however, did not further examine differences and similarities 

related to the three dimensions of materialism among these four countries. 

2.1.2.2.2 The Impacts of Materialism 

Several researchers have addressed the positive and negative impacts of 

materialism on individuals, cultures, and economies. In a positive sense, the Industrial 

Revolution and the success of capitalistic modes of production have rapidly created 

globalization of materialistic values, which individuals may perceive as the pursuit of 

wealth. Richins and Rudmin (1994) note that materialism impacts economies by 

enhancing an individual's desire to increase his/her personal income and standard of 

living in order to obtain personal possessions (Cherrington, 1980; Schor, 1991). As such, 

an individual's consumption practices lead to the increasing profitability of firms, which 

consequently improves the nation's economy. One study has reported that, at a 

psychological level, materialism tends to help people cope when facing uncertainties 

within themselves (i.e., self-doubt) or perceiving uncertainties with respect to society 

(i.e., anomie) (Chang & Arkin, 2002). That is, when encountering uncertainties, such as 
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self-doubt and anomie, materialistic individuals are likely to possess more material assets 

as indicators of success. 

Similarly, the value of materialism also creates negative consequences. A number 

of researchers have reported a negative association between materialism and an 

individual's subjective well-being. On a psychological level, researchers have found that 

those who define success based on material possessions are likely to have a low self-

esteem, low life satisfaction, and a high level of discomfort in social contexts (Belk, 

1985; Mick, 1996; Richins, 1987, 1992, 1994). Kasser and Ryan (1993) also found that 

materialistic individuals experience low self-actualization, vitality, and high levels of 

anxiety, depression, and behavioral disorders. 

2.2 CONSUMERS' PRICE PERCEPTION 

Price, one of the most important elements in the marketing mix, has received a 

great deal of attention among scholars and practitioners because of its significant impact 

upon consumers' shopping decisions, such as search behavior and store choice (Urbany, 

Dickson, & Wilkie, 1989). According to Helegeson and Beatty (1985), price cues, one 

extrinsic product attribute, represent 40 percent of search attributes consumers seek when 

making a purchase. Some researchers (Monroe, 1990; Winer, 1988) have suggested that 

prices are concrete as compared to other product attributes; however, other researchers 

(Alba et al., 1994) have argued that price perceptions are malleable. That is, it may be 

difficult for consumers to remember the exact price of products or services; instead, they 

are likely to encode price in a way that is meaningful to them (Dickson & Sawyer, 1990). 
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Price is an informational cue in that has psychological consequences which affect 

consumers' decisions. Consumers usually evaluate price in a way which helps simplify 

their purchase decisions (Dodds, Monroe, & Grewal, 1991; Lichtenstein, Ridgway, & 

Netemeyer, 1993). A consumer's perception of price may possess two different roles: 

symbolic and functional, each of which may affect their consumptive behavior. The 

psychological view explains that consumers may perceive price as possessing a symbolic 

role in which a price of a product may affect individuals' internal generated needs, 

enhancing self-enhancement, self-image, one's desire for role position, or ego-

identification (Levy, 1959; Park et al., 1986; Wallendorf & Reilly, 1993). The manner in 

which consumers perceive the price of a product may create imagery transfer and desire 

for real or imagined status among consumers. In a symbolic sense, consumers may react 

favorably toward high-priced products because they associate high price with prestige, 

quality, and/or status (Monroe & Krishnan, 1985; Lichtenstein, Netemeyer, & Burton, 

1990; Lichtenstein et al., 1993). For example, the self-image aspect of consumers' 

perceived price in its symbolic role may be reflected in feelings of prestige when one 

purchases high-priced products. A sense of prestige creates one's positive self-image as 

having higher status or being wealthy, which subsequently translates into positive 

feelings about one self (e.g., "I am feeling good, I am feeling rich when I purchase high-

priced products"). Likewise, some consumers may associate a high-priced product with 

high quality. This high quality perception may create psychological consequences, 

leading one to feel that the product he purchased is the best, creating a positive feeling 

about one's self, i.e., self-enhancement (in this case, the person tends to be satisfied with 
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the product purchased in that situation). Thus, consumers' perceived price in its symbohc 

role tends to be subjective and personal (Babin et al., 1994). 

Using an economic explanation, on the other hand, the price of a product can be 

perceived in its functional role which can influence consumer's decision making. 

According to Park et al. (1986), on a consumer's perspective, the functional role of price 

implies that consumers who have a favorable perception towards a price cue in its 

functional role are likely to motivate themselves to search for products. In addition, those 

who perceive a price cue in its functional role can be described as rational and task-

related (Batra & Ahtola, 1991; Sherry, 1990b). For those who value quahty and associate 

higher quality with low price, the price of a product will be of concern, and they will 

likely search for a low-priced product. That is, these consumers tend to be rational when 

evaluating the price of a product. In addition, these consumers are likely to feel assured 

that the money they spent is "worth it" for the value or quality they received. Related to 

the task-orientated aspect of functional role, these consumers who feel favorably toward 

the functional role of price are willing to spend more time on shopping trips ("I usually 

shop at more than one store to take advantage of low prices") and/or spend more time 

looking for the right price for a product ("I generally compare the prices of different 

brands to be sure that I get the best deal") because they are self-motivated. Thus, a 

product is likely to be purchased in an efficient and effective manner (Babin et al., 1994). 

2.2.1 Symbolic Role of Price 
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The price-quahty schema and prestige sensitivity constructs proposed by 

Lichtenstein et al. (1993) are chosen for this study to reflect a symbolic role of price, 

since, by definition, these constructs most fully represent the symbolic role of price 

2.2.1.1 Price-Quality Schema 

Price-quality schema is defined as a consumer's generalized belief that the level 

of price is positively associated with the level of quality (Leszinski & Mam, 1997; 

Lichtenstein et al., 1993; Monroe, 1990). In this sense, some consumers equate high price 

with high quality. Ti^ically, consumers who have less experience and/or limited 

knowledge about products will rely on this mental shortcut (Alasmdan, 1996); therefore, 

they tend to use price as a general indicator of quality (Lichtenstein & Burton, 1989; 

Peterson & Wilson, 1985). However, evidence suggests that the use of price-quality 

schema when making decisions may be situation-(Monroe & Krishnan, 1985), individual-

(Peterson & Wilson, 1985), and/or product-specific (Monroe & Krishnan, 1985). 

2.2.1.2 Prestige Sensitivity 

Lichtenstein et al. (1993) define price sensitivity as the favorable perception of 

price cues based on the buyer's feelings of prominence and status when purchasing high-

ticket items. A theoretical explanation derived from Veblen's concept of conspicuous 

consumption may help to understand how price cues work. That is, it is expected that 

products that are socially visible to others, such as apparel or cars, tend to signify a 

feeling of prominence and status (Leibenstein, 1950; Lichtenstein et al., 1993). Calder 

and Bumkrant (1977) also state that prestige sensitivity can be viewed as one's 

propensity to make attributions about others, or one's sensitivity to attributions made by 
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others on the basis of price level of a purchase. As Rice (1992) notes, "As price conscious 

as consumers have become, they are still willing to pay more for products in which they 

have an ego-investment" (p. 59). 

2.2.2 Functional Role of Price 

The four constructs of price perception proposed by Lichtenstein et al. (1993) are 

selected to reflect the functional role of price in this current study. They are value 

consciousness, price consciousness, sale proneness, and coupon proneness. These four 

constructs, by definition, are most directly related to the functional role of price. 

2.2.2.1 Value Consciousness 

The first functional role of price is value consciousness. According to Zeithaml 

(1988), value is "the consumer's overall assessment of the utility of a product based on 

perceptions of what is received and what is given" (p. 14). Thus, consumers' perceived 

value represents "a tradeoff between the quality or benefits they receive in the product 

relative to sacrifice they perceive by paying the price" (Monroe, 1990, p. 46). Based on 

these definitions, value consciousness is conceptualized as consumers' concern regarding 

the ratio of quality received to the monetary sacrifice in a transaction (Leszinski & Mam, 

1997; Lichtenstein et al., 1993; Monroe, 1990). These definitions of value are also 

consistent with the economic theory of rational choice. As Kashyap and Bojanic (2000) 

suggest, these definitions of value "improve our understanding of the choice process by 

qualifying that consumers infer benefits by subjectively evaluating all attributes of 

products ... and price" (p. 46). Perceived value is a major predictor of consumers' 

purchases (Chang & Wildt, 1994). Those who are value-conscious tend to put emphasis 
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on monetary investment when buying products; they consider whether the "give" 

component outweighs the "get" component. If the "give" component exceeds the "get" 

component, consumers may act negatively toward the price cue, which may result in low 

propensity to purchase that product. 

2.2.2.2 Price Consciousness 

Price consciousness represents the second role of price related to its functional 

role. The term "price consciousness" has been employed by researchers to refer to a 

variety of price-related cognitions (Zeithaml, 1984). According to Lichtenstein et al. 

(1993), price consciousness is "the degree to which the consumer focuses exclusively on 

paying low prices" (p. 235). It is expected that those who are either price or value 

conscious are more likely to be found in any market that has gone through a recovery 

process from an economic downturn in which competitive levels are intensified. In 

addition, price and value conscious consumers have a greater tendency to search for 

lower-priced products as compared to their counterparts who are less price and value 

conscious (Alford & Biswas, 2002; Lichtenstein et al, 1993). Specifically, Alford and 

Biswas (2002) report that those with a high level of price consciousness are more likely 

to search for lower-priced products when they are exposed to a discount ad than those 

with a low level of price consciousness. 

2.2.2.3 Sale Proneness 

Sale proneness is the third functional role of price. Lichtenstein et al. (1993) 

defined sale proneness as "an increased propensity to respond to a purchase offer because 

the sale form in which the price is presented positively affects purchase evaluations" (p. 
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235). According to transaction utility theory, an individual purchases a product not only 

to receive pleasure from the purchase (acquisition utility), but also to acquire value or 

merit from the deal (transaction utihty) (Thaler, 1985). Kelson's (1964) theory of the 

adaptation level also explains that consumers usually carry with them an adaptation level 

price for a given product category against which current market prices are compared 

(Monroe, 1979). Monroe explains that consumers will evaluate current prices (i.e., a new 

sale price) as low, high, or neutral against their adaptation price. Monroe and Petroshius 

(1981) argue that consumers will combine the latitude of acceptance with the adaptation 

level price, thus creating "anchoring" stimuli for them to judge a current sale price. 

Therefore, those who value sale-proneness are likely to perceive the price of a product 

presented in the form of a sale as a good deal, which subsequently may affect their 

propensity to purchase. 

2.2.2.4 Coupon Proneness 

The fourth functional role of price is related to the form in which the price cue is 

presented. Lichtenstein et al. (1990) define coupon proneness as "an increased propensity 

to respond to a purchase offer because the coupon form of the purchase offers positively 

affects purchase evaluations" (p. 56). Price reductions represented in the form of a 

coupon may enhance consumers' purchase responses, which may be due to the 

consumer's increased sensitivity to price in its functional role when the price of a product 

is offered in the form of coupon (Lichtenstein et al., 1990; Schindler, 1990). According to 

Kelson's (1964) adaptation-level theory, a promotional price or a discount price 

presented in the form of coupon (10% discount, $10 off on $100 spent) can serve as a 
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reference price that consumers can use to compare the actual price. A consumer then 

makes a subjective judgment about the new price, viewing it as lower and cheaper in 

order to make his/her decision. In addition, the silver lining principle explains that the 

amount of money that a consumer can save when using a coupon plays a critical role in 

influencing a consumer's decision (Thaler, 1985). According to the silver lining 

principle, consumers are likely to segregate the gains, rather than integrate them, due to 

the promotion (e.g., coupon) from the regular price when the savings are smaller than the 

larger price (Folkes & Wheat, 1995). The small saving (gains) from using a coupon 

would be placed in a mental account separate from the larger price paid. Thus, the 

likelihood to purchase may increase because consumers may still believe that they have 

received a reasonable deal even though the amount of savings (the gains) they received is 

small. 

2.3 CONSUMERS' INFORMATION SEARCH PATTERNS 

2.3.1 Pre-Purchase Search 

Consumer information search behavior has been found to be an important part of 

the decision-making process leading to purchase and choice behavior, as well as a 

fundamental requirement for effective purchasing in a marketplace (Moore & Lehmann, 

1980; Newman, 1977; Silk, 1971). Consumer information search behavior is defined as 

"information seeking and processing activities which one engages in to facilitate decision 

making regarding some goal object in the marketplace" (Kelly, 1968, p. 273). According 

to Pipkin (1981), "information and preferences are inextricably linked" (p. 315); thus. 
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understanding consumers' information search behavior is an important component in 

explaining choice behavior. A plethora of research on information search behavior has 

been documented in consumer behavior literature (Beatty & Smith, 1987; Bettman, 1979; 

Brucks, 1985). 

Researchers contend that when a consumer encounters a need to purchase, he or 

she is likely to conduct two different types of consumer information searching: internal 

and external (Bettman, 1979; Moore & Lehmann, 1980). Internal searching, by 

definition, involves memory and occurs prior to an external information search, such as a 

repeat purchase situation. External searching involves the acquisition of information from 

an external environment, such as the product package, an advertisement, or an 

information source (e.g., a friend, a salesperson). Specific to the external information 

search, Beatty and Smith (1987) define consumer information search as "the degree to 

which attention, perception, and effort directed toward obtaining environmental data or 

information is related to the specific purchase under consideration" (p. 85). According to 

Bettman (1979), consumers are initially expected to depend on information from an 

internal search; however, when such knowledge is insufficient to make a decision, 

consumers will seek information externally. The determinants of external information 

searching have been well-documented, including individual differences, degree of 

attention, perception, and effort expended toward gaining information related to 

consumption (Beatty & Smith, 1987; Newman, 1977). The information search behavior 

discussed above centers on consumer pre-purchase information seeking. However, some 

researchers (Bloch et al, 1986; Schmidt & Spreng, 1996) contend that information that is 



62 

acquired without consumption-need recognition and that is not specifically related to 

imminent purchases may play a critical role in predicting consumers' choices (e.g., 

information obtained through browsing a store, subscribing to a magazine, discussing a 

product with friends). This type of search has been termed "ongoing search" (Bloch et al., 

1986, p. 120). Information obtained fi"om ongoing search can be stored in a consumer's 

memory and be retrieved for use in making a purchase decision. 

2.3.2 Ongoing Search 

Ongoing search activity can be viewed as a part of the external information 

search activity. Bloch et al. (1986) propose that "an orientation focusing solely on pre-

purchase search is deficient and unable to account for search activity that is recreational 

or that occurs without a recognized consumption need" (p. 119). Researchers have long 

recognized this specific type of search activity. For example, Tauber (1972) states that 

consumers shop not only for product acquisition but also to satisfy psychological needs. 

Such motivations were then classified into two main categories: personal (e.g., role-

playing, self-gratification, learning about new trends) and social (e.g., social experience, 

communication with others, the pleasure of bargaining). In addition, Bellenger and 

Korgaonkar (1980) reported that many consumers enjoy the act of shopping itself without 

making any purchases. Bloch and Richins (1983) also found that browsing at retail stores 

was positively correlated with product knowledge, product interest, and word-of-mouth 

activity concerning the product class. Browsing activity is the examination of 

merchandise in a store for recreational or information gathering purposes without an 

intent to buy at the present time (Bloch & Richins, 1983). Bloch, Ridgway, and Sherrell 
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(1989) suggested that such browsing activity could be considered one type of ongoing 

search activity. Thus, ongoing search activity is defined as "search activities that are 

independent of specific purchase needs or decisions. That is, [an] ongoing search does 

not occur in order to solve a recognized and immediate purchase problem" (Bloch et al., 

1986, p. 120). Bloch et al. (1989) note that the term "ongoing" means the behavior may 

occur on a regular basis, not just when a need for purchase is recognized. Activities 

classified as ongoing search activities include browsing, window shopping, reading a 

fashion magazine to see new trends or styles, discussing new trends of fashion with 

Mends, and/or talking to a salesperson at a store to get information about products. 

Claxton, Fry, and Portis (1974) also implicitly addressed the importance of ongoing 

search activity, nothing that "information gathering is continuous process, even when the 

purchase is not foreseen. As a result, when the decision is made to make a purchase, 

relatively little explicit search is required" (p. 35). 

Bloch et al. (1986) differentiate pre-purchase behavior from ongoing search 

behavior using three major categories: determinants, motives, and outcomes (See Table 

1). For search determinants, a pre-purchase context is determined by consumers' short-

term involvement with a consumption-related problem, market environment, situational 

factors, and product familiarity (Moore & Lehmann, 1980), whereas determinants for an 

ongoing search include product involvement, market environments, and situational 

factors (Bloch & Richins, 1983). As with a pre-purchase search, levels of ongoing search 

are affected by market factors, such as the availability of product information, time 

constraints, and other situational factors. For search motives, the primary motive for 
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those who engage in a pre-purchase search is to make a better purchase decision, hi 

contrast, the motives for an ongoing search are to acquire information about products, 

which can be used either for personal use or for others' use in making a future purchase 

(Hirschman & Wallendorf, 1982) and to obtain recreational pleasure (Hirschman & 

Holbrook, 1982). Bloch et al. (1986) argue that, in reality, it may difficult to separate 

these two motives of ongoing search; however, empirically-based evidence using 

Hirschman's (1980) dichotomy of information stimulation versus sensory stimulation in 

consumption practice revealed that these two types of search activity are empirically 

distinct, creating an information-hedonic dichotomy (Babin, Darden, & Griffin, 1994; 

Venkatraman & Maclrmis, 1985). 

Table 1: A Framework for Consumer Information Search 

Category Pre-purchase Search Ongoing Search 

Determinants • Involvement in the purchase • Involvement with the product 
• Market environment • Market environment 
• Situational factors • Situational factors 

Motives • To make better purchase • Build a bank of information for 
situations future use 

• Experience fun and pleasure 

Outcomes • Increased product and market • Increased product and market 
knowledge knowledge leading to a) future 

• Increased satisfaction with the buying efficiency and b) 
purchase outcomes personal influence 

• Increased impulse buying 
• Increased satisfaction from 

search and other outcomes 

Adopted from "Consumer Search: An Extended Framework" by P.H. Bloch, D. L. Sherrell, and N. M. 

Ridgway, 13 (June), 1986, copyright by Association for Consumer Research, Inc. 
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Pre-purchase search activities tend to generate a variety of outcomes: to improve choice 

decisions, to increase product and market expertise, and to heighten satisfaction with a 

purchasing job (Punj & Staelin, 1983). Ongoing search activities also generate a number 

of outcomes, such as increasing efficiency for future purchases (Bettman, 1979), 

becoming a market/product information disseminator (Price & Feick, 1984), and 

enhancing the possibiHty of impulse buying (Bellenger, Robertson, & Hirschman, 1978). 

2.4 SHOPPING BEHVAIOR 

According to Tauber (1972), shopping occurs when an individual recognizes a 

need for a particular product which consequently influences that person to allocate his/her 

time and money to travel to a store to go shopping. In addition, shopping can occur when 

one "needs attention, wants to be with peers, desires to meet people with similar interests, 

feels a need to exercise, or simply has leisure time" (Tauber, 1972, p. 48). To support 

this notion. Miller, Jackson, Thrift, Holbrook, and Rowland (1998) found that shopping is 

an activity that involves not only product acquisition but also social relationships. Sherry 

(1990) also suggests that people go to flea markets not only for utilitarian shopping 

purposes but also for the satisfaction gained from the shopping environment itself In a 

utilitarian view, consumers are concerned with product acquisition in an efficient and 

timely fashion to accomplish their goals. In a hedonic view, according to Sherry (1990), 

"shopping is ... an adventure" that may reflect a sense of enjoyment and entertainment. 

In addition, Ackerman and Tellis (2001) view shopping as a social activity whose 

meaning is likely to be closely associated with culture. 



66 

Researchers also suggest that shopping is a learned behavior acquired through the 

parents (Carlson & Grossbart, 1988) and social behavior adopted from societal norms 

that define what is desirable (Cialdini et al., 1990). Thus, shopping behavior can be 

influenced by the norms of the social group with which one identifies (Ackerman & 

Tellis, 2001). 

2.4.1 Retail Shopping Centers 

Over the years, retail shopping centers have undergone a significant revolution; 

they have evolved from stores along a town's main street, to enclosed shopping centers, 

and, finally, to mega-mall complexes that provide shopping and entertainment (Haytko & 

Baker, 2004). Not surprisingly, retail shopping centers have played a critical role in 

contributing to the consumer experience. As Bloch, Ridgway, and Dawson (1994) note, 

"in the context of consumer habitats, a location may itself be a source of pleasurable 

experiences consumed by visitors" (p. 25). They further report that these retail shopping 

centers have transformed their roles as economic entities to become centers for various 

activities (e.g., social gathering, entertaiiraient). The concept of one-stop convenience of 

retail shopping centers has been expanded to include service outlets and entertainment 

providers. Retail shopping centers today offer boutiques, specialty stores, restaurants, 

fast-food outlets, movie theaters, video arcades, hair salons, and dental offices. Retail 

shopping centers, of course, offer an environment that attracts, maintains, and brings back 

customers (Kowinski, 1985). 

Since retail shopping malls are critical venues which contribute to consumers' 

experiences, several researchers have examined consumers' patronage within the context 
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of the shopping mall (Haytko & Baker, 2004; Michon & Chebat, 2004; Shim & Eastlick, 

1998). Several studies on mall shopping have examined consumers' cognitive processes 

as determinants of retail patronage (Bellenger & Korgaonkar, 1980; Bloch et al., 1994; 

Bloch, Ridgway, & Nelson, 1991; Michon & Chebat, 2004); consumers' attitudes toward 

attributes of regional shopping malls (Hyatko & Baker, 2004; Shim & Eastlick, 1998); 

personal values (Shim & Eastlick, 1998); and characteristics of consumers, such as 

demographics and motivation (Roy, 1994; Shim & Eastlick, 1998). For example. Shim & 

Eastlick (1998) found that consumers' personal values of self-actualization and social 

affiliation had an indirect positive impact on mall shopping behavior through their 

attitude towards the attributes of the shopping mall. Wakefield and Baker (1987) also 

found that consumers' involvement with shopping and the physical environment of the 

mall positively affected consumers' excitement, which in turn positively affected the 

duration of their stay at the mall and their patronage intentions. Recently, Hyatko and 

Baker (2004) report that young consumers tend to go to the malls because of hedonic and 

utilitarian motivations. That is, these young consumers patronize shopping malls not only 

to accomplish their shopping task and gain knowledge about products (utilitarian 

motives), but also to obtain a feeling of freedom and indulge in the fantasy of patronizing 

shopping malls. 

2.5 THE HIERARCHICAL INFLUENCE OF VALUES ON CONSUMERS' 

BEHAVIORS 
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Previous studies found that values are theoretically and empirically related to 

motives, behefs, attitudes and behaviors (Manzer & Miller, 1978; McFarlane & Boxall, 

2003; Pitts & Woodside, 1984; Schultz & Zelezny, 1999; Stem et al., 1995; Vinson & 

Gutman, 1978). According to Dichter (1984), the investigation of values provides 

interesting and meaningful information to understand the underlying motives that 

structure beliefs, attitudes, and behaviors. Pollay (1984) also explains the importance of 

values from a communication view by stating that values are the "most important 

dimension of advertising despite the paucity of research on the subject value. Values are 

important from both sender's and receiver's point of view, because it is a goodness of 

products that lies at the heart of the whole communication" (p. 111). Pollay further 

explains that the primary function of advertising is to transmit value to a product and 

brand and information appeared in the advertising would be useful only when consumers 

are responsive to it, revealing the impact of a communication of values. 

Pitts and Woodside (1984) state that values are the most abstract, life-shaping 

standards that have been investigated as important factors in understanding consumer 

behavior because values capture "a more central position within one's personality 

makeup and cognitive system" (Rokeach, 1973, p. 18). Kahle (1980) then proposes that 

for values, the most abstract cognitions have an indirect impact on consumer behavior, 

while the least abstract domain-specific cognitions affect less abstract domain-specific 

attitudes. Dichter (1984) supports this view, stating that values are considered as 

"preceding and coloring our attitudes" (p. 140). In addition, a mean-end approach 

described the relationship between values and product attributes (price) by indicating that 
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the different roles of price consumers perceive (means) can imply the values or desire 

end-states (Gutman, 1982; Reynolds & Gutman, 1988). Homer and Kahle (1988) 

empirically examined Kahle's (1980) proposition of causal relationships underlying the 

hierarchical model of values-attitudes-behavior in the natural foods shopping context 

using a structural equation modeling approach and confirmed that attitudes mediate the 

relationship between values and behaviors. Homer and Kahle (1988) note that the 

cognitive hierarchical model of values-attitudes-behaviors implies that "the influence 

should theoretically flow from abstract values to mid-range attitudes to specific behavior" 

(p. 638). 

To date, several studies have confirmed the existence of a cognitive hierarchical 

model of values-attitudes-behaviors (e.g., Homer & Kahle, 1988; Lotz, Shim, & Gehrt, 

2003; McFarlane & Boxall, 2003; Shim & EastHck, 1998). For example, using Anglo-

and Hispanic-Americans, Shim and Eastlick (1988) examined found that the consumers' 

personal values have a direct impact on their attitudes toward shopping attributes, which 

in turn, affect their mall shopping behavior. More recently, in the context of gift-giving, 

Lotz, Shim, and Gehrt (2003) also found a causal flow from personal values to choice 

criteria importance for attitudes toward giving fresh fhiit as a gift to intentions to 

purchase finit as a gift among Japanese consumers in both formal and informal situations. 

2.6 CHAPTER SUMMARY 

The primary objective of this chapter is to provide relevant information related to 

the key constructs of materialism, individualism, collectivism, consumers' perceived 
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price in its symbolic versus functional roles, and ongoing search and purchase behaviors 

as well as the hierarchical influence of values on consumers' behaviors. This information 

is then used to develop the proposed cognitive hierarchical model of values-price 

perception-ongoing search-purchasing behaviors. The proposed model will be 

empirically examined in the following chapter with a number of testable hypotheses in 

the context of mall shopping behavior related to apparel purchase using cross-cultural 

samples. 
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CHAPTER 3 

STUDY 1: A DEVELOPMENT OF A HIERARCHICAL MODEL 

OF VALUES, PRICE PERCEPTION, 

ONGOING SEARCH AND PURCHASE BEHAVIOR 

Chapter 3 presents a study one, which empirically tests the proposed values-price 

perceptions-ongoing search-purchase behaviors cognitive hierarchical model in the 

context of actual mall shopping related to apparel purchase. Specifically, we attempt to 

examine the relationships among constructs identified in this proposed hierarchical 

model. 

This chapter is organized as follows: first, there is a brief discussion of 

background materials and objectives. Next, there is a discussion of the conceptual 

framework and a relevant literature review that leads to the development of testable 

hypotheses. The next section contains the methodology. The results from this study are 

then summarized, followed by discussions and the conclusion. This study concludes with 

a discussion of implications, limitations, and fixture research directions, which will then 

be used to further develop the study two. 

3.1 BRIEF BACKGROUND 

As discussed previously, value orientations are the fundamental beliefs that 

individuals or cultural groups regard as guidelines to assist them in adapting to their 

social and physical environment (Kluckhohn, 1951). Additionally, individuals' value 



72 

orientations tend to be culture-bound (De Mooij, 1998). Cultural values have long been 

recognized as an important factor in the study of cultural variability in behavior and 

thought patterns. As Feather (1992, 1995) suggests, values are abstract cultural structures 

that signal preferred modes of conduct in a given culture or for a specific individual. One 

of the value dimensions that individuals hold with respect to their interaction with others 

and the world around them that may influence the formation of their beliefs about 

consumption behavior is individualism and collectivism. Generally, individualism can be 

broadly characterized as the tendency to value the individual over the group and give 

priority to personal goals rather than group goals whereas collectivism focuses on group 

goals rather than personal goals and emphasizes on conformity and in-group harmony 

(Hofstede, 1980; Triandis, 1989, 1995). 

Related to individualism and collectivism, studies using a cultural level of 

analysis reveal that individualism is considered as the opposite of collectivism. That is, 

cultures are usually characterizes as either individualistic or collectivist in their 

orientation (Triandis, 1994). At the individual level of analysis, however, researchers 

have reported that individualism and collectivism represent separate constructs (Triandis 

& Gelfand, 1998). Therefore, instead of treating individualism and collectivism as 

opposite ends, this study views these two constructs separately. 

The effect of market globalization has caused many countries to become 

consumer societies, creating the value of materialism (O'Shaughnessy & O'Shaughnessy, 

2002). As Belk (1988) states, ".. .even third world consumers are often attracted to and 

indulge in aspects of conspicuous consumption before they have secure adequate food, 
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clothing, and shelter" (p. 104-105). Since conspicuous consumption, in part, reflects the 

value of materialism (Wong, 1997), this indicates that conspicuous consumption is a 

direct result of globalization of the consumer society. As a result, Asians have become 

more like Westerners v^ith regards to the value of materialism (Wong, 1997; Webster & 

Beatty, 1997). For example, Wong and Ahuvia (1998) suggest that while the traditional 

value of Confiician collectivism is vital in many East Asian countries, Asians' 

consumption tends to reflect materialism. Likewise, Americans, members of an 

individualistic culture, often place great emphasis on materialism (Eastman, 

Fredenberger, Campbell, & Calvert, 1997; Fromm, 1976). Therefore, it is likely that the 

consumption behaviors of both Westerners and Easterners are primarily reflected by 

individualism, collectivism, and materialism, respectively. 

It is evident that the impact of values on consumers' behavior tends to be indirect 

rather than direct. Researchers (Lotz et al., 2003; Shim & Eastlick, 1998) have found that 

a hierarchical flow exists among values, attitudes, and behaviors such that values 

indirectly influence behaviors through higher order cognitions such as attitudes. Others 

have also found that values affect consumption behavior through attitudinal-based higher-

order cognition such as specific beliefs in that values give rise to particular choice criteria 

(Howard, 1977; Howard & Woodside, 1984; McFarlane & Boxall, 2003, Stem et al., 

1995). Consumers are likely to form their beliefs toward a product based on limited 

number of attributes consumers may have encounter (Howard & Woodside, 1984). One 

particular product attribute that consumers can form their evaluations toward a product is 

price perception. Therefore, values, price perception, and behaviors are considered as 
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having "cognitively interconnected in a hierarchical network such that they psychological 

consistent" (Munson, 1984, p. 16). 

Researchers have expended considerable effort to study price perception and its 

effects on consumption behavior (Lichtenstein et al., 1993). In this study, we suggest that 

consumers' price perceptions possess two different roles: symbolic and functional. When 

the price of an object, especially high-priced products, serves as an indicator of prestige, 

this feeling is likely to signify self-image, self-enhancement, and role position for the 

owner (Levy, 1959; Park et al., 1986; Wallendorf & Reilly, 1983), representing the 

symbolic role of price. On the other hand, consumers who are concerned with value, 

quality, and the price of a product are likely to react favorably towards a functional role 

of price. These consumers are likely to search for products and are likely to be rational 

when purchasing a product because they want to ensure that they receive the best deal for 

money they spent (Babin et al., 1994; Park et al., 1986). To date, no known study has 

suggested that consumers' price perceptions can perform two distinct roles, symbolic and 

functional. In addition, there is scant research that has investigated the direct impact of 

values on consumers' price perceptions. 

Furthermore, a number of researchers have examined the relationship between 

consumers' price perceptions and market outcomes in terms of search behavior and 

behavioral intention. This research has mainly focused on pre-purchase search behavior 

(Punj & Staelin, 1993). While this type of research has revealed some insights regarding 

not only the relationship between consumers' price perceptions and search behavior but 

also the relationship between search behavior and behavioral intention, the results from 
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these studies may have inaccurately portrayed the behavioral responses of all consumers 

because some search activity is recreational or occurs without consumption-need 

recognition (e.g., browsing) (Bloch et al., 1986). Since this type of non-specific search 

may actually be a more accurate predictor of shopping preference than search activity 

related to a specific need (Bloch & Richins, 1983; Bloch et al., 1986), it is important for 

researchers to investigate both ongoing search, or search activity that occurs without a 

need to solve a recognized and immediate consumption problem (Bloch et al., 1986), as 

well as purchase behavior. 

3.2 OBJECTIVES 

Study one provides the preliminary results of an exploratory research project. The 

primary purpose of this study is to empirically test the proposed cognitive hierarchical 

model of values-price perception-ongoing search-purchase behaviors. More specifically, 

the objectives of this study are threefold: 

1. to examine the impact of values (materialism, individualism, and 

collectivism) on the different roles of consumers' price perception; 

2. to assess the influence of roles of consumers' price perception 

(symbolic and functional) on consumers' ongoing search behavior; and 

3. to investigate the relationship between ongoing search activity and 

actual mall shopping behavior. 
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3.3 CONCEPTUAL FRAMEWORK 

Guided by the cognitive hierarchical model, the proposed model is depicted in 

Figure 1. The value orientations provide the foundation for higher order cognitions such 

as price perceptions and behaviors (Rokeach, 1973). The influence of these values on 

behavior is primarily indirect through higher-order cognitions such as price perception. 

These perceptions in turn influence specific actions or behaviors. In addition, attitudinal-

based higher-order cognitions such price perceptions may mediate the relationship 

between values and consumption behavior. 

According to this cognitive hierarchical model presented in Figure 1, we propose 

that the value orientations of materialism, individualism, and collectivism are expected to 

influence consumers' symbolic and functional roles of price perception. These two roles 

of price perception are then expected to affect consumers' ongoing search behavior. 

Finally, consumers' ongoing search behavior is expected to influence consumers' actual 

mall shopping behaviors, hi this proposed model, consumers' information search 

behavior is included as an important factor influencing actual mall shopping behavior. As 

Darden and Dorch (1990) suggest, consumers develop shopping strategies (that is, action 

plans) when they encounter a choice or decision. These action plans can be viewed as 

hierarchical processes in which actions or plans occur in sequences. Such processes can 

be described as goal-subgoal relationships (Foss & Bower, 1986) in that purchase 

behavior is considered a goal whereas information search behavior is viewed as a 

subgoal. According to Shim et al. (2001), "the relationship between information search 

... and purchase ... is hierarchical" (p. 401). Thus, ongoing information search activity is 



Figure 1 

Study 1 

Proposed Cognitive Hierarchical Model of Values-Price Perception-Ongoing Search-Purchase Behaviors 
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incorporated in this proposed model because it could be "construed as a subcomponent of 

one goal" (Shim et al., 2001, p. 401). In addition, information obtained from ongoing 

search is usually stored as internal information in the consumer's memory (Schmidt & 

Spreng, 1996) and can be activated when consumers encounter shopping decisions. 

3.4 LITERATURE REVIEW AND DEVELOPMENT OF HYPOTHESES 

3.4.1 Value Orientations: MateriaUsm, Individualism, and Collectivism 

3.4.1.1 MateriaUsm as a Value 

Richins and Dawson (1992) define materialism as the importance that one 

attaches to the acquisition and possession of material objects. In their view, materialism 

is a value consisting of three domains: acquisition centrality, the role of acquisition in the 

pursuit of happiness, and the role of possessions in defining success. Acquisition 

centrality refers to the importance that individuals place on acquiring and possessing 

things that they consider meaningful in their lives. Acquisition in the pursuit of happiness 

refers to the belief that acquiring or owning the right possessions will result in well-being 

and consequently lead to happiness. Finally, the role of possessions in defining success 

refers to the degree to which individuals evaluate success based on the things they own. 

Thus, according to Richins and Dawson (1992), materialistic individuals tend to focus on 

the acquisition and possession of material assets in order to increase their happiness and 

success. For materialistic individuals, the important aspects of possessions include utility, 

appearance and financial meaning, and the ability to convey status, prestige, and success 

(Browne & Kaldenberg, 1997; Richins, 1994). This implies that materialistic individuals 



79 

rely on possessions for impression management. Douglas and Isherwood (1979), 

therefore, suggest that an individual's degree of materialism seems to be related to the 

concept of possessions serving, in part, as communicative tools that inform others about 

the individual. 

3.4.1.2 hidividualism and Collectivism 

Individualists are motivated by their own preferences, needs, and rights and are 

likely to give priority to their personal goals while emphasizing rational analysis of their 

relationships with others. Thus, they view the search for variety and personal pleasure as 

societal norms (Hofstede, 1991). Individualists value cooperation only when they 

encounter situation in which the attainment of personal benefits cannot be achieved by 

working alone (Wagner, 1995). 

Collectivists, on the other hand, place strong emphasis on group or social 

orientation (Hofstede, 1991). Wagner (1995) equates collectivism with "cohesiveness, 

commitment, or conformity, and where person-group relations are perceived as enduring 

and important" (p. 154). In collectivist cultures, "people look after the interests of larger 

groups and collectivities in exchange for loyalty" (Hofstede, 1980, p. 390). Thus, among 

collectivists, relationships with others play an important role, and social behavior is 

mainly determined by duty and obligations (Triandis, 1995). 

Recently, several researchers have suggested that individualism and collectivism 

represent two independent constructs, not opposite poles of a bipolar construct (McCarty 

& Shrum, 2001). As Schwartz (1990) notes, viewing individuahsm and collectivism as 

bipolar opposites "obscures important differences among types of individualism and 
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collectivism" (p. 139). In addition, Rhee, Uleman, and Lee (1996) have examined 

variations in individualism and collectivism using student data from the United States and 

South Korea and reported that individualism and collectivism are two distinct constructs. 

In addition, Niles (1998) contended that no one culture is purely individualist or 

collectivist because "members of any given culture do not blindly and uniformly 

represent or reproduce their culture" (p. 317). Therefore, in order to allow for any 

potential individual differences among participants in each culture, individualism and 

collectivism are treated as two separate constructs in the present study. 

3.4.2 Consumers' Price Perception 

Using Lichtenstein et al.'s (1993) traditional view of the role of price, this 

study suggests that price performs two different roles, symbolic and functional. 

Depending upon the role used to evaluate the price of a particular product, there is 

the potential for purchase of that product. For instance, an individual who values 

prestige and believes that the price of the product will enhance the owner's 

prestige would likely to react favorably towards the symbolic role of price. Also, 

those who equate high price with high quality tend to react favorably towards the 

symbolic role of price because high quality can enhance one's self-image (e.g., 

"purchasing a high quality product makes me feel good"). Thus, that individual is 

likely to favor price cues in its symbolic role of price. Likewise, an individual 

who is price and/or value conscious may also react favorably towards the 

functional role of that product's price if the individual believes the benefit and/or 

value he or she will receive in consuming that product exceeds the price paid. 
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For the symbolic role of price, price-quality schema and prestige sensitivity 

constructs represent this role. Price-quality schema refers to the situation in which an 

individual equates high price with high quality. Prestige sensitivity applies in situations in 

which purchasers are willing to pay higher prices because they believe higher prices to be 

associated with feelings of prominence and status. For the functional role of price, there 

are four constructs: value consciousness, price consciousness, sale proneness, and coupon 

proneness. Value consciousness refers to the ratio of the quality received to the price paid 

in a purchase situation. Price consciousness applied to a situation where a consumer 

focuses exclusively on purchasing low-priced products. Sale/coupon proneness represents 

a consumer's propensity to purchase a product when the sale price or the coupon price 

offered positively affects their purchase evaluation. 

3.4.2.1 The Impact of Materiahsm on Consumers' Perceptions of the Symbolic 

and Functional Roles of Price 

Dickson and Sawyer (1990) noted that "shoppers are very heterogeneous in terms 

of their attention and reaction to price and price promotion" (p. 51). Differences in terms 

of consumers' perceived different roles of price may be attributable to differences in 

consumers' value orientations. For example, highly materialistic individuals tend to value 

expensive objects that convey prestige and enhance the owner's appearance and social 

status (Foumier & Richins, 1991; Richins, 1994). Thus, highly materialistic individuals 

may react favorably to high prices because they see these prices as indicators of the 

products' ability to provide them with much-desired social status. The feeling of 

prominence in consuming high-priced products may enhance one's self-image, role 



82 

position about having higher status and/or being rich, which may lead to feeling of well-

being and happiness. Thus, in this case, materialistic individuals would react favorably to 

the symbolic role of price. 

In addition, highly materialistic individuals may also react favorably to price in its 

functional role. According to transaction utility theory (Thaler, 1985), shopping reflects 

two different values: acquisition utility and transaction utility. In terms of acquisition 

utility, consumers expect to receive pleasure from purchasing and consuming products 

whereas transaction utility relates to the value of the deal. Thus, highly materialistic 

individuals may value price as an indication of prestige, as well as an indication of 

quality relative to economic sacrifices. In addition, highly materialistic individuals are 

not precluded from purchasing promotional products. In fact, sale prices may signal the 

ability to purchase even more products, which translates into ownership of a greater 

quantity of material objects. Thus, 

H I :  M a t e r i a l i s m  w i l l  i n f l u e n c e  c o n s u m e r s  ' p r i c e p e r c e p t i o n .  S p e c i f i c a l l y ,  
highly materialistic individuals are expected to have favorable perceptions 
toward both a) symbolic and b) functional roles of price. 

3.4.2.2 The Impact of Individualism and Collectivism on Consumers' Perceptions 

of the SymboHc and Functional Roles of Price 

Individualists are emotionally independent and focus on personal goals, self-

centeredness, and self-fulfillment (Hofstede, 1980); they also highly regard competition 

and individual achievement (Wong, 1997). Wong (1997) contended that such values are 
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similar to the objectives of those who emphasize conspicuous consumption as an 

indicator of achievement and success. Thus, it is logical to predict that individualists are 

likely to react favorably toward the symbolic role of price. 

Schwartz (1992) states that individualists also tend to be rational. Transaction 

utility theory explains that individuals are likely to value the merit of a deal in relation to 

monetary investment (Thaler, 1985). In addition, many marketers' and retailers' 

strategies (for instance, Wal-Mart's everyday low prices or K-Mart's Blue Light specials) 

center on advertising low-priced products to consumers, producing a value-conscious 

consumer society. Additionally, recent economic developments, such as corporate 

downsizing and massive layoffs, may have caused consumers to be value and/or price-

conscious, willing to pay considerable attention to price promotions (Rice, 1992). Thus, 

H2: Individualism will influence consumers' price perception. 
Specifically, highly individualistic individuals are expected to have 
favorable perceptions toward both a) symbolic and b) functional roles of 
price. 

While Hofstede (1980) defines individualism as a focus on concern for oneself 

and immediate family and an emphasis on personal autonomy and self-fulfillment; 

additionally, he defines collectivism as emotional interdependence with groups, 

organizations, and other collectivities. According to Triandis (1986), collectivists value 

harmony and interdependence and are concerned about others. Rather than standing apart 

from the group, collectivists prefer to engage in activities designed to maintain social-

group esteem (Hofstede, 1984). As a result, it seems less likely that collectivists would 
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react favorably to prices that were signals of individual prestige or achievement (i.e., the 

hedonic role of price) because purchasing and using such products could potentially 

separate them from their social group. 

On the other hand, it seems more likely that these collectivists would react 

favorably to the functional role of price. Collectivism is an outgrowth of Confucianism 

(Taylor & Redmond, 2000). According to the Confucian doctrine, virtuous individuals 

are thrifty and do not waste money. In fact, according to Confucianism, it is considered 

shameful for an individual to pay more for a particular product than it is actually worth 

(Gong, 2003). Hence, individuals living in collectivist cultures would tend to be value 

and/or price conscious and react favorably to prices that signaled good value for the 

money, which consequently motivate them to search for products. This desire to purchase 

discounted items would most likely be heightened when an individual's significant others 

(family members, friends) also tended to purchase promotionally-priced products (Huff 

& Alden, 1998). Hence, it is expected that: 

H3: Collectivism will influence consumers 'priceperception. Specifically, 
highly collectivist individuals are expected to have a) unfavorable 
perceptions toward symbolic, but b) favorable perceptions toward 
functional, roles of price. 

3.4.3 Ongoing Search 

Silk (1971) contended that search behavior is a critical component of individual 

and collective decision making and choice behavior. Specifically, search activity that is 

irrelevant to the purchase context is considered an obscure concept (Bloch et al., 1986). 
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Such search activity is considered to be part of ongoing search, which is conceptuaUzed 

as search activities "that are independent of specific purchase needs or decisions" (Bloch 

et al., 1986, p. 120). This ongoing search activity may occur to satisfy an individual's 

interest in products in general, as well as to fulfill an individual's social needs. Some 

individuals may find that being knowledgeable about merchandise, particularly designer 

merchandise, increases their ability to purchase the products needed to increase their 

status or prominence in certain social circles. In addition, those who believe that high-

priced products are associated with prestige may be likely to engage in "window 

shopping" to gain information about products in general. Hence, 

H4: Consumers 'favorable perceptions toward the symbolic role of price 
will positively influence their ongoing search activities. 

Related to prepurchase searching, Lichtensein et al. (1993) investigated those who 

search for low-priced products and showed that value consciousness and price 

consciousness constructs which are associated with the functional role of price had an 

effect on search activities for low-priced items. However, as mentioned previously, this 

type of activity differs from ongoing searching in that ongoing search activities are 

recreational and occur on a regular basis with no intention to purchase (Bloch et al., 

1989), Bloch et al. (1986) state that this type of search activity may enhance one's levels 

of product and market knowledge, which can then be used to increase shopping 

efficiency. Thus, it is logical that those consumers who react favorably toward the 

functional role of price (e.g., value consciousness, sale proneness) tend to engage in 
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ongoing searches in order to increase their product and market knowledge to use in future 

shopping activities. Therefore, 

H5: Consumers 'favorable perceptions toward the functional role ofprice 
will positively influence their ongoing search activities. 

3.4.3.1 Ongoing Search and Mall Shopping Behavior 

The proliferation of shopping malls has had an impact on the structure of 

retailing. Shopping malls in many countries such as the United States and Korea have 

incorporated many types of retail formats (e.g., specialty and department stores, 

restaurants, movie theatres) under one roof to attract consumers based on both economic 

and entertainment utility (Christiansen et al., 1999; Kim & Jin, 2002). When malls offer 

consumers a variety of ways in which to spend their free time, consumers are more 

likely to spend more time there. The more time they spend at the mall, the more likely 

they are to engage in both ongoing search (browsing) and actual shopping behavior. 

Individuals who participate in ongoing search activities tend to acquire product and 

market information on a regular basis, and this increase in information translates into 

higher spending (Bloch et al., 1986). Thus, 

H6: Ongoing search behaviors of consumers will positively influence 
actual mall shopping behaviors. 

3.5 METHOD 

3.5.1 Sample and Procedure 
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Prior to the data collection, a native Korean professor who is fluent in both 

English and Korean translated the questionnaire into Korean. Next, the Korean version of 

the questionnaire was back-translated into English by two Korean graduate students at the 

University of Arizona (USA) to ensure translation accuracy (Brislin, 1980). These two 

questionnaires were then compared to check consistency. In this case, there are no major 

inconsistencies in the translation; thus, there is no need for reconciliation. 

Questionnaires were then distributed to a convenience sample of undergraduate 

students at a university in the United States and a university in Korea during two 

consecutive semesters. Student samples from these two countries were relatively similar 

in their major (most often business-related). Due to the exploratory nature of this study, 

student samples were deemed appropriate because they provide a homogenous sample 

(i.e., less noise or extraneous variation), which is desirable for theory testing (Calder, 

Phillips, & Tybout, 1981). In addition, we chose college students because we could 

obtain a relatively closely-matched sample in both countries (Jin & Stemquist, 2003; 

Parameswaran & Yaprak, 1987). Although this sampling frame cannot be viewed as a 

national representation, it does maximize the equivalence of sampling groups (Osgood, 

May, & Miron, 1975). Each student received extra course credit for participating in the 

study. Apparel is the focus of this study because it is a product which students have 

experience with and they can associate it both with status and with value (Richins, 1994). 

3.5.2 Questionnaire 

The current study questionnaire contained seven major sections concerning 

materialism, individualism and collectivism, consumers' price perception, ongoing search 
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behaviors, purchase behaviors, and demographic information, respectively. 

3.5.3 Measures 

3.5.3.1 Materialism 

Materialism is measured with an 18-item scale adopted from Richins and Dawson 

(1992). Richins and Dawson's (1992) materialism value-oriented scale consists of three 

subscales developed to measure the role of possession in defining success (e.g., "I admire 

people who own expensive homes, cars, and clothes"), acquisition of centrahty (e.g., "I 

usually buy only things I need"), and the role of acquisition in the pursuit of happiness 

(e.g., "I'd be better if I could afford to buy more things"). Previous research has revealed 

the satisfactory rehabihty and validity of this materialism scale (Webster & Beatty, 1997; 

Richins & Dawson, 1992; Wong, 1997). This scale was measured using a 7-point Likert 

scale where 1 = strongly disagree and 7 = strongly agree. 

3.5.3.2 Individualism and Collectivism 

A 14-item scale capturing both individualism and collectivism is adapted from the 

individualism-collectivism scale (INDCOL). This scale consists of six subscales from 

Hui (1988) and Triandis (1988). The value of individuahsm is captured using a 7-point 

Likert scale where 1 = strongly disagree and 7 = strongly agree. In meta-analysis of 

individualism-collectivism, Oyserman et al. (2002) note that the Likert-type rating of 

values and attitudes is by far the most prevalent method used to assess INDCOL. 

3.5.3.3 Consumers' Price Perception 

Items for measuring consumers' price perception are adapted from Lichtenstein et 
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al.'s (1993) scale reflecting apparel shopping. This scale captures the two main roles of 

price (symbolic and functional) proposed in this study with six psychological constructs 

of consumers' perceived price for a total of 36 items: price-quality schema (e.g., 

"generally, speaking, the higher the price of a product, the higher the quality"), prestige 

sensitivity (e.g., "I have purchased the most expensive brand just because I knew other 

people would notice"), value consciousness (e.g., "I am very concerned about low prices, 

but I am equally concerned with quality"), price consciousness (e.g., "I usually shop at 

more than one store to take advantage of low prices"), coupon proneness (e.g., "When I 

used a coupon, I feel that I am getting a good deal"), and sale proneness (e.g., "one 

should try to buy the brand that is on sale"). This scale is also assessed using a 7-point 

Likert-type scale where 1 = strongly disagree and 7 = strongly agree. 

3.5.3.4 Ongoing Search and Actual Shopping Behaviors 

A 4-item scale assessing ongoing search behavior is adopted from Bloch et al. 

(1986) (e.g., "How often do you visit clothing stores or department stores just to look 

around or get information rather than to make a specific purchase?"). The value of 

ongoing search behavior is captured using a 7-point Likert scale where 1 = very 

infi-equently and 7 = very frequently. 

A scale containing 2 items assessing consumers' actual shopping behaviors at 

department stores (Macy's and Dillard's in the United States; Lotte and Hyundai in 

Korea) and specialty stores (The Gap in both the United States and Korea) located in 

shopping malls is developed by authors. The question asks, "When shopping for apparel, 

how often do you shop at the following?" This scale is measured on a 7-point Likert scale 
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ranging from 1 = very infrequently to 7 = very frequently. 

3.5.3.5 Demographic Information 

Demographic information is measured in terms of 1) gender, 2) age, 3) annual 

family household income, 4) year in school, and 5) ethnicity. All items were assessed 

through categorical items. 

3.6 RESULTS 

3.6.1 Participant Characteristics 

Table 2 shows the participant's characteristics for individual sample and a 

combined sample. For the American sample, those who indicated that they were Asian, 

Hispanic, or Asian- or Hispanic-American were eliminated. This is due to the high 

possibility that these Hispanics and Asians still maintain the value of collectivism (Marin 

& Triandis, 1985; Triandis et al., 1986). Therefore, the American sample consists of 230 

usable questionnaires. Among these, 28% were male and 71% were female. Eighty 

percent were Caucasian, and the majority (62%) were between 21-23 years of age. Fifty-

six percent were seniors and 32% were juniors. Based on annual household income, 60% 

came from upper-class families (earning more than $80,000 annually). 

The Korean sample consisted of 269 students. Twenty-four percent were male, 

and 76% were female. Similar to the American sample, the majority of Korean 

participants (56%) were between 21-23 years of age. Twenty-five were seniors, 23% 

were juniors, and the rest were equally distributed between sophomore and freshman 

years. In contrast with the American sample, most Korean participants came from 
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middle-class families (earning approximately $35,000 US/40,950,000 won annually). 

Altogether, the final sample consisted of 499 college students. Of these, 269 

(54%) were Korean and 230 (45%) were American. One hundred and twenty-seven 

(26%) were male and 366 (74%) were female. Almost 60% (n = 292) were between the 

ages of 21-23, 20 % (n = 98) were between the ages of 18-20, and 18% (n = 88) were 

between the ages of 24-26. Relating to annual household income, 31% (n = 152) and 26 

% (n = 127) were considered to be middle- and upper-class, respectively. Approximately 

38% (n = 184) indicated their year at school as senior; 27 % were juniors and 22% were 

sophomores, and 12% were freshmen. 

Table 2: Participants' Characteristics 

Characteristics Total The United Korea 
States 

Number of Participants 499 230 269 

Gender 
Male 127 (25%) 64 (28%) 63 (24%) 
Female 366(73%) 163(71%) 203 (76%) 

Age 
18-20 

21-23 
24-26 
>27 

98 (20%) 
292 (59%) 
88 (18%) 
18(3%) 

56 (24%) 
143 (62%) 
23 (10%) 

8 (3%) 

42 (16%) 
149 (56%) 
66 (25%) 
10 (4% 

Year at school 
Freshman 58(12%) 8(3%) 50(19%) 
Sophomore 107(22%) 14(6%) 93 (35%) 
Junior 134(27%) 74(32%) 60 (22.90) 
Senior 
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Household income 
< $ 10,000 
$10,000-$23,999 
$24,000 - $39,999 
$40,000 - $59,999 
$60,000 - $79,999 
> $80,000 

Ethnicity 
Caucasian 
African-American 
Hispanic-American 
Asian-American 

Note a: Expressed in US$ equivalent. 

3.6.2 Exploratory Factor Analysis 

Responses from both samples were pooled for the remainder of the analysis (n = 

499). A principal components factor analysis using varimax rotation was executed on the 

three multiple-item scales. For materialism, the combined sample revealed five 

underlying factors with an eigenvalue exceeding 1.0. The first factor (a=.76) consisted of 

five items with the highest eigenvalue (3.97) and the most variance explained (22.04%). 

In addition, we performed an individual exploratory factor analysis for each sample. We 

also performed an exploratory factor analysis on each sub-sample. Results showed that 

these two sub-samples revealed the exact same pattern in terms of the number of factors 

(five) with an eigenvalue exceeding 1.0. For the Korean sample, the first factor has an 

eigenvalue of 3.36 and variance explained of 19.76%. For the American sample, the first 

factor has an eigenvalue of 3.44 and variance explained of 21.52%. In addition, these two 

individual samples shared some similar items shown in factor one with results obtained 

from a combined sample (i.e., three items in the Korean sample and all five items in the 

N/A 22 (9%) 34 (12%)" 
N/A 13 (6%) 35 (13%) 
N/A 33(14%) 113(42%) 
N/A 16(7%) 34(13%) 
N/A 10(4%) 30(11%) 
N/A 127 (57%) 21 (9%) 

N/A 184(80%) N/A 
N/A 8 (3%) N/A 
N/A 23 (10%) N/A 
N/A 14 (6%) N/A 



93 

American sample are similar to items in a combined sample). In addition, a 5-item factor 

obtained from the combined sample captured the three domains of materialism (success, 

happiness, and centrality) as discussed in Richins and Dawson's (1992) study. Thus, the 

5-item factor obtained was used in the final analysis for assessing materialism. 

For consumers' price perception, the combined sample yielded seven factors with 

an eigenvalue greater than 1.0. The first 9-item factor (a=.87) and the second 8-item 

factor (a=.88) were selected for subsequent analysis because they yielded the highest 

eigenvalues (9.07 & 6.62, respectively) and proportion of variance extracted (21.59% & 

15.75%, respectively). In addition, the first factor captured the prestige sensitivity 

construct, representing the symbolic role of price. Similarly, the second factor captured 

the value consciousness construct representing the functional role of price. These two 

factors (prestige sensitivity and value consciousness) were similar to previous studies in 

terms of the numbers of items located in each construct (Lichtenstein et al., 1993). 

3.6.3 Descriptive Statistics 

Table 3 shows the descriptive statistics and the correlation matrix for the seven 

variables. The means of all constructs were close to or above 4.0, except the 

individuahsm (Mindividuaiism = 3.63) and prestige sensitivity (Mprestigesensitivity = 3.54) 

constructs, whose means were lower than 4.00. The standard deviation ranged from 0.99 

(Mcoiiectivism = 5.31) to 1.34 (Mmbii shopping = 4.08), indicating substantial variances in the 

responses. Five out of six hypotheses were supported 2Xp< .05. The values of the 

correlations ranged from -0.03 to 0.59. 



Table 3: Means, Standard Deviations, and Correlation Matrix 

Model Variables Mean SD Correlations 

1 2 3 4 5 6 

1. Materialism 4.05 1.24 1.00 
2. Individualism 4.16 0.94 0.06 1.00 
3. Symbolic role: Prestige 4.15 1.39 0.47 0.31 1.00 

Sensitivity 
4. Functional role: Value 3.61 1.39 0.31* 0.26 0.21 1.00 

Conscious 
5. Ongoing search behavior 3.99 1.35 0.47* 0.32 0.90*** 0.42""'' 1.00 
6. Shopping behavior 4.94 1.60 0.21 0.14 0.39 0.18 0.44** 1.00 

Note: * Correlation is significant at the .05 level 
** Correlation is significant at the .01 level 
*** Correlation is significant at the .001 level 
mar = marginally significant (p<.06) 
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3.6.4 Measurement Model 

Subsequent to validating the measures via exploratory factor analysis, 

confirmatory factor analysis (CFA) was executed to estimate a measurement model using 

maximum likelihood in LISREL 8.3. The CFA model consisted of seven 32-item 

constructs. The standardized loadings, item reliabilities, and composite reliability for the 

items and scales used to measure the latent variables are provided (see Table 4). Bagozzi 

and Yi (1988) also suggested that composite reliability should be equal to or exceed 0.60. 

All scales met this criterion, with the exception of mall shopping behavior (0.44). 

3.6.5 Discriminant Validity 

Discriminant validity among constructs was assessed using the interval 

confidence test (Anderson & Gerbing, 1988) and the variance extracted test (Fomell & 

Larcker, 1981). The confidence test requires that the correlation between two latent 

constructs plus or minus two standard errors does not include the value of one. All 

construct pairs subjected to this criterion provided a satisfactory result. The variance 

extracted test requires that the squared correlation between two constructs should be 

smaller than the average variance extracted (AVE) for each construct. The results 

revealed that these conditions were met. Based on the results from these two criteria, 

discriminant validity holds for all constructs used in this study. 
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Table 4: Measurement Model Results for Hypothetical Model with 
New Factor Structure for Study 1 

Construct/Indicators Standardized t Construct Proportion 
Factor value Reliability'' of Variance 

Loading Extracted*^ 
(Materialism) 

Xi (Some of the most important achievements 
in life include acquiring material 
possessions) 

X2 (My life would be better if I owned certain 
things that I do not have) 

X3 (Buying things gives me a lot of pleasure) 
X4 (I like a lot of luxury in my life) 
X5 (I'd be happier if I could afford to buy 

more things) 
Xe (It sometimes bothers me quite a bit that I 

can't afford to buy all things I'd like) 

.60' 

.65 

.52 

.55 

.70 

.57 

9.41 

8.44*" 
9.06"' 
10.50* 

9.49*" 

0.77 35.54% 

^2 (Individualism) 0.72 49.08% 
X7 (When faced with a difficult personal .35" -

problem, it is better to decide what to do 
yourself, rather than follow the advice from 
others) 

Xg (I would rather struggle through a personal .87 2.25 
problem by myself than discuss it with 
my friends) 

X9 (The most important thing in my life is to .77 2.25* 
make myself happy) 

^ (Collectivism) 0.70 36.97% 
Xio (I like to live close to my good friends) .54" -
Xu (One of the pleasures of life is to be related .66 8.31 
interdependently to others) 
X12 (What I look for in a job is a friendly group .67 10.17 
of co-workers) 
Xi3 (One of the pleasures of life is to feel like .55 7.81 
being part of a large group of people) 

r|i (Symbolic Role of Price: Prestige Sensitivity) 0.86 47.00% 
Yi (Buying a high-priced brand makes me feel .75" -

good about myself) 
Y2 (I enjoy the prestige of buying a high-priced -77 20.07 

brand) 
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73 (It says something to people when you buy a .69 13.29 
high-priced version) 

74 (Your friends will think you are cheap if you .53 9.98 
consistently buy the lowest-priced version). 

75 (I have purchased the most expensive brand .68 12.54 
just because I knew other people would 
notice) 

76 (I think others make judgments about me by .72 13.48 
the style and brands I buy) 

77 (Even for a relatively inexpensive product, .63 12.47 
I think that buying a costly brand is 
Impressive) 

Tiz (Functional Role of Price: Value Consciousness) 0.87 49.60% 
78 (I am very concerned about low prices, but I - IT -

am equally concerned with quality) 
79 (I generally compare the prices of different .53 18.02 

brands to be sure that I get the best value 
for the money) 

7io (When I shop, I usually compare the price .75 14.70 
information for brands I normally buy) 

1|C 3fc 34( 

7)1 (I always check prices from different -74 14.49 
sources (e.g., newspapers) to be sure I get 
the best value for the money I spend) 

712 (When purchasing an apparel product, I .54 11.19 
always try to maximize the quality I get for 
the money I spend) 

713 (When I buy apparel products, I like to be .52 11.10 
sure that I am getting my money's worth) 

714 (I generally shop around for lower prices on .72 14.65 
apparel products, but they still must meet 
certain quality requirements before I buy 
them) 

T]3 (Ongoing Search Behavior) 0.75 43.68"/o 
715 (I often visit clothing stores or department .72" -

stores just to look around or get 
information rather than to make a specific 
purchase) 

716 (I often talk with retail salespersons to .63 12.04 
get information during store visit) 

717 (I often talk to friends or acquaintances .72 13.18 
to get information or advice concerning 

clothing and clothing styles) 
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Ti4 (Purchase Behavior) 0.44 28.73% 
Yi 8 (When shopping for apparel, how often .61" -

do you shop at department stores, e.g., 
Macy's or Dillard's in the US; Lotte or 
Hyundai in Korea) 

yi9 (When shopping for apparel, how often .45 5.15 
do you shop at specialty stores that are 
located in the shopping mall, e.g.. 
The Gap, Banana Republic, Guess) 

Note: a: First k path was set to 1, therefore, no SB's or t values are given; * p's < .001 
b. (y.Std. Loadings)^ c. XStd. Loadings^ 

(ZStd. Loadings)^ + EStd. Loadings^ + 

3.6.6 Structural Equation Model 

The relationships in the model were based on theoretical associations discussed 

earlier. The results show that all of the hypothesized paths are significant at/» < .05. The 

final model reveals a satisfactory fit, Comparative Fit Index (CFI) of 0.97, Goodness-of-

Fit Index (GFI) of 0.91, Adjusted Goodness-of-Fit Index (AGFI) of 0.88, Root Mean 

Square Error of Approximation (RMSEA) of 0.047, of 850.26 (p < .001) with df of 

454, and x^/df = 1.87. GFI and AGFI estimate the extent to which the sample variances 

and covariances are reproduced by the model. A value close to 1.00 indicates a closer fit 

of the model to the data. Hayduk (1987) suggested that GFI values exceeding .90 and 

AGFI values exceeding .80 are generally interpreted as representing a good fit. In 

addition, due to large samples, a significant chi-square does not indicate poor fit because 

the chi-square measure is influenced by the size of the sample (unlike GFI and AGFI) 

(Bentler & Bonette, 1980). In addition to the disadvantage of the chi-square statistic, the 

ratio of chi-square to its degree of freedom, was further used to indicate a good fit. 
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Wheaton, Muthen, Alwin, and Summers (1977) suggested that a ratio of 5:1 or less 

indicates an adequate fit. A value of RMSEA below 0.08 also indicates a good fit 

(Bentler & Bonette, 1980) (see Figure 2). 

3.6.7 Results of Hypotheses 

In testing HI, it is evident that highly materialistic consumers are likely to react 

favorably toward price cues in terms of a) prestige sensitivity (YII=.62, p<.001) and b) 

value consciousness (y2i=.1 1, p<.05). That is, they tend to perceive the price of a product 

as an indication of prestige, but they are also concerned about the value received in return 

for the price paid. Thus, HI a and Hlb were supported. 

H2 argues that individualistic consumers were likely to show favorable 

perceptions toward a) symbolic and b) functional roles of price. Results show that highly 

individualistic individuals have favorable perceptions toward the symbolic role of price 

in terms of prestige sensitivity (yi2=.10,/'<.05) but unfavorable perceptions toward the 

functional role of price in terms of value consciousness (Y22=-.09,/7<.05). That is, these 

individualistic consumers are more concerned with prestige in buying apparel products 

than with obtaining value through the purchase of apparel products. Hence, H2 is 

partially supported. 

H3 hypothesizes that highly collectivist individuals have unfavorable perceptions 

toward the symbolic role of price, but favorable perceptions toward the functional role of 

price Results reveal that highly collectivist individuals have unfavorable perceptions 

toward the symbohc role of price in terms of prestige sensitivity (713=-.22, p<.01) but 

have favorable perceptions toward the functional role of price in terms of value 



Figure 2 

Study 1: A Cognitive Hierarchical Model of Values-Price Perception-Ongoing Search-Purchase Behaviors 
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consciousness (y23=.39, ̂ <.001). That is, collectivist consumers pay more attention to the 

value cues of price while placing less emphasis on the prestige cues of price in 

purchasing apparel products. Therefore, H3 is supported. 

H4 and H5 posit that consumers' favorable perceptions toward the symbolic and 

functional roles of price influence their ongoing search behavior. The paths to ongoing 

search behavior firom prestige sensitivity and value consciousness are both positive 

(p3i=.38; P32=-47 at/)<.001 and/><.001, respectively). That is, those who have favorable 

perceptions toward prestige sensitivity and value consciousness are likely to engage in 

ongoing search behavior. Thus, H4 and H5 are supported. 

Finally, a positive path between ongoing search behavior and shopping behavior 

is found (p43=.59, jc<.001), meaning that those who engage in ongoing search activities 

are likely to frequently purchase apparel products at the shopping mall. Thus, H6 is also 

supported. 

3.7 CONCLUSIONS 

Overall, the results in study one reveal that we have successfully established the 

cognitive hierarchical model of values-price perception-ongoing search-purchase 

behaviors using the sample from two cultures: the United States and Korea. Specifically, 

we found that highly materialistic people are likely to react favorably toward 

psychological aspects of price. Highly materialistic people who tend to be concerned with 

self-image and role position (i.e., status) respond favorably toward price cues that serve 

as an indication of prestige, the symbolic role of price. That is, buying expensive apparel 
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products help them gain a feeling of prominence that may reflect high status as perceived 

by others (Lichtenstein et al., 1993). In addition, their feelings of prominence may help 

them fantasize that they have higher status or are rich (i.e., role position), which may 

make them feel good about themselves (Levy, 1959; Park et al., 1986; Wallendorf & 

Reilly, 1983). At the same time, highly materiaUstic people also respond favorably to 

price cues associated with the fimctional role of price (i.e., value consciousness). This 

indicates that they appreciate a good deal, perhaps because it allows them to acquire more 

products for the same amount of money spent. 

Similarly to highly materialistic individuals, highly individualistic people are also 

likely to favor price cues in its symbolic role of price associated with prestige sensitivity, 

but less likely to favor price cues in its functional role of price associated with value 

consciousness. These findings seem to indicate that, while individualistic Americans 

associate high price with prestige, the value obtained from purchasing apparel products 

tends to be less emphasized. 

In addition, the results reveal that highly collectivist people tend to react 

unfavorably toward the symbolic role of price, but they are more likely to react favorably 

to the functional role of price. These findings are logical, given the importance placed on 

thrift in collectivist cultures (Gong, 2003). Furthermore, since collectivists place more 

emphasis on group cohesion than on individual achievement, these collectivists in 

particular would not want to separate themselves from their social group by purchasing 

and wearing apparel products that would not be consistent with what the rest of their 

social group could afford. Additionally, these collectivists may be more concerned with 
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getting a good deal as opposed to showing individual achievement and prestige. 

This study reveals that the two major roles of price have an effect on market 

behavior. In addition, this study shows that such aspects of consumers' perceived price 

are predictive of ongoing search behavior, which in turn affects consumers' mall 

shopping behavior. That is, the more individuals believe that the price of a product 

provide a signal of prestige, the more likely they are to conduct search activities that are 

totally independent of consumption-related problems (e.g., browsing a store). Similarly, 

the more individuals are concerned with the investment of their monetary sources relative 

to the quality received (i.e., value consciousness), the more likely they are to conduct 

ongoing search activities. Finally, ongoing search activity is a predictor of actual mall 

shopping behavior. 

3.8 IMPLICATIONS 

The results from this study confirm the causal flow from values to consumers' 

price perception to ongoing search to actual mall shopping behaviors. This hierarchical 

model suggests that cultural values served as important factors, predict the way 

consumers' perceived price cues in a marketplace, which in turn determined their 

ongoing search and actual purchase behaviors. Generally, based on this hierarchical 

model, mall marketers/retailers can segment their market based on cultural values that 

individuals hold. Specifically, these mall marketers/retailers can design what types of 

messages should be constructed to persuade people who seek information about products, 

which in turn affect their actual purchase. As we know, for example, the persuasiveness 
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of advertising appeal has been shown to vary across cultures; appeals that stress 

collectivist benefits are more effective when used among collectivists than among 

individualists. Likewise, appeals that stress individualist benefits are more persuasive 

when used among individualists than among collectivists (Han & Shavitt, 1994). In 

addition, one clear implication is that, because of the effect of ongoing search on actual 

mall shopping behavior, retailers need to provide excitement (e.g., retail-tainment, a 

positive store atmosphere) to attract and retain consumers since such activity seems to 

lead to purchases. 

Based on the acceptable fit of this proposed hierarchical model, we further 

suggest that this model may be applicable to other cultures. As such, international 

marketers/retailers can design and implement effective marketing strategies to better 

reflect values held among individuals in a specific local market. 

3.9 LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

The purpose of this study is to examine the hierarchical nature of the relationships 

among cultural values, price perceptions, ongoing search and purchase behaviors. 

Although we have successfully established a hierarchical flow among these constructs, 

we feel that, by combining two samples (American and Korean) together in establishing 

this model, some interpretations related to relationships among cultural values of 

individualism and collectivism and price perception may be inappropriate. Thus, we 

suggest that future research needs to examine the hierarchical flow of these constructs 

separately in each culture. That is, we need to further examine whether the hierarchical 
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flow of these constructs will be held within American, Korean, Thai cultures, 

respectively. Thus, interpretations from the findings will deem more appropriate, 

especially the relationships among cultural values and price perceptions, which in turn 

will help international marketers/retailers to better position and implement their 

marketing campaign to reflect values in an individual local market. The above suggestion 

also implies that in order to establish the validity of this proposed cognitive hierarchical 

model, which examines values-price perception-ongoing search-purchase behaviors, a 

cross-cultural study is needed. As Lee and Green (1990) state, many consumer behavior 

models have been widely tested in the United States, while few consumer behavior 

models have been subjected to cross-cultural validation. That is, the Korean sample may 

not be representative of all Asian cultures; other Asian cultures (Thai, Chinese, etc.) may 

need fiirther attention. 

Second, according to our proposed hierarchical model, we did not acknowledge 

the role of the Internet that has created a dramatic impact not only on retailing structure, 

but also on consumers' shopping patterns. Since several researchers have reported that 

the Internet will and continues to play a significant role on consumer information search 

and, to some extent, shopping behaviors (Peterson & Merino, 2003), therefore, it is very 

critical to incorporate these two functional aspects; informational and transactional of the 

Internet into this proposed hierarchical model to better understand consumers' 

consumption behaviors. As Armstrong (1999) states, "The Wealth of information 

available for fi"ee on thousand web sites has pretty much leveled the playing field for ... 

buyers and sellers. Some people would even say the buyer now has the advantage" (p. 
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120E2). This notion implies that the Internet will provide more information, which in 

turn will help consumers to make a better decision. 

Third, the majority of participants were female. Also, the income levels of these 

two samples were different; the United States sample was composed of young consumers 

from mostly high-income families, whereas the Korean sample consisted mostly of young 

consumers from middle-class families. Thus, consumers' perceived different roles of 

price between these two samples are different. It could be meaningful to control such 

factors to provide further findings. This also means that measurement equivalence needs 

to be established because this issue is very important in studying cross-cultural 

comparisons (Triandis, 1994). 

Finally, since Niles (1998) contended that individuals living in both 

individualistic and collectivist cultures tend to possess both values of individualism and 

collectivism because no one culture is purely individualist or collectivist, "members of 

any given culture do not blindly and uniformly represent or reproduce their culture" (p. 

317). This notion suggests an investigation of the impact of values of individualism and 

collectivism on consumer behavior in each culture. In addition, several cross-cultural 

researchers have acknowledged the importance of a multidimensional construct of 

individualism and collectivism (Singelis et al., 1995; Triandis, 1995). This research 

suggests that within individualistic or collectivistic cultures, differences exist. For 

example, Triandis (1995) argues that American individualism focuses on competition and 

status whereas Australian individualism emphasizes equality. Hence, it will be interesting 

to examine the impact of multidimensional constructs of individualism and collectivism 
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on consumption behavior. 

3.10 CHAPTER SUMMARY 

This chapter provides preliminary results that are utilized for a subsequent study. 

Overall, the proposed model of values-price perception-ongoing search-purchase 

behaviors is successfully established. In addition, hypothesized relationships among 

constructs in this proposed model have successfully examined. However, a number of 

important issues addressed in the future research directions are suggested. Such 

suggestions will be acknowledged in a subsequent study. 

The next chapter presents study two. In this chapter, we discuss additional 

literatures related to Triandis's typology of individualism and collectivism, the role of the 

Internet as informational and transactional sources, and consumers' behaviors in specific 

international markets. These materials will be included in the cognitive hierarchical 

model of values-price perception-ongoing search-purchase behaviors. In addition, this 

hierarchical model is subject for cross-cultural validation. 
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CHAPTER 4 

STUDY 2: A CROSS-CULTURAL COMPARISON OF 

A HIERARCHICAL MODEL OF VALUES, PRICE PERCEPTION, 

ONGOING SEARCH AND PURCHASE BEHAVIORS 

Study 1 revealed that a causal relation from cultural values to price perception, to 

ongoing search, and to actual mall purchase behaviors has been established. Therefore, in 

study two, we attempt to establish cross-cultural validation of this cognitive hierarchy 

model. In addition, since a cross-cultural comparison using this cognitive hierarchical 

model has not yet been investigated, cross-cultural comparisons based on this model are 

investigated in study two to examine the differences and similarities of the underlying 

constructs and relationships. 

This chapter is structured as follows: first, there is a brief discussion of the 

background and objectives. Next, there is a discussion of the conceptual framework and 

the relevant literature, which leads to the development of hypotheses. This study 

concludes with a discussion of the methodology that is employed to test all hypothesized 

relationships. 

4.1 BRIEF BACKGROUND 

Several global firms have recently become aware of the dramatic impact of 

market globalization, the increased interdependence of world economies, and the advent 

of technology on traditional consumer cultural values. Indeed, these global firms have 
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attempted to adopt a globally standardized marketing strategy for their products, brands, 

and advertising (van Raaij, 1997); however, such marketing standardization may not fit 

with the variations of traditional values and the emergence and development of other 

cultural values in particular marketplaces. Thus, it is very important for global firms to 

understand the role played by cultural values as a factor in influencing consumers' 

decision making; successful firms need to acknowledge these differences. As de Mooij 

(1998) suggests, "The success of a business depends in the end on how well its products 

reach customers whose behavior is affected by values that may vary in all kinds of 

unexpected ways from those of the business' managers" (p. xiv). 

Academics have recognized the importance of cultural values in explaining and 

predicting consumption behavior (Hui & Au, 2001). Among these values, individualism 

and collectivism have received the most attention in cross-cultural comparison studies. 

Recently, the dimensionality of the individualism and collectivism paradigm has been 

addressed; in other words, researchers have discussed whether this construct should be 

considered uni-dimensional or multi-dimensional. Many cross-cultural researchers have 

stated that, depending upon the level of analysis, a uni-dimensional construct should be 

reported when using a cultural level of analysis (Hofsetde, 1980; Hui, 1988, Triandis, 

1988); however, when employed on an individual level of analysis, different patterns 

emerge (that is, the patterns shown are multidimensional) (Chiou, 2001; Rhee et al., 

1996; Singelis et al., 1995; Triandis & Gelfand, 1998). 

In addition, a number of researchers have argued that there are differences within 

individualistic and collectivist cultures. Triandis and his colleagues (Singelis et al., 1995) 
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have called for additional dimensions (horizontal and vertical) to better explain and 

understand the individualism-collectivism typology. Cross-cultural psychologists (Chiou, 

2001; Soh & Leong, 2002) have begun to acknowledge these structural differentiations 

among societies; however, this new typology has not yet received much attention in the 

areas of marketing, retailing, and consumer behavior. 

In addition, the significant growth of the Internet as an informational and 

transactional source has been well-recognized among academics and practitioners. The 

World Wide Web presents a fundamentally different envirormient as compared to 

traditional physical stores or catalogs (Hoffman & Novak, 1996), offering opportunities 

to make consumers' consumption activities more efficient. Several researchers have 

noted that consumers' online search behavior patterns (pre-purchase versus ongoing) are 

similar to those reported in traditional physical contexts (Breitenbach & Van Doren, 

1998; Moe, 2003; Shim et al, 2001). Thus, it is critical for researchers to acknowledge the 

role of the Internet as a means of information and as a transaction charmel. 

4.2 OBJECTIVES 

The preliminary results from study one have demonstrated the existence of the 

cognitive hierarchical model of value-price perception-ongoing search-purchase 

behaviors. However, study one has not yet examined the impact of cultural patterns of the 

horizontal (emphasizing equality) and vertical (emphasizing hierarchy) individualism-

collectivism typology on consumers' price perception and behaviors. Horizontal 

individualism (HI) focuses on unique self-identity development and equality, whereas 
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vertical individualism (VI) focuses on unique self-identity development and competition. 

Horizontal collectivism (HC) is characterized by strong identification and concerns with 

the well-being of in-groups, as well as feeling a strong sense of equality, whereas vertical 

collectivism (VC) emphasizes the willingness to sacrifice self-needs for group needs and 

a sense of competition. Using the cognitive hierarchical value-price perception-search-

purchase behaviors model as a theoretical framework, we anticipate different patterns 

across cultures. 

In terms of consumption-related attitudes and behaviors, we utilize the same 

literature concerning price perception, ongoing search, and mall shopping behaviors as in 

study one. In addition, the literature related to the role of the Internet as an informational 

and transactional source is discussed in this chapter. Therefore, the objectives of this 

current study are three-fold: 

1. to explore differences and similarities between regions (i.e., North America 

and East Asia) and within countries (i.e., the United States, Canada, Thailand, 

and China) in terms of levels of materialism and horizontal versus vertical 

individualism and collectivism; 

2. to further explore the relationships between materialism and horizontal versus 

vertical individualism and collectivism between regions (i.e., North America 

and East Asia) and within a sub-sample using the individual as a unit of 

analysis; and 

3. to examine the effects of cultural values on consumers' price perception, 

which in turn is expected to influence consumers' ongoing search (physical 
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versus virtual) and actual shopping (physical versus virtual) behaviors using 

the cognitive hierarchical model of value-price perception-ongoing search-

purchase behaviors. Specifically, we examine whether such models can be 

generalized across societies. If cross-cultural validation using this cognitive 

hierarchical model is established, we can further examine how constructs, as 

well as the relationships, between constructs in each model differ. 

4.3 CONCEPTUAL FRAMEWORK 

This study explores both materialism and horizontal versus vertical individualism 

and collectivism as theoretical dimensions. These theoretical dimensions are further used 

to develop a conceptual framework that centers on the cognitive hierarchical model 

(Homer & Kahle, 1988). Similar to the conceptual model examined in study one, 

consumers' values (materialism and horizontal versus vertical individualism and 

collectivism) are expected to influence their perceptions toward different roles of price, 

which in turn are expected to affect their ongoing search behavior in both physical and 

virtual contexts. These ongoing physical and virtual search behaviors are then expected to 

affect their actual physical and virtual shopping behavior. (See Figure 3) 

4.4. LITERATURE REVIEW 

4.4.1 Triandis's Typology of Individuahsm and Collectivism 

3.4.1.1 General Issues Related to Individualism and Collectivism Paradigm 

4.1.1.1.1 Distinguishing Levels of Analysis: Cultural Versus Individual 
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Study 2 
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Early research conceptualizes individualism as the opposite of collectivism 

(Hofsetde, 1980; Hui, 1988; Triandis, 1988) when contrasting Western and Eastern 

cultures (Chan, 1994; Kitiyama, Markus, Matsumoto, & Norasakkunkit, 1997; Hofstede, 

1980, 1991). This view suggests that when using societies as units of analysis, cultures 

high in individualism are assumed to be low in collectivism. Therefore, this view 

suggests that individualism-collectivism is a uni-dimensional construct. 

Researchers have reported that findings using a cultural level of analysis do not 

necessarily correspond to findings from studies using an individual level of analysis 

(Kemmelmeier et al., 2003; Oyserman, 1993; Rhee et al., 1996). At an individual level of 

analysis, individualism and collectivism are measured as aspects of an individual's belief 

system (Kemmelmeier et al., 2003). A number of researchers have reported that when 

using an individual level of analysis, individualism and collectivism were found to be 

orthogonal dimensions. This implies that those with high individualism are not 

necessarily low in collectivism. In fact, these individuals may possess values of both 

individuahsm and collectivism (Bontempo, 1993; Leung, 1989; Oyserman, 1993; Rhee et 

al., 1996). 

4.4.1.1.2 Measurement and Levels of Analysis Concerns 

Triandis and his colleagues (Singelis et al., 1995; Triandis, 1995) pointed out 

problems related to measurements and levels of analysis (cultural versus individual). As 

mentioned, at the cultural level of analysis, using the individualism index (IND), 

Hofstede (1980, 1991) assumed that individuaUsm-collectivism is a uni-dimensional 

construct. Although this approach has been widely employed among researchers, such an 
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assumption seems to overlook the variations underlying such constructs. Recently, other 

researchers have argued that refinement of the concepts and measurements of these 

aspects of cultural values is needed (Shavitt & Lee, 2002; Triandis, 1995). 

At the individual level of analysis, several studies have employed the simplest 

assessments of individualism and collectivism (Ku & Hui, 1998). These studies 

employed a short version of the measurement of individualism and collectivism and have 

encountered low reliability. A number of researchers have argued that the two constructs, 

individualism and collectivism, are too broad for easy measurement; thus, measuring 

cultural aspects requires a great deal of information (Singelis et al., 1995; Triandis & 

Gelfand, 1998). Furthermore, thus studies that employed the simplest (short) version of 

measurement to capture this phenomenon may have faced infidelity or inaccuracy of the 

information obtained (Cronbach, 1990). That is, the broader the construct, the less likely 

that there will be consistency in the answers derived through the use of a short scale. 

When considering a scale (either short or long) to be used, Triandis and his 

colleagues (Singelis et al., 1995) also pointed out another issue, that of bandwidth. 

Bandwidth refers to the amount of information obtained (Cronbach, 1990). These 

researchers argued that having several scores with relatively low reliabilities is better than 

having fewer scores with relatively high reliabilities because the previous option tends to 

provide more valid information. Therefore, since the individualism and collectivism 

constructs are very broad, it is suggested that if a study employs the long version with 

many items to assess these phenomena, it is likely to face low reliability. 
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With respect to measurement problems, Triandis and his colleagues (Singelis et 

al., 1995; Triandis, 1995) also argued that when a scale is developed in one culture (i.e., 

the United States), a number of factors extracted from using factor analysis procedures 

may not clearly emerge in other cultures. Thus, the broad constructs of individualism and 

collectivism and very specific constructs, such as self-reliance with competition, may not 

"provide the optimal levels of measurement" (Singelis et al., 1995, p. 242), leading to the 

need for an intermediate level. 

4.4.1.1.3 Polythetic Nature of Individualism and Collectivism 

Although the utility of the constructs of individualism and collectivism has been 

found to be well-established, it has recently been suggested that these constructs are 

multidimensional ox polythetic (Singelis et al., 1995; Triandis, 1995). Triandis (1995) and 

his collaborators (Triandis & Gelfand, 1998) provide a good example which helps to 

explain the polythetic nature of these constructs: "a 'bird' is defined by two attributes 

(e.g., feathers and wings) and hundreds of species of birds are defined by other attributes" 

(p. 118). That is, in addition to four attributes (i.e., self, personal goals, the emphasis of 

exchange, and social behaviors) that are used to differentiate individualism from 

collectivism, there are additional attributes that can be used to differentiate "species of 

these constructs" (e.g., Chinese and Thais' collectivism) (Triandis & Gelfand, 1998, p. 

118). 

Thus, this research stream suggests that there are differences among individuals 

who live in individualistic and collectivist societies. As Greenfield (1999) noted, the 

distinction between individualism and collectivism corresponds to the "deep structure" of 
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cultural differences. Such differences related to "deep structure" may be attributed to 

additional factors mentioned in the previous paragraph. Interestingly, Triandis (1998) 

argued that "when cultures are at the intersections of great cultures (e.g., Thailand is at 

the intersection of China and India) contradictory norms may be found, and people 

cannot be too strict in imposing norms" (p. 8). For example, Triandis and his colleagues 

(Singehs et al., 1995; Triandis, 1995) argued that American individualists are different 

from Swedish individualists in that competition and status are highly regarded among 

Americans, whereas equality is of high regard among Swedes. Likewise, Japanese 

collectivists value in-group harmony, avoid confrontation, and consider lying acceptable 

in order to not lose face, while losing face is common and considered acceptable among 

Israeli kibbutz collectivists. This research suggest that differences within individualist 

and collectivist cultures may be attributed to additional factors in horizontal and vertical 

social relationships. These factors will be discussed in greater detail in the next section. 

4.4.1.2 Horizontal versus Vertical Cultures 

4.4.1.2.1 Horizontal Social Relations 

The distinction between horizontal versus vertical cultures lies in the important 

differences between how individuals view themselves and how they understand a 

culture's value system (Maheswaran & Shavitt, 2000; Nelson & Shavitt, 2002). In 

horizontal cultures, people tend to value equality and view themselves as more or less 

like every other person in terms of societal status. The tradition of equality shows up in 

the cultural ideology of these societies, such as in the Israeli kibbutz. In addition, 

according to Triandis (1998), "there is a tradition in equality that happens in ideologies 
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. . .  people  see  each other  as  vi r tual ly  in terchangeable"  (p .  13) .  Equal  re la t ionships  ar ise  

based on the premise of "balance and one-for-one correspondence ... the idea is that each 

person is entitled to the same amount as each other person in the relationship, and that the 

direction and magnitude of an imbalance are meaningful"(Fiske, 1990, p. 691). For 

example, in the Israeli kibbutz culture, the basic ideology of equality means that every 

adult is assumed to take a parental role toward every child, and everyone is assumed to 

perform household chores (such as cleaning dishes) on a rotating schedule. They are 

likely to avoid status differences (Pavin, 1992) and are likely to create a community that 

has a strong sense of belonging and mutual aid among the group members (Talmon-

Garber, 1970). 

4.4.1.2.2 Vertical Social Relations 

According to Bond and Smith (1996b), vertical cultures are traditionalist in that 

people tend to place great emphasis on in-group cohesion, respect for in-group norms, 

and the directives of authorities. Individuals in a vertical society are likely to regard the 

hierarchy by viewing themselves as different from others in the hierarchy. That is, these 

vertical individuals tend to accept inequality, believing that rank is important (Triandis, 

1995, 1998). According to Fiske (1990), this hierarchy is partly attributed to the premise 

of asymmetry, meaning that people are "linearly ordered along hierarchical social 

dimensions" (p. 691). In a hierarchical social situation, the salient social fact is "whether 

a person is above or below [another]. People higher in rank have prestige, prerogatives, 

and privileges that their inferiors lack, but subordinates are often entitled to protection 

and pastoral care" (Fiske, 1990, p. 691). India is one of the strongest cases that lends 
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support to the notion of hierarchy. In Indian culture, there are differences in skin color 

("vama") that have led to the development of a caste system in which specific tasks are 

assigned to specific groups of people. 

Thus, Traiandis and his colleagues (Singelis et al., 1995; Triandis, 1995, 1998) 

suggest that when crossing horizontal (emphasis on similarities between people) versus 

vertical (emphasis on the differences between people) social relations with individualism 

(emphasis on independence) versus collectivism (emphasis on interdependence), new 

cultural patterns tend to emerge. These four cultural patterns are termed Triandis's 

typology, which consists of horizontal individualism (HI), vertical individualism (VI), 

horizontal collectivism (HC), and vertical collectivism (VC). 

4.4.1.2.3 Implications for Horizontal versus Vertical Social Relations 

The implications for distinctions between horizontal and vertical social relations 

have been addressed in several studies. Such insights will broaden the understanding of 

this phenomenon in cross-cultural studies. First, including horizontal and vertical social 

relations in studies will allow researchers to further classify different types of 

individualism and collectivism (Chen, Meindl, & Hunt, 1997; Singelis et al., 1995). 

Second, the degree of individualistic orientation is likely to increase with increased levels 

of industrialization and wealth (Triandis, 1990); thus, a more distinctive view of 

individualism and collectivism encourages one to examine changes in different aspects of 

value orientations within a culture (Chen et al., 1997; Fiske, 1990). Finally, such 

distinctions "can stimulate research on cultural effects on social, organizational, and 

interpersonal behaviors" (Chen et al., 1997, p. 49). 
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4.4.1.3 Triandis's Typology 

In Triandis's typology, an individual's identifications and interpersonal 

relationships with his or her in-group are important in defining individualism and 

collectivism (Hui, 1988; Triandis, 1995). In general, individualists have the potential to 

be part of more in-groups than collectivists; however, individualists' relationships with 

in-group members tend to be informal and surface-level only, with little commitment and 

involvement. Collectivists are generally less likely to make new friends, relationships 

among members seem to be strong (Gouveia, 1998; Gouveia & Clemente, 2000). 

Rhee et al. (1996) argued that "if in-groups differ in influence and elicit 

qualitatively different behaviors because the goals, needs, and motives of individuals 

differ across various interactions, the collectivist and individualist orientations may not 

generalize across all in-groups" (p. 1038). Such an observation suggests that collectivists 

are more likely to believe and behave differently toward in-group members than toward 

members of an out-group, as compared to individuahsts (Triandis, 1995), lending support 

for the usefulness of Triandis's typology. 

4.4.1.3.1 Horizontal versus Verticallndividualism 

Horizontal individualism (HI) is a cultural pattern in which individuals are 

independent and perceive themselves as equal to others (Singelis et al., 1995). In 

horizontal individualistic cultures, people tend to seek individuality rather than 

distinctiveness. That is, they want to be unique and are likely to value self-reliance. They 

prefer "to do their own thing" and do not like to compare themselves with others. They 
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are neither interested in distinguishing themselves from others, nor do they value high 

status (Triandis & Gelfand, 1998). 

In Triandis's (1998) study, for example, Australians tend to value horizontal 

individualism, in which self-reliance is highly emphasized while a sense of uniqueness is 

less emphasized. Daun (1991) also suggested that Swedes are likely to be horizontal 

individualists. Regarding the horizontal dimension, Swedes place a high value on 

modesty (only 2% of Swedish respondents indicated that they valued social status) and 

less value on being unique. In Nelson and Shavitt's (2002) findings, they argued that 

Denmark, partly due to its social welfare economy, is presumed to be a horizontal 

individualistic culture. In the United States, the proposition of "all men are created equal" 

has been held as sacred in the Declaration of Independence, and Americans are taught to 

beheve in "equahty and justice for all. Theses factors may lead one to believe that the 

United States should be classified as a horizontal individualist culture (Triandis, 1995). In 

fact, some studies found this to be so (Chiou, 2001; Triandis, Chen, and Chan, 1998). 

Vertical individualism (VI) is a cultural pattern in which the autonomous self is 

emphasized, but individuals view themselves as different from others (Singelis et al., 

1995). In vertical individualistic cultures, people emphasize competition with others 

because they want to be the best in a hierarchical social dimension; they consider 

competition to be a law of nature as well (Triandis & Gelfand, 1998; Triandis & Suh, 

2002). Inequality is common. Thus, these people tend to emphasize acquiring status and 

becoming distinguished (Triandis & Gefand, 1998). However, these vertical 

individualists are less likely to emphasize integrity with in-groups and interdependence. 
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Although some researcher have empirically found that the United States is a 

horizontal individualistic culture (Chiou, 2001; Triandis et al., 1998), Nelson and Shavitt 

(2003) argue that "the American notion of equality is 'equal opportunity,' reflected in the 

tax system and resource allocation" (p. 441). In fact, one study showed that the United 

States was ranked first in terms of the number of millionaires and billionaires and ranked 

second only to Russia in income disparity (Wallechinsky, 1997). In addition, according to 

the World Fact Book (2000), 13% of U.S. citizens are living below the poverty line. Such 

information implies that there is a hierarchy of income in vertical cultures. Nelson and 

Shavitt (2003) further state that the United States also encourages the concept of "social 

mobility up the vertical ladder through rags-to-riches and depictions of the American 

dream" (p. 442). In support of this notion, several studies have found that the United 

States is classified as a vertical individualist culture (Nelson & Shavitt, 2003; Singelis et 

al., 1995, Triandis, 1995, Triandis & Gelfand, 1998). 

4.4.1.3.2 Horizontal versus Vertical Collectivism 

Horizontal collectivism is a cultural pattern where people view themselves as part 

of an in-group. That is, the self is merged with the members of the in-group (e.g., family, 

co-workers, tribe or nation), and these horizontal collectivists consider themselves to be 

similar to the other members of their in-group (Singelis et al., 1995). In this cultural 

pattem, according to Singelis et al. (1995), "the self is interdependent and the same as the 

self of others. Equality is the essence of this pattem" (p. 244). In addition, although they 

place great emphasis on common goals, integrity within in-groups, empathy, sociability, 

and interdependence, horizontal collectivists are less likely to value authority (Triandis & 
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Gelfand, 1998) and more likely to value the well-being of members of their in-group 

(Chiou, 2001). 

Triandis (1998) suggests that the Israeh kibbutz can be viewed as possessing a 

value of horizontal collectivism in that Israeli kibbutz members tend to place more 

emphasis on family integrity and sociability and less emphasis on emotional distance 

from in-groups and self-reliance. Communism, with the proposition of "equality among 

all" of socialist philosophy may have impacted Chinese cultural values by placing a great 

emphasis on horizontal collectivism. Although the economic reforms have been 

introduced in the late 1980s, the Communist party see "the reforms as creating 

competition and weakening the solidarity of the society" (Triandis, 1998, p. 14). As a 

result, these Chinese individuals may highly value horizontal relations. 

Vertical collectivism is a cultural pattern in which people view themselves as part 

of an in-group, but they also perceive differences among in-group members in that some 

may have more or less status than others (Singelis et al., 1995). In vertical collectivist 

cultures, individuals emphasize the norms of their in-group and are willing to sacrifice 

their own needs in favor of group needs (Chiou, 2002). Triandis and Gelfand (1998) also 

noted that these vertical collectivists tend to value the integrity of the in-group and are 

very supportive when their in-groups compete with out-groups. Triandis and Gelfand 

further pointed out that if in-group authorities want these vertical collectivists to perform 

tasks that are seen as beneficial to their in-group, even if these vertical collectivists do not 

like to perform such tasks (e.g., they may see these tasks as boring, uninteresting and so 

on), they are likely to submit the authorities' will. Altemeyer (1996) reported that vertical 
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collectivists tend to be right-wing authoritarians and are likely to endorse 

conventionalism. 

Based on these considerations, Triandis (1995) classified India as an example of a 

vertical collectivist society. This is due to the caste ideology (Varnashram) that explicitly 

emphasizes the differences between people. Without empirical support, Kabanoff (1997) 

also views Singapore, Brazil, Thailand, Japan, and the Philippines as vertical collectivist 

cultures. 

4.4.1.4 Comparisons of Triandis's Typology with Other Typologies 

Triandis and his colleagues (Triandis, 1996; Triandis & Gelfand, 1998; Singelis et 

al., 1995) compared characteristics of horizontal and vertical individualism and 

collectivism with two major typologies, Rokeach's poHtical values (1973) and Fiske's 

(1990,1992) social relationship. (See Table 5.) 

Table 5: Relation of Horizontal versus Vertical Individualism and 
Collectivism in other Typologies 

Dimension Collectivism Individualism 

Vertical Self Self different from others Self different from others 

Fiske(1992) Communal sharing 

Authority ranking 

Market pricing 

Authority ranking 

Rokeach (1973) Low freedom 

Low equality 

Communalism (e.g., China) 

High freedom 

Low equality 

Market democracy (e.g., France) 

Horizontal Self Self same as others Self same as others 

Fiske (1991) Communal sharing 

Equality matching 

Market pricing 

Equality matching 
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Rokeach (1973) Low freedom High freedom 

High equality High equality 

Communal living (e.g., kibbutz) Democratic socialism (e.g., 

Norway) 

Adapted from "Converging Measurement of Horizontal and Vertical Individualism and Collectivism" by 

H.C. Triiandis and M.J. Gelfand, 74 (1), 1998, Copyright by the American Psychology Association, Inc. 

4.4.1.4.1 Rokeach 's Typology of Political Values 

Rokeach (1973) identified four types of political systems (communalism, market 

democracy, communal sharing, and democratic socialism) that highly regard the two 

values of equality and freedom. Triandis then compared values of equality and freedom 

with horizontal versus vertical individualism and collectivism and reported that 

horizontal individualism (HI) highly emphasizes equality and freedom. Such a cultural 

pattem is found in democratic socialist countries, such as Norway, Australia, and 

Sweden, and in the British Labour Party. In vertical individualism (VI), freedom is highly 

emphasized while equality is de-emphasized. Such a cultural pattem can be found in 

countries such as France and the United States, where the political system consists of 

competitive capitalism and a market economy. In horizontal collectivist (HC) cultures, 

equality is highly emphasized and freedom is de-emphasized. Such a cultural pattem is 

found in countries and societies that value communal sharing such as the Israeli kibbutz. 

Finally, among vertical collectivists, communalism is the cultural pattem; neither equality 

nor freedom is emphasized. 
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4.4.1.4.2 Fiske's Typology of Social Relationship 

Fiske (1990, 1992) identified four types of social relationships (communal 

sharing, market pricing, authority ranking, and equality matching) associated with the 

universal need to distribute resources in a society. In communal sharing, relationships are 

evaluated based on the notion that if one is bonded to the group, he or she is equivalent 

and undifferentiated. In market pricing, relationships are judged based on the concepts of 

proportions, multiplication, and division. The principle of equity is of importance 

(Berkowitz & Walster, 1976). In authority ranking, relationships are determined based on 

"asymmetry" among individuals who are placed in a hierarchical social dimension. Those 

with high rank tend to have more resources than those with lower rank. This is because 

those in high rank tend to have prestige that can then be transferred into authority. Lastly, 

in equality matching, relationships are evaluated based on the notion of balance. When 

resources are distributed, people expect to receive an equal amount of resources. 

Triandis then compared these four patterns with horizontal and vertical 

individualism-collectivism and stated that horizontal individualism (HI) is likely to result 

in market pricing and equality matching. According to Fiske (1990), in market pricing, 

relationships are based on a premise of "proportionality in social relationships" (p. 692). 

That is, resources are shared depending upon the contribution that an individual member 

makes. Logically, the more an individual contributes, the more he or she receives. 

Meanwhile, these horizontal individualists tend to express equality matching. That is, 

they believe that resources should be distributed equally: "One person, one vote; one 

person, one lot." For vertical individualism (VI), market pricing and authority ranking are 
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highly emphasized. That is, while vertical individualists believe that resources are shared 

depending upon an individual's contribution, they also believe that resources should be 

shared according to rank, hi horizontal collectivist cultures, communal sharing and 

equality matching are highly regarded. That is, while horizontal collectivists believe that 

if a person is a part of the group, he or she is automatically entitled to resource sharing 

based on his or her need, they also tend to believe that resources should be shared 

equally. Finally, in vertical collectivist cultures, communal sharing and authority ranking 

are highly emphasized. That is, while these vertical collectivists believe that resources 

should be distributed to a person as long as that person belongs to a group, they are also 

likely to believe that resources should be distributed according to rank. 

4.4.1.5 Research Using Triandis's Typology 

As mentioned earlier, no culture is purely individualistic or collectivist because no 

"members of a culture are automatons blindly and uniformly representing and 

reproducing the culture" (Singelis et al., 1995, p. 243). In fact, several studies have 

reported that individuals in any culture tend to display these four cultural patterns of 

horizontal individualism, vertical individualism, horizontal collectivism, and vertical 

collectivism at different times and/or in different situations (Kurman & Sriram, 2002; 

Triandis & Gelfand, 1998; Singelis et al., 1995; Chiou, 2001). 

For example, Triandis and Gelfand (1998) have reported that the four cultural 

pattems of horizontal individualism, vertical individualism, horizontal collectivism, and 

vertical collectivism that are found in the United States, where the value of individualism 

is highly regarded, are also found in Korea, where collectivism is favored. Kurman and 
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Sriram (2002) also found that these four cultural patterns appeared among three 

collectivist societies: Singapore, the Israeli kibbutz, and Israel. Particularly, they found 

that Singaporeans place great emphasis on both vertical and horizontal collectivism 

whereas the value of vertical individualism is the least emphasized. The values of 

horizontal collectivism and horizontal individualism are of importance among Kibbutz 

Israelis. Among urban Israelis, horizontal individualism is of highest regard. 

Chiou (2001) also examined the strength of these four cultural patterns using 

samples from the United States, Taiwan, and Argentina and reported the existence of 

these four cultural patterns in these three societies. Specifically, Chiou found that a 

similar pattern emerged between collectivist Taiwanese and collectivist Argentines in 

terms of rank order of tendency of the four cultural patterns. That is, they are most likely 

to value vertical collectivism, horizontal collectivism, horizontal individualism, and 

vertical individualism, respectively. Americans, on the other hand, are most likely to 

value horizontal individualism and vertical individualism, respectively, whereas they 

place equal importance on horizontal and vertical collectivism. 

These previous studies show that within the United States, South Korea, 

Singapore, Taiwan, and others, measures of horizontal individualism, vertical 

individualism, horizontal collectivism, and vertical collectivism demonstrate different 

cultural patterns. Such cultural patterns provide interesting insights into how "individuals 

and societies perceive and accept inequality between people" (Singelis et al., 1995, p. 

270). Such information will help researchers to better understand this cultural 

phenomenon. These four cultural distinctions may prove useful when incorporating into 
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consumer behavior theory and research in which there is a lack of understanding on this 

area. 

4.4.2 The Internet: Informational versus Transactional Sources 

A significant role of the Internet is as a remarkable means of information and 

transactions. This is due to the capability of this interactive medium to store vast amounts 

of information which can be accessible on demand from almost everywhere in the world 

(Peterson, Balasubramanian, & Broimenberg, 1997). In addition, this interactive medium 

offers a number of opportunities to improve consumers' online shopping efficiency 

(Childers, Carr, Peck, & Carson, 2001). Thus, understanding the impact of the Internet as 

an informational and transactional source is very important because the Internet has 

changed the structure of retail competition, as well as, consumers' consumption patterns, 

including search and behavioral patterns. This high-tech shopping venue helps to 

facilitate consumers' shopping experience by providing greater accessibility to 

information about products/services which may lead them to purchase (Peterson & 

Merino, 2003). 

Peterson and Merino (2003) note that consumers today use the Internet as an 

information source and will continue to do so in the future. A recent survey by the U.S. 

Department of Commerce in 2002 indicates that approximately 36% of Americans used 

the Internet to search for information about products and/or services in 2001, an increase 

of almost 40% from 2000. 

Similar to the physical world, a number of researchers have noted that online 

information search patterns can be dichotomized into goal-directed (pre-purchase) and 
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exploratory (ongoing) search (Breitenbach & Van Doren, 1998; Janiszewski, 1998; Moe, 

2003). Goal-directed information search behavior refers to searches where consumers 

have a specific anticipation towards purchasing. The objective of this type of search 

occurs when consumers want to collect information about products for a planned 

purchase (Brucks, 1985; Wilkie & Dickson, 1985). Hoffinan and Novak (1996) note that 

this goal-direct search pattern is very focused, extrinsically motivated, and related to 

utilitarian benefits. On the other hand, exploratory search refers to search behavior that is 

less deliberate and less focused without anticipation of purchase (Janiszewski, 1998). The 

objective of this type of search is to gain general information about products (Breitenbach 

& Van Doren, 1998). Hoffman and Novak (1996) state that this exploratory search 

pattern is non-directed, stimulus-driven rather than goal-driven, and focuses on 

navigational choices. In addition, this type of search is likely to be intrinsically 

motivated, reflecting enduring involvement and related to hedonic benefits (Hoffman & 

Novak, 1998). 

Previous studies which focused on goal-direct search patterns in an online context 

have reported that this type of information search behavior is a major predictor of 

consumers' online intention to purchase (Eastlick, Lotz, Shim, & Watchravesringkan, 

2003; Shim et al., 2001; Watchravesringkan & Shim, 2003). According to Lichtenstein 

and Brewer (1980), this planned purchase is subjected to a hierarchical process in which 

the behavior occurs in sequences. Shim et al. (2001) state that consumers' shopping 

strategies can be either single acts or interrelated, leading to choice decisions. Using Foss 

and Bower's (1986) goal-subgoal relationships. Shim et al. (2001) explain that the 
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relationship between information search intention and purchase intention constitutes a 

hierarchy. That is, information search intention can be viewed as a subgoal that may lead 

one to perform his/her goal, which is the intent to purchase. 

4.4.3 Consumer Behavior in the North American Market 

4.4.3.1 United States Market 

America's GDP (Gross Domestic Product) is projected to accelerate from 3.1% in 

2003 to 3.9% in 2004 with an increased employment rate {Campaign, 2004). America is 

a capitalistic market which encourages consumption (Ha, 1997) and promotes 

competition from all over the world; thus, American consumers tend to have a wide range 

of purchasing choices. In addition, America is a consumer society in which 

products/services are designed (using brand names, packaging, and promotions) to tempt 

consumers into purchasing (O'Shaughnessy & O'Shaughnessy, 2002), creating and 

supporting a materialistic lifestyle. 

The United States is an industrialized and capitalistic country that still values 

materialism. As Horovitz (1989) noted, "Americans have a growing desire to acquire. 

Over the next decades, this selfishness will be the driving economic force worldwide for 

makers of everything from snack foods to luxury cars" (p. H4). Recently, researchers 

have pointed out their concerns regarding the impact of materialism on Americans' lives 

(Herbert, 1994; Horovitz, 1989; Kasser, 2002). These researchers state that, although 

materialism makes people more productive because they want more possessions, it also 

makes people less happy. That is, owning material objects does not necessarily 

correspond to happiness. Kasser (2002) explains that, in general, the pursuit of 
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materialism "decreased the quahty of [Americans'] daily experience" (p. 12). Thus, some 

Americans may place less emphasis on materialism because they do not believe that 

owning everything is a sign of happiness. Skrzycki (1989) argues that, although 

Americans seem to put less emphasis on materialistic values and more emphasis on 

family life and public service, materialism is still present; however, these people may 

simply recognize that they carmot afford a materialistic lifestyle. 

The United States is an individualistic country where freedom is highly valued. 

Thus, Americans are likely to pursue personal independence, resist regimentation, and 

generally try to avoid outside control of their hves (Bellah et al., 1985; Fieg, 1989). The 

image of the "rugged individualist" has been portrayed in the media (e.g., the Marlboro 

cigarette campaign) all over the world to signify American individualism. In addition, 

inherent in American individualism is a sense of achievement as a constant process to 

improve one's position; Americans generally view achievement as a matter of individual 

effort. Among Americans, status is judged by how successful an individual is and how 

much of their success is a result of individual pursuit. These are motivating factors of 

competition that drive American consumers to move upward (Feig, 1989). 

4.4.3.2 Canadian Market 

Canada is an industrialized and democratic nation with mixed capitalist 

economies. That is, the means of productions are privately owned, but the government 

intervenes somewhat in businesses' practices. In addition, the government owns many 

commercial enterprises. Canada has a modem economy with a variety of activities and 

capital markets (Robinson & Venieris, 1996). Although Canada's GDP growth is forecast 
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to increase to 2.4% in 2004, Canada's economic expansion continues to fall behind the 

strong United States economy {Wall Street Journal, 2004). In addition, with an increase 

of almost 90% in real per capita income over the past 30 years, along with increased 

incomes in wealthy households (which are increasing rapidly than other income levels), 

and increased household values as monthly mortgage payments decline (Stanger, 2003), 

Canadians' spending power tends to show signs of increasing. 

Recently, Canadians have been more willing to trade up for new luxury goods 

(Stanger, 2003). Stanger addresses several reasons for this interesting trend. From a 

demand perspective, Canadian households have more discretionary income available to 

spend on premium products. Second, the middle-class segment is now better educated, 

more adventurous, more sophisticated, and more discerning than ever. Finally, Canadian 

working women are earning more money and thus are likely to spend more on products 

that provide them convenience and rewards. From a supply perspective, many retailers 

have also contributed to this trading-up phenomenon by providing new luxury goods to 

consumers. In addition, the proliferation of shopping malls across Canada has made it 

possible for consumers to have access to these products. Another trend appearing in the 

Canadian market is the growing sector of private-label products (Pratt, 2003). It is 

reported that the growth of private-label goods continues to overshadow national brands. 

According to a recent consumer research survey by AC Nielson, private-label brands 

accounted for 20% of all retail sales, an increase of 5% from 2002 (Pratt, 2003). This 

implies that Canadian consumers have more money to spend on acquiring more products 

because private-label brands are typically priced lower than national brands. 
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Canadian culture is individualistic. That is, Canadians value cooperation, 

compassion, and warm relationships (Hofstede, 1980, 1991; Laroche, 2001). In addition, 

the Canadian culture is more feminine than American culture, which leans towards the 

masculine (Hofstede, 1980, 1993). This suggests larger differences in sex roles between 

cultures. In masculine cultures, there are explicit rules about the acceptable behaviors of 

men and women, such as who is responsible for certain tasks within a family unit 

(Hofstede, 1980, 1993). Among Canadians, the differentiation of gender roles seems less 

distinct. They also emphasize modesty and quality of life and are averse to taking risks 

(Robinson & Venieris, 1996). In addition, regarding material possessions, one study 

found that Canadian college consumers are likely to be satisfied and happy with the 

possession of material goods. That is, Canadian consumers may be likely to desire the 

acquisition and possession of more or better material objects (Ogden & Venkat, 2001). 

4.4.4 Consumer Behavior in the East Asian Market 

4.4.4.1 Thai Market 

Thailand's economy experienced a remarkable growth rate from 1987-1996. 

World Bank/IMF (1991) reported that the major factors driving the Thai economy 

included the stability of the government's export policy, healthy service incomes from 

tourism, foreign remittance, inflows of foreign capital, and technology transfers. In 1991, 

Thailand was described by the Wall Street Journal as "among the world's fastest-growing 

economies" and "one of the world's newest newly industrializing countries (NICs) and an 

area that is creating a new and booming opportunity for foreign investors" (Lejner, 1991). 

Thus, Muscat (1994) considered Thailand a new Southeast Asian candidate to join the 
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other four Tigers (South Korea, Taiwan, Singapore, and Hong Kong) in terms of its 

strength and contribution to the Asian economy. However, the impact of Asia's mid-1990 

economic crisis dramatically affected Thailand' economy, causing an economic 

downturn. During Asia's economic crisis, Thailand's GDP declined by 7% from 1997-

1998; however, Thailand's GDP has gradually increased by 3.3% from 1999 to 2003 

(Warr, 2004). Thailand's absolute poverty has declined dramatically over the last four 

decades, but inequality has increased (Warr, 2004). Warr further states that the long-term 

growth of Thailand's economy has been associated with a gradually more open policy 

towards international trade and investment. This suggests that Thailand's economy has 

recovered and is heading in a positive direction. 

Thailand is a parliamentary democracy with a constitutional monarchy. More than 

95% of all Thais are Buddhists. Thailand is the only country in Southeast Asia that was 

never colonized. As a result, Thailand's culture and identity remains intact (Chirapravati, 

1996). Among Thais, "the sacredness of the nation," "the Buddhist religion," and 

"monarchy—the King and his family" are the three most important beliefs which play a 

critical role in shaping and influencing Thai behavior. Similar to other Asian countries, 

Thailand possesses several cultural characteristics such as hierarchical rigidity, high-

context culture, and adaptivity. For example, with respect to social class structure, 

wealth, status, prestige, power and righteousness are among the values that Thais use to 

classify each other, reinforcing their hierarchical social dimension. However, Thai people 

usually avoid confrontation (Cooper, 1991; Ketudat, 1990) or seek harmony through the 
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expressions of phrases such as "moz pen rai" (no worries) and/or "krengjai" (respect for 

others), similar to the Chinese notion of saving face. 

Komin (1991), a Thai psychologist, reported that Thais tend to value the spirit of 

brotherhood, social relations, status and wealth, caring, consideration, and 

interdependence or mutual helpfulness. One Buddhist philosophy which has been 

instilled in Thai people is "the middle way" between extremes of living. Such a 

philosophy has taught Thais to not be greedy and instead leam to accept what they have 

(or what they can have); however, it has been argued this notion may not mesh well with 

a modem, urban, materialistic way of life (Fieg, 1989). In addition, Thailand's 

Generations X and Y have contributed to the growth of the Thai economy because they 

tend to make up the working class of a society which tends to be educated with moderate 

to high income. They are also very receptive to Westemization and modernization. Such 

an impact has been evident in many Thai advertisements, which have heavily emphasized 

the use of English terms/words and Caucasian models. 

4.4.4.2 Chinese Market 

Ever since China embarked on an open-door policy in 1980, the country has 

shifted from a command to a market economy and a decade later, China is "a major 

recipient of foreign direct investment (FDI) and playing an increasing role in 

intemational trade" (Taylor, 2002, p. 209). The driving factors of the Chinese economy 

include globalization of intemational business, diffusion of information technology, 

involvement in trade liberalization, and capital movement (Lu, 2000). China's GDP is 
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projected to increase by 8.3% by 2004, higher than both Korea and Thailand (Lewis, 

2004). 

With a population of 1.4 billion people, China, or the People's Republic of China 

(PRC), is the most populous and fastest-growing country in the world (Chan & Cheng, 

2002). Since China has opened up its country. Western China has been populated with a 

number of ethnic minorities, whereas Eastern China is primarily populated by Chinese-

speaking people who belong to the Han nationality (Hook & Twitchett, 1991). China 

today is still recognized as a modem, powerful, socialist society; thus, its economic 

structure centers on planned economy and market socialism (Cheng, 1996; Mayer, 1994). 

The status of China plays an important role in planning, production, and redistribution for 

the economy (Cheung & Kwok, 1999). 

Although China has undergone dramatic economic improvement, Chinese 

business sectors continue to employ the current Constitution of the People's Republic of 

China, which focuses on four cardinal principles for a national ideology: adherence to 

socialist practices, to leadership by the Communist party, to the people's democratic 

dictatorship, and to Marxism, Leninism, and Mao Zedong thought. The constitution 

states: 

The basic task of the nation in the years to come is to concentrate its effort 
on socialist modernization .. .The Chinese people of all nationalities will 
continue ... to modernize industry, agriculture, national defense and 
science and technology step by step to turn China into a socialist country 
with a high level of culture and democracy. 
(James, 1989, p. 386) 
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In Chinese society, Confucianism and collectivism are highly emphasized (Ho & 

Chiu, 1994). China promotes socialism through education (Teng & Zhang, 1992); 

however, socialism in China has a unique character, as it blends socialist and Confucian 

values. It retains most of the features of Confucianism and collectivism, which sustain 

social solidarity (Jiu, 1983). Li (1992) stated that socialist ideology focuses on synthesis 

of the individual and collectivity. It upholds such values as loving others, politeness, 

helpfulness, righteousness, forgiveness, honesty, responsibility, and harmony with others 

(Ho, 1992; Jiu, 1983; Li, 1992). 

In the "socialist market economy" of China, as typified by the slogan made 

famous by Deng Xiaoping in 1979, "To get rich is glorious," Chinese consumers are 

encouraged, as well as to allowed, to have desires for material objects that would once 

have been unthinkable (Cheng, 1996). For example, a bicycle, a wristwatch, and a 

manual sewing machine were among the "three bigs" that were in high demand during 

the Cultural Revolution; however, by the early 1980s, 50% of Chinese households owned 

at least one of these "three bigs" (Weil, 1982). By the mid-1980s, a refrigerator, a 

washing machine, and a television set were the "new three bigs" that have inspired 

Chinese consumption of material desires (Church, 1986). 

4.5 DEVELOPMENT OF HYPOTHESES 

4.5.1 Country and Materialism 

The impact of market globalization and modernization, along with the changing 

political and economic climates, has turned many Asian countries into consumer societies 
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where consumers can accumulate and consume products/services partly due to modem-

day marketing practices (O'Shaughnessy & O'Shaughnessy, 2002). Particularly, mass 

media and advertising may be viewed as communicative tools of cultural values that 

promote the acquisition and possession of material objects not only to Asian countries but 

also other consumers around the world. Several researchers believe that materialism is 

also present in other cultures outside of North America (Ger & Belk, 1993; Griffm, 

Babin, & Christensen, 2004; Webster & Beatty, 1997; Wong & Ahuvia, 1998). As Belk 

(1988) noted, people in developing countries are attracted to and indulge in consuming 

products that are visible to the public and which signal status to other consumers even 

before they secure adequate clothing, food, and shelter. 

Several studies have reported that the Asian demand for status goods has extended 

beyond wristwatches and cognac to a variety of high-ticket items (Ram, 1994). This may 

be due to the fact that East Asia is a major market for many luxury French products (Rim, 

1994) that signify high image and status. As such, materialism is likely to be present 

among Asians. For example, Chinese consumers have revealed a strong interest in luxury 

products such as cognac, a symbol that exemplifies luxury, affirms self-worth, and 

illustrates worldly success (Ram, 1994). In this sense, those who value expensive 

products that convey prestige and status are likely to be considered highly materialistic. 

In addition, Tse et al. (1989) noted that China has gone from having no advertising (aside 

from propaganda slogans) "to having a contemporary advertising superstructure with all 

modem media in use and a rapidly increasing variety of consumer goods" (p. 457-458). 
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Such information indicates the development and emergence of materialistic values among 

Chinese. 

In addition to Chinese culture, material possessions have been valued among Thai 

consumers. In Thai society, owning a car is viewed as a private consumption among 

Thais. A booming phenomenon in Thailand's society today is ownership of cellular 

phones. In the past decade, cell phones were available only to a certain group of people 

(professionals, high officials); however, this trend has moved downward to students 

(including college students, high schoolers, and junior high schoolers), farmers, taxi 

drivers, and blue collar workers, all of whom now view a cell phone as a necessary tool 

for making their lives convenient. This materialistic possession has even appeared among 

Thai monks, who once were prohibited from accumulating wealth, possessing material 

objects such as air conditioning, TVs, or radios, or even touching hard currency. Such a 

trend has transformed some "traditional" Thai monks into "mercantile" monks. This may 

be due partly to Buddhism and business overlapping. This seems to happen "more and 

more as capitalism spread[s] into rural Thailand where cash has been scarce and faith 

often blind" (Crispin, 2003). 

In addition, Webster and Beatty (1997) reported that Thai consumers were more 

materialistic than American consumers. Specifically, their report showed that Thai 

consumers scored significantly higher than their American counterparts on "possessing as 

defining success," one of the three dimensions of materialism as proposed by Richins and 

Dawson (1992). Although the other two dimensions of materialism, acquisition as 

centrality and acquisition as pursuit of happiness, were not statistically significant 



141 

between Thai and American consumers, their report showed that Thais scored higher on 

these two dimensions of materialism than Americans. In addition, Richins and Dawson 

(1992) stated that those who indicate high levels of materialism in general should indicate 

high levels in all three dimensions of materialism as well. By definition, those with high 

levels of materialism should believe that the acquisition and possession of material 

objects is important in their lives and consequently should bring them happiness and 

success. Similarly, using a non-student sample, Swinyard, Kau, and Phua (2001) found 

that Singaporeans valued materialism more than American consumers. 

In addition, fi-om an economic perspective, it is reported that North America's 

economy seems to lag behind East Asia's economy. North America was the only region 

to reveal a decline in the numbers and wealth of high net worth individuals. The wealth 

index overall has decreased by 2.1%. Asia, on the other hand, has established "portfolios 

and pursued strategies promoting modest wealth generation" with an increase in its 

wealth index of over 10% in 2002 {Funds International, 2003). Such an index may 

translate into the high possibility of obtaining more material assets among Asians. 

Based on the aforementioned information, we expect that: 

H I :  T h e r e  w i l l  b e  d i f f e r e n c e s  b e t w e e n  N o r t h  A m e r i c a  a n d  E a s t  A s i a  i n  
levels of materialism. That is, East Asian consumers are more 
materialistic than North American consumers. 

More specifically, it has been reported that Canada's economy has improved at a 

steady pace. This economic trend may be reflected in consumption among Canadians. 

One interesting consumption trend that has recently emerged in the Canadian market is 
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that Canadian consumers are willing to pay premium prices for new luxury products 

(Stanger, 2003). Such information indicates that Canadian consumers tend to value 

materialism. When comparing Canadians and Americans in terms of levels of 

materialism, there is not enough evidence to show that one is more materialistic than the 

other. In addition, since Americans and Australians are both considered Westerners, 

Clarke and Micken (2002) recently found that there were no statistically significant 

differences between American and Australian college students in terms of levels of 

materialism. Therefore, 

Hla: Within the North American region, there will be no significant 
differences between American and Canadian consumers in levels of 
materialism. 

In past two decades, we have witnessed economic growth in China since its open-door 

policy, which invited many imports and foreign investments into the country. China has 

literally transformed itself from socialism to capitalism, truing its country in a market 

economy. Capitalist ideology includes the values of wealth and power (Christensen, 

1994; Li, 1992). This ideology encourages acquisition of wealth by any means and 

freedom to make profit (McClosky & Zaller, 1984). Thus, it is likely to becomes a motive 

for Chinese individuals in pursuit of inequality, individuals freedom, and private 

ownership. Recently, Cheung and Kwok (1999) found that capitalism is a basic value 

held among Chinese college students from Mainland China. In addition, China has 

undergone dramatic cultural change in its pursuit of "four modernizations" (Pollay, Tse, 

& Wang, 1990). The emergent of commercials radically change both the demand and 

prospect for economic developments (Pollay, Tse, & Wang, 1990). Belk and Zhou (1987) 
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state that the emergent of advertising also encourages consumers' desire to acquire and 

possess more material objects, along with the new ideology, preaching that "to get rich is 

glorious" (Schell, 1984). Thais, on the other hand, has exposed to westernization and 

modemization longer than Chinese consumers. Thus, it is likely that Chinese consumers 

are more materialistic than Thai counterparts. Thus, 

Hlb: Within the East Asian region, there will be differences between Thai 
and Chinese consumers in levels of materialism. That is, Chinese 
consumers are more materialistic than Thai consumers. 

4.5.2 Country and Triandis's Typology of IndividuaHsm and Collectivism 

Individualism is more pronounced in North American region whereas 

collectivism is more favored in East Asian region. Findings related to horizontal and 

vertical individualism have been reported, albeit inconsistent, with American consumers 

(Chiou, 2001; Nelson & Shavitt, 2002; Triandis & Gelfand, 1998). Likewise, we 

expected that Canadian consumers tend to possess different level of horizontal and 

vertical individualism when compared to East Asian countries. Likewise, Thai and 

Chinese consumers are also anticipated to possess different level of horizontal and 

vertical collectivism as compared to North American countries. Hence: 

H2: There will be differences between North America and East Asia in 
levels of horizontal versus vertical individualism and collectivism. That is, 
North American consumers are more likely to value horizontal and 
vertical individualism than East Asian consumers. Likewise, East Asian 
consumers are more likely to value horizontal and vertical collectivism 
than North American consumers. 
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4.5.2.1 North America and Triandis's Typology of Individuahsm and 

Collectivism 

According to Hofstede (1980, 1991), the United States and Canada scored very 

high on the individualistic index (EDV); 91 for the United States and 80 for Canada (out 

of 100 possible points), ranking then in first and fourth place, respectively, out of fifty 

nations included in the survey. Thus, the United States and Canada are individualistic 

cultures. In addition, based on Hofstede's scores, this implies that the United States is 

more individualist than Canada. 

In addition, Triandis (1998) suggests that Hofstede's power distance dimension of 

cultural values can be utilized to distinguish between horizontal and vertical relations. 

Power distance reflects the degree to which an individual perceives a great distance 

between people in the upper strata and those in the lower strata of society. Triandis 

further suggests that cultures that emphasize horizontal relations are low in power 

distance whereas cultures that emphasize vertical relations are high in power distance. 

Based on Hofstede's (1984) study, the United States scored 40 (out of 100 possible 

points) whereas Canada scored 39 on this power distance dimension. These results may 

indicate that horizontal individualism should be most valued in both the United States 

and Canada. 

In addition, among Canadian consumers, the equalization philosophy has been 

widely recognized and valued since 1980s. The equaUzation has initiated in 1957 and 

enshrined in the constitution in 1982. Canada's equalization transfer program has 

emphasized on enabling all provinces to provide "reasonably comparable levels of public 
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services at reasonably comparable levels of taxation" (Laurent & Vaillancourt, 2002, p. 

204). This equalization philosophy has reflected in Canada's tax system that attempt to 

shortened the disparity between richer and poorer provinces. Such practices have 

benefited many Canadians, particularly in terms of medical expenses (Shapero, 2004). 

Related to horizontal and vertical individualism among Americans, studies 

revealed mixed results. Some studies revealed that American consumers most valued 

horizontal individualism (Chiou, 2001; Triandis, 1995), whereas the others reported that 

vertical individualism is most favored among Americans (Nelson & Shavitt, 2002; 

SingeUs et al., 1995; Triandis & Gelfand, 1998). In addition, Triandis and his colleagues 

(Singelis et al., 1995; Triandis, 1995; Triandis and Gelfand, 1998) and several researchers 

(Chiou, 2001; Nelson & Shavitt, 2002; Soh & Leong, 2002) empirically reported the 

existence of these four cultural patterns of horizontal versus vertical individualism and 

collectivism in many countries such as the United States, Korea, Taiwan, Singapore. For 

example, Chiou (2001) reported that among American participants, the value of 

horizontal collectivism and vertical collectivism was not statistically significant. That is, 

these two values of horizontal and vertical collectivism tend to be valued equally among 

American consumers. Hence: 

H3: Within the North American region, there will be significant 
differences between American and Canadian consumers in levels of 
horizontal individualism and vertical individualism. That is, Canadian 
consumers are more likely to value horizontal individualism than 
American consumers. Likewise, American consumers are more likely to 
value vertical individualism than Canadian consumers. However, there 
will be no significant differences between American and Canadian 
consumers in levels of horizontal and vertical collectivism. 
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4.5.2.1.1 The United States and Triandis's Typology of Individualism and 

Collectivism 

Cross-cultural researchers argue that the United States tends to favor vertical 

individualism because it tends to aspire towards financial success (Markus & Kitiyama, 

1991; Triandis, 1995; Weldon, 1984). Individuals' financial success maybe reflected in a 

sense of competition. In fact, de Mooij (1998) states that Americans perceive the display 

of their success as the natural thing to do; thus, they tend to communicate, share, and 

display their success to others. A number of researchers have responded to this argument 

and empirically report that the United States values horizontal individualism most, then 

vertical individualism, whereas horizontal and vertical collectivism are equally favored 

(Chiou, 2001; Triandis, Chen, & Chan, 1998). In addition, the concept of equality that 

has been instilled in American children since an early age is the notion that "all men are 

created equal." Such a notion may have been carried along as a deep belief among 

American people in terms of equality. This research also contends that among American 

people, the value of vertical individualism should come before the values of horizontal 

and vertical collectivism. This may due to the competitive nature of American people. 

Thus: 

H3a: Within American culture, there will be significant differences in 
terms of horizontal versus vertical individualism and collectivism. That is, 
American consumers are most likely to favor horizontal individualism. 

4.5.2.1.2 Canada and Triandis's Typology of Individualism and Collectivism 

Although Canadians value individualism, they also tend to value cooperation, 

compassion, warm relationships, modesty, caring for the weak, and quality of life 
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(Robison & Venieris, 1996). According to Hofstede (1984), Canada rates low on power 

distance as a cultural dimension, indicating that Canadians tend to value horizontal 

individualism. In addition, Kabanoff (1997) classifies Canada as a horizontal 

individualistic culture because Canadian people tend to emphasize individual rights, self-

determination, the pursuit of self-interest, and equality, while the values of 

authoritarianism and leadership are de-emphasized (Kemmelmeier et al., 2003). 

Therefore: 

H3b: Within Canadian culture, there will be significant differences in 
terms of horizontal versus vertical individualism and collectivism. That is, 
Canadian consumers are most likely to favor horizontal individualism. 

4.5.2.2 East Asia and Triandis's Typology of Individualism and Collectivism 

In Hofstede's (1980, 1991) report, it is indicated that Thailand had very low 

scores on the individualism index (IND): 20 out of 100 possible points. Based on 

Hofstede's cultural level of analysis, this information implies that Thailand is a 

collectivist cultures. In addition, as mentioned, Hofstede's power distance dimension of 

cultural values can be utilized to classify countries related to horizontal and vertical 

relations (Triandis, 1998). Based on Hofstede's (1984) study, Thailand scored 64 (out of 

100 possible points) on this power distance dimension. Such information may indicate 

that vertical collectivism should be most valued in Thailand. 

Since Confucianism has been found in many collectivist cultures, such as 

Thailand (Kim, 1993), this implies that any cultures that value Confucianism tend to be 

collectivist cultures. According to Confucianism, one needs to define his/her relationship 
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with others in a social circle (Saari, 1982). China is one of the many Asian countries that 

Confucianism has been instilled into from an early age through educational systems and 

family. Thus, Chinese culture is a collectivist culture in which the values of in-group 

relationships and interdependence are highly regarded (Hofstede, 1980; Markus & 

Kitiyama, 1991). Triandis (1998) suggests that the sense of vertical relations is also 

recognized among Chinese people. He describes a traditional Chinese dining situation in 

which food must be served first to the oldest male, while the youngest female is served 

last. Thus, it may be implied that Chinese culture is vertically collectivist. However, 

when comparing these two East Asian countries, Thailand and China, among Thai 

consumers, hierarchical (vertical) philosophy tends to be deeply rooted because of the 

monarchy system that has been existed in Thai culture. Such philosophy may be strongly 

valued among Thais, which subsequently may be reflected in many Thais' behaviors. 

Likewise, although the open doors policy has created a dramatic impact on Chinese's 

economy, the horizontal philosophy may be still widely held in today's Chinese society. 

In addition, we argue that collectivism seems to be more pronounced in these two Asian 

countries (i.e., Thailand and China) as compared to individualism. Furthermore, there is 

insufficient theoretical evidence to predict these two East Asian countries related to 

horizontal versus vertical individualism. We expect that; 

H4: Within the East Asian region, there will be significant differences 

between Thai and Chinese consumers in levels of horizontal collectivism 
and vertical collectivism. That is, Thai consumers are more likely to value 
vertical collectivism than Chinese consumers. Likewise, Chinese 
consumers are more likely to value horizontal collectivism than Thai 
consumers. However, there will be no significant differences between Thai 
and Chinese consumers in levels of horizontal and vertical individualism. 
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4.5.2.2.1 Thailand and Triandis's Typology of Individualism and Collectivism 

Although Thailand is viewed as a collectivist country, several scholars have 

argued that individualism does exist in Thai culture (Suphab, 1975; Punyapiroje, 2002; 

Waterman, 1984). Due to high scores in the power distance and feminine cultural 

dimensions (Hofstede, 1980), Kabanoff (1997) classified Thailand as a vertical 

collectivist culture. According to Komin (1991) and Cooper (1991), Thailand has been 

characterized by a tight hierarchical social system or hierarchical rigidity. Ketudat (199) 

explained that, among Thai people, their sense of hierarchy has its roots in Thai history, 

when the monarchy was structured around the concept of a god and king. Since that time, 

Thailand's political culture and social organizations have been characterized by steep 

hierarchical social arrangements (Chirapravati, 1996). In addition, Moerman (1965), an 

anthropologist, stated "Younger-elder, child-parent, layman-priest, peasant-official [the] 

bonds between inferior and superior compose the family, the village, and the nation. In 

return for the service and respect of his subordinate, the superior gives protection and 

leadership" (p. 34). Such hierarchical rigidity is reflected in much of Thailand's 

advertising which emphasizes status. In addition, the complexity of the Thai hierarchy is 

"reflected in the elaborate system of pronounciations which exist in the Thai language to 

enable a person in any situation to show just the right amount of respect, deference, and 

intimacy" (Fieg, 1989, p. 21). For example, the word pi is used when person A refers to 

person B who is older and deserves more respect; in contrast, nong is used when person 

B refers to person A who is younger but deserves the same respect. Hence: 
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H4a: Within Thai culture, there will be significant differences in terms of 
horizontal versus vertical individualism and collectivism. That is, Thai 
consumers are most likely to favor vertical collectivism. 

4.5.2.2.2 China and Triandis's Typology of Individualism and Collectivism 

Although, China has undergone over the past forty years "significant internal 

changes, along with the external globalization movement" (Zhang & Harwood, 2004, p. 

157), the collectivist sentiments of the socialist ideology are still strongly held among the 

Chinese (Komai, 1985). Several scholars have noted that Maoist radical socialism has, by 

and large, created the most impact on Chinese traditional collectivist and egalitarian 

orientations (Fairbank, 1987; Meindl, Hunt, & Lee, 1989). Triandis (1998) suggests that 

traditional Chinese culture was vertically oriented. He describes a situation during the 

famine where people received food based on a pecking order; the oldest males were 

served first and the youngest females were served last. However, we suggest that such 

traditional food serving is still prevalent in modem Chinese culture. This may due partly 

to the Chinese concept of respect for the elderly, as well as, respect for the males in the 

household. In addition, Chen, Meindl, and Hunt (1997) reported that Chinese students 

who valued vertical collectivism were likely to have a positive attitude toward a reform 

that promotes reward allocation. Such reward allocation may be seen as a way to support 

the modem Chinese lifestyle. Thus, 

H4b: Within Chinese culture, there will be significant differences in terms 
of horizontal versus vertical individualism and collectivism. That is, 
Chinese consumers are most likely to favor vertical collectivism. 
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4.5.3 Materialism, Individualism, and Collectivism 

Highly materialistic individuals are likely to value expensive products that convey 

prestige and signify social status as well as appearance (Webster & Beatty, 1997). These 

objectives are similar to those who highly regard conspicuous possessions (Wong, 1997). 

Since many East Asian individuals are concerned with maintaining and keeping face in 

the eyes of others, they may be more likely to consume many "visible" items with more 

emphasis on the public self than the private self To support this notion, Webster and 

Beatty (1997) reported a strong positive relationship between the public self and 

conspicuous consumption among Thais as compared to Americans. Thus, one may argue 

that materialism should be positively correlated with collectivism. 

However, from a theoretical standpoint, competition and personal achievement 

are highly emphasized among individualistic people. These values correspond to the 

objectives of those with high levels of conspicuous consumption, in which consumption 

of visible, luxury products is viewed as a reflection of personal success and achievement 

(Wong, 1997). Based on a sample of American students, Wong further found a positive 

relationship between materialism and individualism. 

In addition, people who value equality (or horizontal individualism and/or 

collectivism) may not be "interested in becoming distinguished and in having high status" 

(Triandis & Gelfand, 1998, p. 119) because having high status may signal a sense of 

inequality which would differentiate them from others. On the other hand, those who 

value hierarchy (or vertical individualism and/or collectivism) want to be distinguished 

and acquire status (Triandis & Gelfand, 1998), which they may view as an indication of 
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prestige, power, and authority. Based on this information, it is expected that individuals 

with vertical values have a tendency to be materialistic. However, relationships between 

materialism and individualism-collectivism revealed inconsistent arguments and results. 

In addition, as mentioned earlier, some researchers have reported that the United 

States and Canada tend to be horizontal individualistic cultures whereas the other have 

revealed that the United States tend to be vertical individualistic culture. In addition, 

researchers have argued that individualism may not be compatible with the concept of 

inequality (Kemmelmeier et al., 2003); thus, we expect that 

H5: Within the North America region, there will be no significant 
differences in terms of relationships between materialism and horizontal 
individualism. However, there will be significant difference in terms of 
relationship between materialism and vertical individualism. 

Specifically, 

H5a: Within American culture, there will be no significant differences in 
terms of relationships between materialism and horizontal individualism. 
However, there will be significant difference in terms of relationship 
between materialism and vertical individualism. 

H5b: Within Canadian culture, there will be no significant differences in 
terms of relationships between materialism and horizontal individualism. 
However, there will be significant difference in terms of relationship 
between materialism and vertical individualism. 

As discussed earlier, Thailand and China tend to be vertical collectivist cultures. 

We also anticipated that horizontal collectivism may be more pronounced in Chinese 

culture than in Thai culture. Although Webster and Beatty (1997) argue that materialism 

may be positively associated with collectivism, a number of empirical reports reveal an 

opposite finding. For example, Wong (1997) found that materialism is positively 
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correlated with individualism. In addition, Burroughs and Rindfleisch (2002) reported a 

negative relationship between materialism and collective-oriented values of family, 

religion, and community. Thus, 

H6: Within the East Asian region, there will be no significant differences 
in terms of relationships between materialism and horizontal or vertical 
collectivism. 

Specifically, 

H6a: Within Thai culture, there will be no significant differences in terms 
of relationships between materialism and horizontal or vertical 
collectivism. 

H6b: Within Chinese culture, there will be no significant differences in 
terms of relationships between materialism and horizontal or vertical 
collectivism. 

4.5.4 Materialism and Price Perception 

Several researchers have reported that highly materialistic individuals are likely to 

consume products that are associated with status, prestige, and appearance (Foumier & 

Richins, 1991; Richins, 1994; Richins & Dawson, 1992); thus, they may react favorably 

toward a symbolic role of price. These materialistic individuals may also react favorably 

toward price in its functional role. The concept of transaction utility (Thaler, 1985) 

explains that when these people shop, they not only emphasize acquisition utility but also 

transaction utility in obtaining goods. In addition, adaptation level theory (Helson, 1964) 

helps to explain how these materialistic people may carry adaptation level prices with 

them for a certain product and use these to compare current market prices. As a result. 
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they are hkely to assign the price of a product an abstract meaning such as cheap, low, or 

high (Monroe, 1979) which may help them remember the price of a product better. 

By definition, materialism may address the question of why people crave 

possessions that are either related to or unrelated to status. This feeling of possessiveness 

may cause these materialistic individuals to react favorably towards a functional role of 

price (such as sale consciousness, price consciousness, and value consciousness) because 

these perceived price dimensions tend to translate into ownership in terms of quantity of 

material possessions. In addition, the results from study one confirm that materialism has 

a positive influence on both symbolic (prestige sensitivity) and functional (value 

consciousness) roles of price. Therefore; 

H7: Regardless of levels of analysis, materialism will influence 
consumers' price perception. Specifically, highly materialistic individuals 
are expected to have favorable perceptions toward both a) symbolic and 
b) functional roles of price. 

4.5.5 hidividuahsm, Collectivism, and Price Perception 

Those who value individualism tend to share similar objectives as those who 

value conspicuous consumption (Wong, 1997). Preliminary results from study one also 

support the positive relationship between individualism and prestige sensitivity (the 

symbolic role of price). That is, individualism positively influenced consumers' 

perceived symbolic role of price in terms of prestige sensitivity. 

Although previous researcher argues that these individualistic individuals tend to 

be rational and tend to engage in cost-benefit analysis related to relationships they want 

to establish with others (Schwartz, 1992), as such, they may apply such strategies when 
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engaging in consumption situations, our preliminary results from study one revealed that 

those with highly individualism are less likely to react favorably towards the functional 

role of price in terms of value consciousness. 

In contrast, collectivists value harmony and in-group relationships (Hofstede, 

1980). Additionally, collectivists prefer to be involved with activities that promote social-

group esteem (Triandis, 1986). The findings of study one revealed that highly collectivist 

individuals expressed unfavorable perceptions toward the prestige sensitivity cue of the 

symbolic role of price. These collectivists were less likely to react with favorable 

perceptions toward prestige sensitivity cues of price that signal prestige and/or 

achievement because purchasing and consuming such products may alienate them from 

their social circle. In addition, Jin and Stemquist (2003) report that Koreans, who live in a 

collectivist culture, displayed lower levels of prestige sensitivity toward the symbolic role 

of price than American counterparts, an individualistic culture. They explain that other-

focused societies such as Korea tend to focus on harmony and the alignment of one 

person's actions with those of others (Aaker & Williams, 1998). Thus, collectivist 

individuals may be concerned with how others view their purchases. 

Taylor and Radmon (2000) stated that collectivism is an outgrowth of 

Confucianism. According to Confucian philosophy, a society is structured hierarchically 

and is composed of superiors and subordinates. Members live moderately in order to 

maintain harmony with others (Hyun, 2001). In addition, in Confucian thought, virtuous 

individuals are thrifty and do not waste money. Gong (2000) suggested that, among those 

who value Confucianism, buying a product that costs more than it is actually worth is 
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considered shameful. Thus, it is expected that collectivists are likely to place a great 

emphasis on value- and/or price-consciousness, and/or sale proneness in a functional role 

of price when making their consumption decisions. In addition, the results from study one 

showed that collectivism positively influenced consumers' price perception toward a 

functional role of price in terms of value consciousness. 

The horizontal and vertical dimensions of individualism-collectivism may have an 

impact on consumers' perceived price roles in that an individual with the value of 

equality (horizontal) may be less likely to react favorably toward the prestige sensitivity 

dimension of a hedonic role of price. They may feel that buying high-priced products 

may create a sense of inequality when they compare themselves with those who cannot 

afford to pay for high-ticket items. However, these horizontal individuals may be more 

likely to react favorably toward sale-, price-, and/or value-consciousness dimensions of a 

functional role of price because they will feel that others can afford to buy products at 

those prices as well, encouraging them to search for such products. 

Those who value hierarchy (vertical) may react favorably towards the prestige 

sensitivity dimension of a symbolic role of price because buying high-priced products 

associated with prestige may signal to them a sense of superiority. At the same time, they 

may also react positively towards a functional role of price. It may be that sales and/or 

low prices may translate into the feeling of obtaining more products than others among 

them with hierarchical values. In this case, a sense of superiority over others may also 

result. 
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Since the United States and Canada placed very high on the individualism index 

(IDV) (Hofstede, 1980, 1991), this implies that these two countries are very 

individualistic. Thus, it is believed that individualism plays an important role in shaping 

American and Canadian individuals' consumption behaviors. In addition, results from 

study one reveal that individualism has a positive impact on consumers' perceived price 

in its symbolic, but a negative impact on the functional roles. However, there is a lack of 

theoretical evidence related to the impact of horizontal and vertical relations on price 

perception. Therefore, we propose the next hypothesis based on theoretical and empirical 

support obtained from study one. Therefore, 

H8: Within the North America regions, horizontal and vertical 
individualism will influence consumers 'priceperception. Specifically, 
highly horizontal and vertically individualistic individuals are expected to 
have a) favorable perceptions toward symbolic, but b) unfavorably 
perceptions toward functional roles ofprice. 

Specifically, 

H8a: Within American culture, horizontal and vertical individualism will 
influence consumers 'priceperception. Specifically, highly horizontal and 
vertically individualistic individuals are expected to have a) favorable 
perceptions toward symbolic, but b) unfavorably perceptions toward 
functional roles of price. 

H8b: Within Canadian culture, horizontal and vertical individualism will 
influence consumers 'priceperception. Specifically, highly horizontal and 
vertically individualistic individuals are expected to have a) favorable 
perceptions toward symbolic, but b) unfavorably perceptions toward 
functional roles of price. 

hi addition, based on Hofstede's (1980, 1991) report, East Asian countries such 

as Thailand and China are very collectivistic. In addition, Confucianism plays an 
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important role in many Asian cultures (Kim, 1994, 1996). The results from study one 

show that collectivism has a negative impact on consumers' perceived symbolic role of 

price, but a positive impact on consumers' perceived functional role of price. However, 

there is a lack of theoretical evidence related to the impact of horizontal and vertical 

relations on consumers' price perception. The next hypothesis centers on theoretical and 

empirical support for the influence of collectivism on consumers' price perceptions. 

Thus, a more general hypothesis is suggested: 

H9: Within the East Asian region, horizontal and vertical collectivism will 
influence consumers 'priceperception. Specifically, highly horizontal and 
vertically collectivist individuals are expected to have a) unfavorable 
perceptions toward symbolic, but b) favorably perceptions toward 
functional roles of price. 

Specifically, 

H9a: Within Thai culture, horizontal and vertical collectivism will 
influence consumers 'priceperception. Specifically, highly horizontal and 
vertically collectivist individuals are expected to have a) unfavorable 
perceptions toward symbolic, but b) favorably perceptions toward 
functional roles of price. 

H9b: Within Chinese culture, horizontal and vertical collectivism will 
influence consumers 'priceperception. Specifically, highly horizontal and 
vertically collectivist individuals are expected to have a) unfavorable 
perceptions toward symbolic, but b) favorably perceptions toward 
functional roles of price. 

4.5.6 Price Perception and Ongoing Search 

As mentioned previously, ongoing search behavior occurs without problem-

related consumption. That is, this type of search behavior is recreational and occurs 

constantly. Results from study one reported that consumers' two different perceived roles 
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of price positively influenced consumers' ongoing search behavior. Despite an ongoing 

search that occurs in a physical context, ongoing search (e.g., browsing) can also occur in 

the virtual world (Hoffman & Novak, 1996; Moe, 2003). According to Peterson and 

Merino (2003), consumers continue to use the Internet as an information channel for 

products and/or services. In addition, based on results from the pilot study, it is expected 

that: 

HIO: Regardless  o f  leve ls  o f  analys is ,  consumers  ' favorable  percept ions  toward 
the symbolic and functional roles ofprice will positively influence consumers' 
ongoing search behavior in both a) physical and b) virtual environments. 

4.5.7 Ongoing Search and Actual Shopping Behavior 

Many marketers/retailers around the world have recognized both the utilitarian 

and hedonic aspects of shopping. Thus, shopping malls around the world have integrated 

these aspects of shopping into their malls. These formats include, but are not limited to, 

specialty and department stores, boutiques, restaurants, fast-food outlets, and movie 

theaters. Many consumers around the world seem to have one thing in common - they 

tend to utilize shopping malls as socialization places where they can meet and "hang out" 

with friends and family. Thus, it is likely that ongoing search activities (browsing) tend to 

occur, which in turn is expected to influence their actual shopping behavior. This search 

information stage has been considered the most important in affecting consumers' 

decisions (Wilkie & Dickson, 1985). Wilkie and Dickson (1985) suggest the importance 

of this information search stage, nothing that "[the] information search represents the 

primary stage at which marketing can provide information and influence consumers' 

decisions" (p. 85). 
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Regarding an ongoing online search, consumers are likely to use information 

gained from an ongoing online search to increase future shopping efficiency. Such future 

shopping efficiency may occur either in a physical or virtual context, hi addition, a 

number of studies reveal that more than 65% of those who use the Internet to perform 

activities such as browsing, researching, or comparing products online, those are less 

likely to use the Internet as a transactional channel (eMarketer, 2000). Cooperstein and 

colleagues (1999) report that the online conversion rates are less than 2% for 

approximately 70% of the commercial web sites surveyed and that typically vary from 

1% to 4%. This means that those who use the Internet as an informational channel are 

less likely to abandon their shopping carts before an actual online purchase occurred. 

Recently, Shim, Eastlick, and Lotz (2004) conduced a nationwide survey across 

the United States and reported that 54% of those who search information about apparel at 

brick-and-mortar stores are likely to purchase apparel products at brick-and-mortar stores 

(i.e., physical/physical search-purchase strategy). In addition, they found an equal 

number (17%) of those who conducted cross/physical search-purchase strategy and 

cross/cross search-purchase strategy for apparel products. Although, a number of studies 

have report that online search information behavior is a major predictor of online 

purchase (Shim et al., 2001; Watchravesringkan & Shim, 2003). These studies employed 

intention to search and purchase rather than actual search and purchase behaviors as a 

proxy to capture consumers' action. Thus; 



161 

Hll :  Regardless  o f  leve ls  o f  analys is ,  consumers '  phys ical  ongoing  search  
behavior will positively influence consumers' actual purchase in a 
physical environment (i.e., shopping mall) whereas there will be no 
relationship between consumers' virtual ongoing search and actual 
purchase in a physical environments. 

HI 2: Regardless of levels of analysis, there will be no significant 
relationship between consumers 'physical and virtual ongoing search 
behaviors and their actual shopping behaviors in a virtual environment. 

4.6 METHODOLOGY 

In cross-cultural study, the equivalence of constructs, samples, and measurement 

across cultures must be addressed empirically to ensure comparability (Douglas & Craig, 

1983). In addition, to establish the cross-national reliability and validity of items used to 

measure theoretical constructs, researchers are required to assess three types of 

equivalence: translation equivalence, calibration equivalence, and metric equivalence 

(Mullen, 1995). Translation equivalence addresses whether a construct can be measured 

by the same items in different countries, whereas calibration equivalence addresses 

whether the units of measures are the same in different countries. Translation and 

calibration equivalences provide the evidence that instruments reflect their original 

meaning after translation. In addition, these two types of equivalences determine the 

construct equivalence. Metric equivalence refers to correspondence of samples and 

measurements in cross-cultural research. Metric equivalence is performed to assess the 

psychometric properties (i.e., measurement equivalence) of cross-national measures. 

Measurement equivalence addresses whether the same models hold across different 
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populations. Metric equivalence will be assessed through sampling method and the 

statistical analysis. 

4.6.1 Questionnaire Development 

A structured questionnaire was developed for this study. The questionnaire was 

first developed in English. The English version was used in the United States and 

Canada. For non-English counties (Thailand and China), the materials were translated 

into the respective national language. These Thai and Chinese versions of the 

questionnaires were then back-translated into English by native speakers (Thai and 

Chinese, respectively) to ensure translation accuracy (Brislin, 1980). 

4.6.2 Sampling and Procedure 

For this current study, the data were collected during the month of October, 2004 

from four different countries: the United States, Canada, Thailand, and the People's 

Republic of China. The United States and Canada represent North America because of 

similarities in values. In both countries, individualism is highly emphasized. Likewise, 

Thailand and China represent East Asia, where collectivism tends to be favored. In 

addition, these East Asian countries are transforming themselves into industrialized and 

capitalistic nations because of the influence of Western urbanization and modernization 

(Hyun, 2001; Kim, 1994). 

A convenience sample using undergraduate students who are at least 18 years old 

will be employed across four countries. There are several reasons for using students. 

First, students tend to provide a homogenous sample; i.e., many extraneous variables 

such as age, education, and shopping behavior can be controlled, which is desirable for 
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theory testing (Calder et al., 1981; Malpass & Poortinga, 1986). Second, as Mullen 

(1995) states, testing for marketing universals requires a matched sample (i.e., sampling 

equivalence) with each country; thus, we choose college students because we want to 

assure a matched sample across countries (Douglas & Craig, 1983; Jin & Stemquist, 

2003; Parameswaran & Yaprak, 1987). Although this sampling frame cannot be viewed 

as nationally representative, it can constitute comparable populations by maximizing the 

equivalence of sampling groups, thereby focusing on cross-cultural differences 

(Netemeyer, Durvasula, & Lichtenstein, 1991; Osgood, May, & Miron, 1975). Hofstede 

and Bond (1988) also contend that, for cross-cultural researchers, ensuring a matched 

sample through the use of students is superior to the risk of extraneous variables through 

national samples. Finally, in China in particular, this age cohort may represent the first 

generation of post-Communist consumers who are likely to be a market-savvy segment. 

However, using student sample also posted some limitations. First, students are 

not representing the national population, thus, results interpreted from using student 

sample need to be cautious. Second, results obtained using students cannot be 

generalized across population in that culture. 

To ensure the equivalence of samples, data were collected from major cities in 

each country. That is, the United States sample was collected from the University of 

Arizona which is in Tucson; the Canadian sample was collected from George Brown 

College which is in Toronto; the Thai sample was collected from Burapa University 

which is located in Chonburi; and the Chinese sample was collected from Tianging 

Beijing University which is in Beijing. 
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A self-administered questionnaire was utilized though undergraduate business-

related classes in four countries. The context of apparel will be used as the focus of this 

study because it is a product with which students have experience and can be associated 

with both status and value (Richins, 1994). 

We distributed approximately 230 questionnaires in each country. We anticipated 

the total final sample size would comprise of 920 responses. This estimated sample size 

was calculated to meet the objective of this study which is to cross-cultural validate this 

hierarchical model, therefore, to reduce the risk of drawing erroneous conclusions, the 

sample size obtained fi:om each country should not be less than 200 (Boomsma, 1982). 

After data collection in each country was complete, we eliminated responses that were 

not usable. Therefore, the total final sample size was comprised of 806 responses (192 

responses fi-om the United States, 158 responses from Canada, 248 responses from 

Thailand, and 208 responses firom China, respectively). 

4.6.3 Measures 

Table 6 summarizes the major constructs that are utilized in study two. There are 

two major constructs: exogenous and endogenous. Exogenous constructs include 

materialism, horizontal versus vertical individualism and collectivism whereas 

endogenous constructs include consumers' perceived different roles of price, physical 

versus virtual ongoing search behavior, and physical versus virtual shopping behavior. 

4.6.3.1 Exogenous Variables 

4.6.3.1.1 Materialism 
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Materialism was operationalized using Richins and Dawson's (1992) Materialism 

Value-Oriented Scale consisting of 18 items. As discussed in Chapter Three, the scale 

consists of three dimensions represented by multiple items: 1) acquisition centrality, 2) 

possessions in defining success, and 3) possessions as the pursuit of happiness. This scale 

has gone through numerous reliability and validity checks which have been reported on 

in the literature, and has been widely employed in measuring materialism (Richins, 1987; 

Richins & Dawson, 1990, 1992). A 7-point Likert scale will be used to measure the 

participants' level of agreement with each statement where 1 = "strongly disagree" and 7 

= "strongly agree." (See Appendix A.) 

4.6.3.1.2 Horizontal versus Vertical Individualism and Collectivism 

A horizontal versus vertical individualism-collectivism scale was adopted from 

Singelis et al. (1995) and will consist of 32 items. As discussed in Chapter Three, the 

scale consists of four cultural patterns with eight items in each: 1) horizontal 

individualism, 2) vertical individualism, 3) horizontal collectivism, and 4) vertical 

collectivism. This scale has gone through numerous reliability and validity checks, which 

have been reported on in the literature (Chiou, 2001; Singelis et al., 1995; Soh & Leong, 

2002; Triandis & Gelfand, 1998). A 7-point Likert scale will be used to measure the 

participants' level of agreement with each statement where 1 = "strongly disagree" and 7 

= "strongly agree." (See Appendix A.) 

4.6.3.2 Endogenous Variables 

4.6.3.2.1 Consumers' Price Perception 
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Consumers' price perception was adapted from Lichtenstein et al.'s (1993) scale 

consisting of 37 items. The coupon proneness dimension, which represents the functional 

role of price, was not be included in this current study because using a coupon when 

shopping for apparel products is uncommon in some societies, such as Thailand. For 

consistency, this dimension was not incorporated into the final scale. Thus, the final scale 

consists of two dimensions representing the symbolic role of price and three dimensions 

representing the functional role of price: 1) prestige/quality scheme, 2) prestige 

sensitivity, 3) value consciousness, 4) price consciousness, and 5) sale proneness. This 

scale has gone through numerous reliability and validity checks which have been reported 

on in the literature (Moore et al., 2003; Lichtenstein et al., 1993; Jin & Stemquist, 2003; 

Zhou & Nakamoto, 2001). A 7-point Likert scale was used to measurement the 

participants' level of agreement with each statement where 1 = "strongly disagree" and 7 

= "strongly agree." (See Appendix A.) 

4.6.3.2.2 Consumers' Ongoing Search Behavior 

The scale measuring consumers' ongoing search behavior was comprised of six 

items. Four items were adopted fi:om Bloch et al. (1986) and two remaining items were 

developed by the researchers regarding ongoing search behavior via retailers' web sites. 

The World Wide Web has become an important source of information that consumers use 

to perform search activities such as browsing; thus, it is very important to include items 

capturing this activity. A 7-point Likert scale was used to measure the participants' level 

of agreement with each statement where 1 - "very infi-equently" and 7 = "very 

frequently." (See Appendix A.) 
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4.6.3.2.3 Actual Shopping Behavior 

This scale is developed by the researchers and consists of three items; shopping at 

department stores (e.g., Macy's, Dillard's), shopping at specialty stores (e.g.. The Gap, 

Guess), and shopping on the Internet. A 7-point Likert scale was used to measure the 

participants' level of agreement with each statement where 1 = "never" and 7 = "very 

often." (See Appendix A.) 

Table 6: Sources of Exogenous and Endogenous Constructs 

Constructs Conceptualization Examples Literature 
Source(S) 

Exogenous Variables 

Materialism The importance that Success Richins & 
attaches to the - "I admire people who own Dawson 
acquisition and expensive homes, cars, and (1992) 
possession of material clothes" 
objects. 

Centrality 
- "I usually buy only things I 
need" 

Happiness 
- "I have all things I really 
need to enjoy life" 

Horizontal vs The importance one Horizontal individualism Singelis et 
vertical sees and accepts - "I enjoy being unique and al. (1995) 
individualism & himself/herself as different from others in many 
collectivism different/unequal or way" 

same/equal with 
members of the in- Vertical individualism 
group. - "I enjoy working in 

situations involving 
competition with others" 
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Horizontal collectivism 
- "The well-being of my co
workers is important to me" 

Vertical collectivism 
"I would do what 
would please my 
family, even if I 
detested that activity" 

Endogenous Variables 
Price Perception How one believes price 

cues possess different 
roles 

Symbolic Role Lichtenstein 
- "Generally speaking, the et al. (1993) 
higher the price if a product, 
the higher the quality" (Price-
quality schema) 

- "People notice when I buy 
the most expensive brand of 
an apparel product" (Prestige 
sensitivity) 

Functional Role 
- "When purchasing an 
apparel product, I always try 
to maximize the quality I get 
for the money I spent" (Value 
consciousness) 

- "I not wiling to go to extra 
effort to find lower prices" 
(Price consciousness) 

- "Redeeming coupons makes 
me feel good" (Coupon 
proneness) 

- "If a product is on sale, that 
can be a reason for me to buy 
it" (Sale proneness) 
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Ongoing search 
behavior 

The extent to which 
consumers seek 
information without a 
consumption-need 
recognition 

Physical ongoing search 
- "How often do you visit 
clothing stores or 
departments, just to look 
around or get information 
rather than to make a specific 
purchase?" 

Bloch et al. 
(1986) 

Actual shopping 
behavior 

The extent to which 
consumers use a 
specific shopping 
channel to purchase an 
apparel product 

Virtual ongoing search Developed 
- "How often do you visit by 
retail store web sites to researchers 
browse and/or get information 
about apparel products?" 

Physical shopping behavior 
- "When shopping for apparel, 
how often do you shop at 
[department] stores?" 

Virtual shopping behavior 
- "When shopping for apparel, 
how often do you shop on the 
hitemet?" 

Developed 
by 
researchers 

4.6.4 Statistical Analysis 

4.6.4.1 Testing HI through H5 

A series of analysis of variance (ANOVA) and an analysis of variance with 

repeated measures were performed to answer this set of hypotheses. In addition, 

confirmatory factor analysis (CFA) via LISREL is used because this technique allows to 

established measurement equivalence among four populations (The United States, 

Canada, Thailand, and China). Several cross-cultural researchers have suggested that it is 

very important to establish measurement equivalence before examining any cross-cultural 

comparisons (Mullen, 1995; Triandis, 1994). Mullen suggests that measurement 
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equivalence should be diagnosed through multisample analysis. A multismaple analysis 

in LISREL allows one to explore "whether the respondents relate observed measures to 

latent constructs the same way in different populations (Mullen, 1995, p. 581). In 

multicultural research, a researcher must make sure that models are validated across 

populations (Mullen, 1995). Measurement equivalence is achieved when the scale factor 

structure and respondents scores are the same (Myers et al., 2000). 

In this study, three scales (materialism, horizontal versus vertical individualism-

collectivism, consumers' price perception) were subjected to an invariant structure 

confirmatory factor analysis across four groups (The United States, Canada, Thailand, 

and China) using LISREL 8.3 (Joreskog & Sorbom, 1993). Invariance can be assessed 

through different stages followed Mullen's (1995) and Steemkamp and Baumgartner's 

(1998) suggestions. 

1. The first step is to determine whether covariance matrices and mean vectors 

are similar (or invariance) across four countries. In the event that they are 

invariant, then the data can be pooled across the countries and separate 

country analysis need not be performed. However, if this is not the case, then 

configural (or factor structure) invariance model is estimated and will be used 

as the basis for comparing other more restricted models. 

2. Configural invariance 

Configural invariance or factor Structure invariance addressed whether the 

forms of the model are the same. In other words, the number of latent 

constructs is the same for four populations and the same variables loaded on 
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each latent construct. For example, the materialism scale used in this study 

consists of three separated, yet assume to be correlated dimensions. In order to 

established configural invariance cross-nationally, the hypothesized three-

factor correlated model must provide a good fit across four countries. That is, 

items of the scale must exhibit significant non-zero loadings on salinet factors 

and zero loadings on non-salient factors (Horn & McArdle, 1992). For 

example, six-item subscale measuring acquisition as defining success in 

materialism scale must have significant and non-zero loadings on the 

acquisition in defining success factor and zero loadings on the other two 

factors. Therefore, if the fit of this model, based on confirmatory factor 

analysis results, is acceptable, then we can state that the materialism scale has 

the same factor structure cross-nationally and it has configural invariance. 

3. Metric invariance. 

Results firom configural invariance only indicate that the factor structure is 

similar across the countries. However, it does not imply that consumers in 

those countries respond to the items in the same way. A stringer test for 

measurement invariance is to show that the scale has metric invariance. This 

test demonstrates whether cross-cultural consumers responses to various scale 

items can be meaningfully compared. 

Metric invariance can be established by showing that factor loadings of the 

scale items are invariant (or same) cross-culturally. Analogous to beta 

coefficients in regression analysis, the factor loadings show how changes in 
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observed scores are related to corresponding changes in scores of the 

underlying construct. 

4. Scalar invariance 

Mean comparisons on the scale can only be performed if it can be shown that 

the scale exhibits scalar invariance (Meredith, 1993). According to Steenkamp 

and Baumgartner (1998), when scalar invariance exists, then cross-cultural 

differences in means of the observed items can be attributed to differences in 

the underlying scale measures. Scalar invariance will be tested for by 

examining the fit of the model. 

If one follows these stages, then the cross-cultural comparisons provide accurate 

findings. In doing this, one can eliminate the extraneous noise (e.g., social desirability, 

income) that may influence respondents' responses. Therefore, we can compare means 

between (i.e., North America and East Asia) and within (e.g., the United States and 

Canada) cultures on materialism, and horizontal versus vertical individualism-

collectivism. 

4.6.4.2 Testing H6 

Hypothesis 6 predicts relationships among materialism and horizontal 

versus vertical individuahsm-collectivism between and within cultures. This 

specific hypothesis was examined using correlation technique. 

4.6.4.3 Testing H7 through H12 

Hypothesis 6 through hypothesis 12 address the causal relationships from values 

of materialism, horizontal versus vertical individualism-collectivism, to consumers' price 
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perception, to ongoing search, and actual purchase behavior. This cognitive hierarchical 

model of values-price perception-search-purchase behaviors was tested through structural 

equation analysis using LISREL 8.3 (Joreskog & Sorbom, 1993). The LISREL model 

consists of both a structural equation model and a measurement model and uses a 

maximum likelihood estimation technique to derive path coefficients (Bearden, Sharma, 

& Tell, 1982). The measurement model specifies how the latent variables are measured in 

terms of the observed variables whereas the structural equation model specifies the 

relationships among the unobserved constructs. Thus, this technique allows one to 

examine the hypothesized relationships among constructs simultaneously, establishing a 

cognitive hierarchical model. 

4.7 CHAPTER SUMMARY 

This chapter is an extension of study one. We acknowledge and attempt to 

implement several issues that have not been either addressed or examined in study one 

(e.g., measurement equivalence, cross-cultural validations of cognitive hierarchical model 

of values-price perception-search-purchase behaviors). We propose several testable 

hypotheses, as well as, important issues related to methodology in order to answer our 

objectives 

In the subsequent chapter, the statistical results to answer each hypothesis are 

presented. These results include descriptive statistics related to variables in each country, 

confirmatory factor analysis (CFA), exploratory factor analysis, analysis of variance 

(ANOVA) with repeated measure, correlation, and structural equation modeling using 

LISREL. 
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CHAPTER 5 

RESULTS OF STUDY 2 

Chapter 5 presents the results of the statistical analyses that were employed to 

answer each hypothesis proposed in the previous chapter. This chapter first presents an 

overview of the participants' characteristics, followed by descriptive statistics. The 

results of the confirmatory factor analysis (CPA) are then presented. Prior to a two-stage 

approach to structural equation modeling, the results of the exploratory factor analysis for 

variables related to consumers' price perception are addressed. Finally, the results of the 

measurement and structural equation models are presented. In addition, these statistical 

results are presented along with the hypotheses proposed in the previous chapter. 

5.1 PARTICIPANT CHARACTERISTICS 

For the American sample, we eliminated those who indicated that they are of 

Asian and Mexican background due to the likelihood that they may still maintain the 

value of collectivism (Marin & Triandis, 1985, Triandis et al., 1986). Therefore, the 

American data are based on 192 usable responses. This sample was obtained fi-om two 

large Southwestern universities located in Arizona, USA. The American sample consisted 

of twenty-eight percent (54) males and seventy-two percent (137) females; approximately 

forty-seven percent (91) were fi-om upper-class families (earning more than $80,000 

annually). In addition, most of the American participants was either in their "freshman" 
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or "sophomore" year in college (39% and 32%, respectively). The average age of the 

American sample was 19.3 years. 

For the Canadian sample, we employed the same procedures as we used for the 

American sample when selecting usable responses. That is, those who described 

themselves as Asian or Hispanic were eliminated. Thus, the final usable responses for the 

Canadian sample were 158 responses. This sample was collected fi^om a major college 

located in Toronto, Canada. The Canadian sample had a more equal distribution of 

gender. That is, forty-five percent (71) were male, and fifty-five percent were (87) 

female; approximately fifty percent (80) were from middle-class families (earning 

between CDN $30,000-CDN $49,999 and CDN $50,000-CDN $77,999 annually). In 

addition, most of the Canadian participants were either in their "junior" or "senior" year 

(35% and 40%, respectively). The average age of the Canadian sample was 21.6 years. 

The Thai data were collected fi^om a major university in Chonburi, Thailand, and 

were comprised of 248 usable responses. Approximately twenty-eight percent (71) of the 

sample were male, and seventy-one percent (177) were female; almost fifty percent (119) 

were firom upper-low to middle-class families (earning between Bath 120,000 to Bath 

480,000 annually). In addition, most Thai participants were freshmen with an average age 

of 19.2 years. 

The Chinese data were gathered from a major university in Beijing, China and 

were comprised of 208 usable responses. Approximately sixty-three percent (133) were 

male and thirty-six percent (76) were female. Almost sixty-three percent (134) were from 
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low income families (earning less than RMB 10,000 to RMB 23,999 annually). In 

addition, most Chinese participants were sophomore with an average age of 19.86 years. 

Altogether, the final sample was comprised of 806 responses. Of these, 192 

(23.8%) were American, 158 (19.6%) were Canadian, 248 (30.1%) were Thai, and 208 

(25.8%) were Chinese. Thus, 350 responses (43.4%) were obtained from the United 

States and Canada (representing North America) whereas 456 responses (56.6%) were 

obtained from Thailand and China (representing East Asia). Three hundred and twenty-

eight (41%) were male and 477 (59%) were female. The mean age of participants was 

almost identical for the United States and Thailand (19.3 years), and for China (19.9 

years), respectively whereas the Canadian sample's the mean age was higher than for the 

other three samples (21.6 years old). Approximately forty-one percent (333) indicated 

their year at school as freshman and thirty-six percent (290) indicated their year at school 

as sophomore (see Table 7 for a comprehensive profile of the samples). 

Table 7: Participant Characteristics Across Four Countries 

Total The United Canada Thailand China 
States 

Numbers of Participants 806 192 158 248 208 

Gender 
Male 328 54 72 71 

(40.75%) (28.12%) (45.28%) (28.6%) 
477 137 87 177 

(59.25%) (74.14%) (54.72%) (71.4%) 

132 
(63.5%) 

76 
(36.5%) 

Female 

Average age (years) 20.02 19.32 21.63 19.25 19.86 
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Household Income 
l.< $10,000 N/A 18 25" 59'' 59' 

(9.73%) (16.23%) (23.69%) (28.23%) 
2. $10,000 - $23,999 N/A 10 13 41 75 

(5.41%) (8.44%) (16.47%) (35.89%) 
3. $24,000 - $39,999 N/A 28 39 45 40 

(15.14%) (25.32%) (18.07%) (19.14%) 
4. $40,000 - $59,999 N/A 13 41 34 19 

(7.03%) (26.62%) (13.65%) (9.09%) 
5. $60,000 - $79,999 N/A 25 2 26 5 

(13.05%) (1.30%) (10.44%) (2.39%) 
6. > $80,000 N/A 91 34 44 11 

(47.40%) (22.08%) (17.67%) (5.26%) 

lool Year 
Freshman 333 75 7 247 4 

(41.32%) (39.06%) (4.46%) (99.20%) (1.91%) 
Sophomore 290 61 31 2 196 

(35.98%) (31.77%) (19.75%) (0.80%) (93.78%) 
Junior 98 35 56 - 7 

(12.16%) (18.23%) (35.67%) (3.35%) 
Senior 66 21 63 - 2 

(8.19%) (10.94%) (40.13%) (0.96%) 

Note: a: Annual household income for Canada: 1= < CDN $15,000; 2 = CDN $15,000-CDN 
$29,999; 3 = CDN $30,000 - CDN $49,999; 4 = CDN $50,000 - CDN $77,999; 5 = CDN 
$78,000 - CDN $103,999; and 6 = > CDN $104,000 

b: Annual household income for Thailand, 1 = < Bath 120,000; 2 = Bath 120,000 - Bath 
240,000; 3 = Bath 240,001 - Bath 360,000; 4 = Bath 360,001 - Bath 480,000; 5 = Bath 480,001 -
Bath 600,000; and 6 = > Bath 600,000. 

c: Annual household income for China, 1 = < RMB 10,000; 2 = RMB 10,000 to RMB 
23,999; 3 = RMB 24,000 to RMB 39,999; 4 = RMB 40,000 - RMB 59,999; 5 = RMB 60,000 -
RMB 79,999; 6 = > RMB 80,000 

5.2 VALIDATION AND PURIFICATION OF CONSTRUCTS 

Several researchers have acknowledged the importance for those who conduct 

cross-cultural research to establish measurement equivalence prior to comparing means 

of a construct cross-culturally (Steenkamp & Baumgartner, 1998; Triandis, 1994). 

Measurement equivalence refers to whether the measurement operations produce 

measures of the same attribute under different cultures or countries. If a measure is not 
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cross-culturally invariant, any conclusions based on that scale are "at least ambiguous 

and at worst erroneous" (Steenkamp & Baumgartner, 1998, p. 78). For example, if one 

compares materialism directly between Americans and Thais and finds differences, but 

the measurement equivalence has not been assessed, one may not be able to tell whether 

the differences comes fi-om materialism or simply firom semantic interpretations of the 

questionnaire (Zhou & Nakamoto, 2001). It is also suggested that in order to compare 

means across countries, metric and scalar invariance for at least two items per construct is 

necessary (Steenkamp & Baumgartner, 1998; Zhou & Nakamoto, 2001). Thus, following 

procedures proposed by Steenkamp and Baumgartner (1998), confirmatory factor 

analysis (CFA) via LISREL 8.3 with maximum likelihood as the estimation method was 

performed to validate two major constructs in this study: materialism and horizontal 

versus vertical individualism and collectivism (Arbuckle & Wothke, 1999). This 

statistical procedure was chosen because it allows for a comprehensive validation 

examination and provides a mechanism for establishing measurement invariance (Griffin, 

Babin, & Modianos, 2000). Covariance matrices were calculated among items captured 

for each construct for each group (i.e., culture) and used to estimate relevant 

measurement models. 

5.2.1 Materialism 

Table 8 displays scale items and descriptive statistics for materialism across four 

countries (the United States, Canada, Thailand, and China). The original scale of 

materialism proposed by Richins and Dawson (1992) consists of eighteen items, in which 

six items captured the success dimension, seven items captured the centrality dimension. 



Table 8: Items' Abbreviations, Items' Description, and Descriptive Statistics for Materialism Across Four Countries (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n-192) (n-158) (n~248) (n=208) 

Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Dimension 1: Success 

SI I admire people who own expensive 4.42 1.70 4.06 1.51 3.85 1.51 4.33 1.54 
homes, cars, and clothes. 

S2 Some of the most important 3.38 1.67 3.29 1.59 3.72 1.68 4.29 1.67 
achievements in life include acquiring 
material possessions. 

S3 I don't place much emphasis on the 3.95 1.56 3.73 1.30 3.75 1.46 3.26 1.63 
amount of material objects people own 
as a sign of success.* 

S4 I like to own things that impress people. 3.85 1.56 3.64 1.57 3.62 1.63 5.45 1.43 

S5 I don't pay much attention to the 4.09 1.44 4.18 1.24 3.70 1.50 3.66 1.48 
material objects other people own.* 

S6 The things I own say a lot about how 3.69 1.67 3.65 1.58 3.59 1.67 3.79 1.59 
well I am doing in life. 

Dimension 2: Centrality 
CI I try to keep my life simple, as far as 3.75 1.55 4.07 1.44 3.20 1.19 3.51 1.70 

possessions are concerned. 
C2 Buying things gives me a lot of 5.16 1.42 4.72 1.66 4.36 1.58 4.60 1.73 

pleasure. 

C3 I like a lot of luxury in my hfe. 4.99 1.49 4.73 1.38 3.30 1.63 3.20 1.66 



C4 I put less emphasis on material things 3.93 1.47 
that most people I know. 

C5 I enjoy spending money on things that 3.81 1.67 
aren't practical. 

C6 The things I own aren't all that 4.58 1.56 
important to me. 

Dimension 3: Happiness 
HI I have all the things I really need to 3.66 1.60 

enjoy life. 
H2 My life would be better if I owned 3.98 1.61 

certain things I don't have. 
H3 I wouldn't be happier if I owned nicer 3.94 1.60 

things. 
H4 I'd be happier if I could afford to buy 4.38 1.70 

more things. 

3.64 1.52 

3.39 1.65 

4.60 1.44 

3.85 1.71 

4.29 1.75 

3.99 1.66 

4.95 1.48 

3.93 1.32 

2.66 1.55 

4.99 1.55 

3.46 1.53 

4.20 1.70 

3.98 1.52 

3.97 1.67 

4.17 1.51 

2.49 1.43 

5.11 1.54 

4.79 1.55 

4.61 1.64 

5.33 1.40 

5.12 1.40 
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and five items captured the happiness dimension. However, to ensure data comparability 

across four countries, two items in materialism (i.e., "I usually buy only things I need," 

which captures the centrality dimension, and "It sometimes bothers me quite a bit that I 

can't afford to buy all things I'd like," which captures the happiness dimension) were 

eliminated because they tend to reflect the poverty issue in China. Thus, the final scale of 

materialism used in this study consisted of 16 items. Of these, the five items capturing the 

success dimension remain the same as the original scale, six items capture the centrality 

dimension, and four items capture the happiness dimension of materialism. 

5.2.1.1 The United States Sample 

The sixteen items of materialism in the American data were constrained to be 

consistent with the three-factor structure of materialism proposed by Richins and Dawson 

(1992) (see Table 9). The overall resulting from the American three-factor structure 

model is 324.87 with 101 degrees of freedom, p< .0001. The comparative fit index (CFI) 

is 0.82, the goodness of fit index (GFI) is 0.81, the standardized mean residual (SRMR) is 

0.11, and the parsimony normed fit index (PNFI) is 0.64. Mulaik et al. (1989) suggest 

that PNFI is very useful in comparing model fit. In general, these fit indexes revealed a 

somewhat satisfactory fit. 

Next, we performed a one-factor structure to see whether this one-factor structure 

model of materialism had a better fit than a three-factor structure model. The one-factor 

structure model revealed a poorer fit as compared to the three-factor structure model (x 

= 407.61, df = 104; CFI - 0.75; GFI = 0.77; SRMR = 0.11; and PNFI = 0.61). 

Theoretically, therefore, we contend that materialism for the American sample consists of 



Table 9: Standardized Confirmatory Factor Analysis Loading Estimates for the Original 3-Factor Model of Materialism 
Across Four Countries (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n=192) (n=158) (n=248) (n=208) 

Standardized Standardized Standardized Standardized 
Factor Loading Factor Loading Factor Loading Factor Loading 

{t values) {t values) {t values) {t values) 
Dimension 1: Success 

SI I admire people who own expensive homes, 0.59 (8.34) 0.52 (5.96) 0.65 (10.52) 0.56 (7.01) 
cars, and clothes. 

S2 Some of the most important achievements in 0.71 (10.45) 0.75 (8.98) 0.67 (10.77) 0.45 (5.52) 
life include acquiring material possessions. 

S3 I don't place much emphasis on the amoimt -0.01 (-0.10) 0.30 (3.33) 0.01 (0.18) 0.47 (5.74) 
of material objects people own as a sign of 
success.* 

S4 I like to own things that impress people. 0.72 (10.46) 0.50 (5.70) 0.60 (9.51) 0.05 (0.57) 

S5 I don't pay much attention to the material 0.02 (0.30) 0.08 (0.87) 0.07 (0.99) 0.55 (6.81) 
objects other people own.* 

S6 The things I own say a lot about how well I 0.64 (9.21) 0.46 (5.26) 0.52 (8.09) 0.33 (4.05) 
am doing in life. 

Dimension 2: Centrality 
CI I try to keep my life simple, as far as 0.11 (1.32) 0.64 (7.75) 0.12(1.80) 0.51 (6.70) 

possessions are concerned. 
C2 Buying things gives me a lot of pleasure. 0.63 (8.69) 0.59 (7.13) 0.68(11.21) 0.50 (6.81) 



C3 I like a lot of luxury in my life. 0.81 (11.68) 

C4 I put less emphasis on material things that 
most people I know. 

0.18(2.22) 

C5 

C6 

I enjoy spending money on things that aren't 
practical. 
The things I own aren't all that important to 
me. 

0.67 (9.39) 

-0.10 (-1.22) 

HI 

H2 

H3 

Dimension 3: Happiness 
I have all the things I really need to enjoy 
life. 
My life would be better if I owned certain 
things I don't have. 
I wouldn't be happier if I owned nicer things. 

0.05 (0.63) 

0.80(11.26) 

0.09(1.17) 

H4 I'd be happier if I could afford to buy more 
things. 

0.76(10.71) 

Construct Reliability Success .64 
Centrality .54 
Happiness -66 

Proportion of Variance Extracted Success .30 
Centrality .22 
Happiness .36 

0.81 (9.92) 

0.33 (3.81) 

0.39 (4.54) 

0.17(1.95) 

0.20(2.19) 

0.81 (9.43) 

032 (3.66) 

0.67 (7.90) 

Success .60 
Centrality .67 
Happiness .59 

Success .23 
Centrality .28 
Happiness .31 

0.90(15.53) 

0.02 (0.31) 

0.51 (7.88) 

0.02 (0.31) 

0.11 (1.62) 

0.66 (10.50) 

-0.01 (-0.20) 

0.75 (11.81) 

Success .59 
Centrality .58 
Happiness .61 

Success .25 
Centrality -25 
Happiness .32 

0.76(10.51) 

0.47 (6.19) 

0.49 (6.47) 

-0.04 (-0.48) 

0.08 (0.99) 

-0.32 (-4.24) 

-0.82 (-10.21) 

-0.76 (-9.70) 

Success .54 
Centrality .64 
Happiness .62 

Success .19 
Centrality .24 
Happiness .33 



Indicators of Model Fit 

x', df 324.87 , 101 347.11***, 101 311.68***, 101 291.00' 
SRMR 0.11 0.12 0.094 0.098 
CFI 0.82 0.60 0.86 0.78 
GFI 0.81 0.80 0.86 0.85 
PNFI 0.64 0.50 0.68 0.59 
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the three dimensions specified by Richins and Dawson, even though the overall fit 

statistics for three-factor structure model are lacking. 

Following the procedure suggested by Bearden et al. (1989) and Babin et al. 

(1994), the measurement model of the three-factor structure of materialism was purified. 

Seven items with factor-loading estimates of less than 0.40 (two items from the success 

dimension, three items fi"om the centrality dimension, and two items from the happiness 

dimension) were eliminated and the measurement model was re-calculated (see Table 

10). The revised measurement model revealed a much improved fit over the original 

measurement model = 75.10, df = 24; CFI = 0.95; GFI = 0.92; SRMR = 0.061; and 

PNFI = 0.62). In addition, all loading estimates were significant (p < .001) and exceeded 

.50. The scale reliabilities and variance extracted estimates also improved as compared to 

the original model. Correlation estimates between the three dimensions of materialism (I) 

are also significant (see Table 11). Therefore, the reduced scale of materialism in the 

American sample, which captures the three dimensions appears to be appropriate. 

5.2.1.2 The Canadian Sample 

The same analyses were carried out for the Canadian sample as for the United 

States sample. The original measurement model for sixteen items of materialism with a 

three-factor structure revealed an overall of 347.11 with 101 degrees of freedom, aCFI 

of 0.60, a GFI of 0.80, a SRMR of 0.12, and a PNFI of 0.50 (see Table 9). These fit 

indexes for the Canadian sample also fail to meet conventional standards of a "good fit." 

We also performed a one-factor structure to see whether this model of materialism 

had a better fit than a three-factor structure model. However, the one-factor structure 



Table 10: The Reduced Model of Standardized Confirmatory Factor Analysis Loading Estimates for 3-Factor Model of 
Materialism Across Four Countries (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n=192) (n-158) (n=248) (n=208) 

Standardized Standardized Standardized Standardized 
Factor Loading Factor Loading Factor Loading Factor Loading 

{t values) {t values) {t values) {t values) 
Dimension 1: Success 

81 I admire people who own expensive homes, 0.59 (8.28) 0.56 (6.60) 0.65 (10.45) 0.56 (6.88) 
cars, and clothes. 

S2 Some of the most important achievements in 0.71 (10.49) 0.80 (9.52) 0.67 (10.85) 0.40 (4.87) 
life include acquiring material possessions. 

S3 I don't place much emphasis on the amount - - - 0.49 (6.01) 
of material objects people own as a sign of 
success.* 

S4 I like to own things that impress people. 0.71 (10.48) 0.48 (5.52) 0.60 (9.53) -

S5 I don't pay much attention to the material - - - 0.58 (7.07) 
objects other people own.* 

S6 The things I own say a lot about how well I 0.64 (9.15) 0.44 (5.01) 0.53 (8.17) -

am doing in life. 

Dimension 2: Centrality 
CI I try to keep my life simple, as far as - 0.62 (7.16) - 0.51 (6.76) 

possessions are concerned. 
C2 Buying things gives me a lot of pleasure. 0.64 (8.78) 0.61 (7.04) 0.69(11.28) 0.52 (6.90) 



C3 I like a lot of luxury in my life. 0.82 (11.80) 

C4 I put less emphasis on material things that 
most people I know. 

C5 I enjoy spending money on things that aren't 0.67 (9.25) 
practical. 

C6 The things I own aren't all that important to 
me. 

Dimension 3: Happiness 
HI I have all the things I really need to enjoy 

life. 
H2 My life would be better if I owned certain 0.80(11.29) 

things I don't have. 
H3 I wouldn't be happier if I owned nicer things. 

H4 I'd be happier if I could afford to buy more 0.76 (10.66) 
things. 

Construct Reliability Success .76 
Centrality .45 
Happiness -81 

Proportion of Variance Extracted Success 
Centrality 
Happiness 

.45 
.22 

.59 

0.82 (9.16) 

0.67 (7.73) 

0.67 (7.76) 

0.79 (8.81) 

Success .67 
Centrality .72 
Happiness .76 

Success .35 
Centrality .47 
Happiness .51 

0.89(15.32) 

0.51 (7.87) 

0.67(10.52) 

0.74(11.68) 

Success .71 
Centrality .75 
Happiness .78 

Success .38 
Centrality .51 
Happiness .54 

0.74(10.21) 

0.48 (6.30) 

0.48 (6.33) 

0.72 (7.89) 

0.87 (8.75) 

Success .59 
Centrality -68 
Happiness .75 

Success .27 
Centrality -31 
Happiness .51 



Indicators of Model Fit 
X\df 75.10* 
SRMR 0.061 
CFI 0.95 
GFI 0.92 
PNFI 0.62 

136.60"*, 32 
0.12 
0.71 
0.86 
0.54 

48.84"*, 24 
0.041 
0.98 
0.96 
0.64 

105.99***, 41 
0.073 
0.90 
0.92 
0.63 

OO 
00 



Table 11: Correlation Matrix of the Original Model of Materialism Across Four Countries 

Dimensions The United States Canada Thailand China 

1 2 3 1 2 3 1 2 3 1 2 3 

1. Success - - - -

2. Centrality 

3. Happiness 

0.25 
(2.93) 
0.74 

(13.78) 
0.20 

(2.39) 

0.27 
(2.70) 
0.69 

(8.90) 
0.14 

(1.39) 
-

0.76 
(15.32) 

0.88 
(20.48) 

0.72 
(14.86) 

0.64 
(7.82) 
-0.49 

(-5.73) 
-0.37 

(-4.43) 
-

Note: t value is shown in parentheses. 

Table 11 A: Correlation Matrix of the Reduced Model of Materialism Across Four Countries 

Dimensions The United States Canada Thailand China 

1 2 3 1 2 3 1 2 3 1 2 3 

1. Success - - - -

2. Centrality 

3. Happiness 

0.16 
(1.39) 
0.74 

(13.81) 
0.16 

(1.45) 

0.22 
(2.24) 
0.67 

(8.28) 
0.15 

(1.56) 
-

0.76 
(15.21) 

0.87 
(20.39) 

0.73 
(15.15) 

0.67 
(8.27) 
0.43 

(4.69) 
0.40 

(4.88) 
-

Note: t value is shown in parentheses. 



Table 12: The Reduced Model of Standardized Confirmatory Factor Analysis Loading Estimates with Items' Commonality 
Shared Across Four Countries for One Factor Model of Materialism (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n=192) (n=158) (n=248) (n=208) 

Standardized Standardized Standardized Standardized 
Factor Loading Factor Loading Factor Loading Factor Loading 

(t values) (t values) (t values) (t values) 
SI I admire people who own expensive homes. 0.65 (8.78) 0.60 (6.10) 0.60 (9.51) 0,43 (5.25) 

cars, and clothes. 
S2 Some of the most important achievements in 0.61 (8.07) 0.86 (7.50) 0.56 (8.72) 0.39 (4.76) 

life include acquiring material possessions. 
C2 Buying things gives me a lot of pleasure. 0.56 (7.31) 0.07 (0.83) 0.67(10.81) 0.67 (8.09) 
C3 I like a lot of luxury in my life. 0.72 (9.75) 0.16(1.74) 0.80(13.55) 0.49 (6.05) 
H4 I'd be happier if I could afford to buy more 0.57 (7.46) 0.45 (4.96) 0.67 (10.80) 0.57 (7.02) 

things. 

Construct Reliability 0.77 0.56 0.80 0.65 

Proportion of Variance Extracted 0.39 0.27 0.44 0.28 

Indicators of Model Fit 

X'.df 29.00, 5 25.34, 4 40.07, 5 11.05,5 
p-value <. 001 <.001 <.001 0.05 
SRMR 0.063 0.094 0.061 0.042 
CFI 0.92 0.84 0.93 0.96 
GFI 0.94 0.94 0.94 0.98 
PNFI 0.45 0.33 0.46 0.46 

Note; S = Success dimension, C = Centrality dimension, and H = Happiness dimension of materialism 



191 

model 3d elded a poor fit as compared to the three-factor structure model (x^ = 441.71, df 

- 104; CFI = 0.54; GFI = 0.73; SRMR = 0.12; and PNFI = 0.41). As for the American 

sample, we theoretically support that materialism among Canadian consumers consists of 

three dimensions, rather than one dimension. 

Related to scale purification, six items were deleted due to low factor-loading 

estimates (< 0.40) (two items from the success dimension, three items from the centrality 

dimension, and one item from the happiness dimension), and the measurement model was 

re-calculated (see Table 10). The revised measurement model revealed a much improved 

fit over the original measurement model (x^ = 135.60, df = 32; CFI = 0.71; GFI = 0.86; 

S R M R  -  0 . 1 2 ;  a n d  P N F I  =  0 . 5 4 ) .  I n  a d d i t i o n ,  a l l  l o a d i n g  e s t i m a t e s  w e r e  s i g n i f i c a n t  {p  <  

.001) and exceeded .40. The scale reliabilities and variance extracted estimates also 

improved as compared to the original model. Correlation estimates between the three 

dimensions of materialism ((|)) were also significant (see Table 11). Therefore, a reduced 

scale of materialism in Canada which captures the three dimensions appears to be 

appropriate. 

5.2.1.3 The Thai Sample 

The original sixteen items with the three-factor structure of materialism 

measurement model for the Thai sample revealed a somewhat satisfactory fit with an 

overall of 311.68 and 101 degrees of freedom, a CFI of 0.86, a GFI of 0.86, a SRMR 

of 0.094, and a PNFI of 0.68 (see Table 9). However, there are several items with low 

factor-loading estimates that needed to be subjected to scale purification. In addition, a 

one-factor structure model of materialism for the Thai sample yielded a poor fit as 
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compared to a three-factor structure model = 356.22, df = 104; CFI = 0.83; GFI = 

0.83; SRMR = 0.097; and PNFI = 0.68). Although there was a lack of "good fit" for this 

three-factor model, all fit statistics for the three-factor structure model were much better 

than statistics for the one-factor structure model, supporting a three-dimensional model of 

materialism for the Thai sample. 

Seven items (two items in the success dimension, three items in the centrality 

dimension, and two items in the happiness dimension) in the Thai sample with low 

factor-loading estimates (< 0.40) were dropped in a subsequent analysis for scale 

purification, and the revised model was reproduced (see Table 10). The revised 

measurement model yielded a much improved fit over the original measurement model 

(%^ = 48.84, df = 24; CFI = 0.98; GFI = 0.94; SRMR = 0.041; and PNFI = 0.64). In 

addition, all loading estimates were significant {p < .001) and exceeded .50. The scale 

reliabilities and variance extracted estimates were much improved over the original 

model. The three dimensions of materialism were also significantly correlated with each 

other (see table 11). Therefore, a reduced scale of materialism in the Thai sample which 

captures the three dimensions appears to be appropriate. 

5.2.1.4 The Chinese Sample 

Similar to the approach performed above, the original sixteen items with the 

three-factor structure of materialism measurement model of the Chinese sample revealed 

a somewhat satisfactory fit with an overall of 291.00 and 101 degrees of freedom, a 

CFI of 0.78, a GFI of 0.85, a SRMR of 0.098, and a PNFI of 0.59 (see Table 9). Still, 

there are several items with low factor-loading estimates that needed to be subjected to 
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scale purification. In addition, a one-factor structure model of materialism for the Chinese 

sample produced a poor fit as compared to a three-factor structure model (x^ = 374.86, df 

= 104; CFI = 0.68; GFI = 0.80; SRMR = 0.098; and PNFI = 0.53). Although there is a 

lack of a "good fit" for this three-factor model, all fit statistics for the three-factor 

structure model are much better than the one-factor structure model, supporting a three-

dimensional model of materialism for the Chinese sample. 

Five items (two items in the success dimension, one item in the centrality 

dimension, and two items in the happiness dimension) in this sample with low factor-

loading estimates (< 0.40) were excluded in a subsequent analysis for scale purification, 

and the revised model was reproduced (see Table 10). The revised measurement model 

^ 2 revealed a much improved fit over the original measurement model (x = 105.99, df = 41; 

CFI = 0.90; GFI = 0.92; SRMR = 0.073; and PNFI = 0.63). In addition, all loading 

estimates were significant (p < .001) and exceeded .40.The scale reliabilities and 

variance extracted estimates were much improved over the original model. Again, the 

three dimensions of materialism were also significantly correlated with each other (see 

Table 11). Therefore, a reduced scale of materialism for the Chinese sample which 

captures the three dimensions also appears to be appropriate. 

The validation of materialism within each sample provided acceptable results. 

The results revealed in Table 10 indicate that the scale dimensionality of materialism is 

acceptable. A model with three separate dimensions fits all samples. In addition, after the 

scale purification procedure, the revised model within each sample provides a satisfactory 
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fit, supporting three separate, correlated dimensions of materialism across these four 

countries (see Table 10). 

5.2.1.5 Multisample Analysis for a New Structure of Materialism 

We next turned to the items selection procedure, which was based on results from 

the revised model of materialism, by selecting common factors shared across these four 

countries. We selected five common items from these countries in which two items 

represented the success dimension (SI and S2), two items represented the centrality 

dimension (C2 and C3), and only one item (H4) represented the happiness dimension. 

We combined these five shared items into a one-factor model of materialism because it 

seemed more appropriate for means comparison across countries, as this newly refined 

one-factor materialism model reflects all three dimensions as specified by Richins and 

Dawson (1992). In addition, it may be inappropriate to compare means across countries 

when only one shared item represents the happiness dimension; as Steenkamp and 

Baumgartner (1998) suggest, when one conducts a means comparison across countries, it 

is necessary to have at least two items in each construct. Thus, we believe that this newly 

refined materialism model should be appropriate to use in subsequent analysis. 

We next combined these five items into a one-factor model of materialism and re

calculated the fit indexes across countries. Results with the one-factor model of 

materialism using these five items revealed a satisfactory fit across countries (the United 

States: = 29.00, df = 5, p < .001, CFI = .92, GFI = .94, PNFI = .45, SRMR - .063; 

Canada: = 25.34, df = 4, p < .001, CFI = .84, GFI = .94, PNFI = .33, SRMR - .094; 

Thailand: = 40.07, df = 5, p < .001, CFI = .93, GFI = .94, PNFI = .46, SRMR = .061; 
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and China: = 11-05, df = 5, p < .001, CFI = .96, GFI = .98, PNFI = .46, SRMR = 

.0423). In addition, the construct reliability of this five-item, one-factor model of 

materialism yielded a satisfactory fit, ranging from .56 (Canada) to .80 (Thailand) with a 

variance extracted ranging from 27% (Canada) to 44% (Thailand) (see Table 12). 

The five-item, one-factor model of materialism was subjected to a multisample 

analysis using LISREL (Joreskog & Sorbom, 1996). This technique allows one to explore 

"whether the respondents relate observed measures to latent constructs the same way in 

different populations" (Mullen, 1995, p. 581). It offers the most comprehensive diagnosis 

of measurement equivalence among all methods (Mullen, 1995). Thus, we employed 

multisample analysis to analyze data from these four countries simultaneously to see 

whether the hypothesized measurement model applied across samples. This technique 

involves several levels of testing. The first level of analysis, configural invariance, 

involves the assessment factor structure invariance across samples. At this level, we 

examine whether this five-item, one-factor model of materialism is applied across these 

four countries. That is, indicators should load on the factor in a similar pattern across 

countries. In addition, the separate factor-loading estimates are calculated for each 

sample. This model provides all fit indexes that are used as a baseline against the more 

constrained model in a subsequent analysis (i.e., metric and scalar invariance). Results for 

this one factor model revealed a = 201.05, df = 35, p < .001, CFI = .84, and a TLI 

(Tucker-Lewis Index) = .82, which indicated a satisfactory fit of the model. All factor-

loadings were highly significant in all countries (p < .001), and standardized factor-



Table 13: Final Assessment of Measurement Invariant for Materialism Across Four Countries 

Model df p-value Ax^ Adf Sig. CFI TLX 

Materialism: (1-Factor Model) 
Configural Invariance 201.01 35 <.001 - - - .84 .82 
Full Matric Invariance 221.65 54 <.001 20.64 19 n.s. .84 .88 
Final Partial Matric Invariance - - - - - - - -

Full Scalar Invariance 224.78 58 <.001 23.77 23 n.s. .84 .89 
Final Partial Scalar Invariance 

Note: One-factor model consists of five items: SI and S2 (success), C3 and C4 (centrality), and H4 (happiness). 
Note: n.s. = no significant 



197 

loadings ranged from .44 to .68 across countries. Thus, it can be concluded that this five-

item, one-factor model of materialism was configurally invariant across samples. 

Next we examined the metric invariance. That is, we examined whether the 

matrix of factor-loadings was invariant across countries. Results revealed = 221.65, df 

= 55, p < .001, CFI = .84, TLI == .88. We compared the differences in chi-squares with the 

previous model, and results revealed that the increase chi-squares was not significant 

(Ax^ = 20.64, Adf =19, see Table 13). Therefore, this newly refined one-factor model of 

materialism was fully metric invariant across countries. 

Finally, we examined the scalar invariance. The intercepts of these five observed 

variables were set to be invariant across samples. Results revealed a satisfactory fit (x = 

224.78, df = 58, p < .001, CFI = .84, TLI = .89). The increase in chi-square was 

insignificant from the baseline model = 23.77, Adf = 23, see Table 13). Therefore, 

this newly refined one-factor model of materialism was fully scalar invariant across 

countries. 

In sum, this newly refined five-item, one-factor structure of materialism was used 

to address hypotheses throughout this present study. 

5.2.2 Horizontal versus Vertical Individualism and Collectivism 

Table 14 displays scale items and descriptive statistics for horizontal versus 

vertical individualism and collectivism across four countries (the United States, Canada, 

Thailand, and China). This 32-item, four-factor model of horizontal versus vertical 

individuahsm and collectivism proposed by Singelis et al. (1995) consists of eight items 

per factor. We also checked internal consistency (reliabilities) with the original 32-item, 
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four-factor model of horizontal versus vertical individualism and collectivism in each 

country. Results revealed that each country revealed an acceptable reliability (alpha) for 

each construct, ranging from .60 to .78, with the exception of vertical collectivism in 

China, which revealed a low reliability (.46). 

5.2.2.1 The United States Sample 

We followed the same technique used for scale validation and purification for the 

materialism construct. These 32 items were constrained to be consistent with the four-

factor structure (see Table 15). The overall resulting from the American four-factor 

structure model is 1071.89 with 458 degrees of freedom,/>< .0001, CFI = 0.79, GFI = 

0.74, SRMR = 0.10, and PNFI = 0.64. Thus, these fit indexes generally fail to meet 

conventional standards which indicate a "good fit." 

We next examined a one-factor structure to see whether the one-factor structure 

model of horizontal versus vertical individualism and collectivism has a better fit than a 

four-factor structure model. However, the one-factor structure model revealed a poorer fit 

as compared to the four-factor structure model (x^ = 1555.55, df = 464; CFI = 0.63; GFI 

= 0.61; SRMR = 0.13; and PNFI = 0.51). These results imply that this construct is not a 

one-factor model. Next, we attempted to verify whether a two-factor model had a better 

fit than the one- or four-factor models. The results of the two-factor model showed a x = 

1342.78, df = 463; CFI = 0.70; GFI = 0.66; SRMR = 0.12; and PNFI = 0.57. 

Theoretically, therefore, we concluded that horizontal versus vertical individualism and 

collectivism for the American sample consists of four dimensions, as specified by 



Table 14: Items' Abbreviations, Items' Description, and Descriptive Statistics for Horizontal versus Vertical Individualism and 
Collectivism Across Four Countries (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n=192) (n=158) (n=248) (n=208) 

Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Horizontal Individualism (HI) 

HIl I often do "my own things." 5.44 1.32 5.26 1.15 5.50 1.39 5.39 1.43 
HI2 One should live one's life 5.12 1.47 4.70 1.54 4.78 1.71 4.83 1.76 

independently of others. 
HI3 I like my privacy. 5.89 1.18 6.11 1.17 6.00 1.22 5.05 1.54 
HI4 I prefer to be direct and forthright when 5.31 1.33 5.56 1.15 5.49 1.34 4.90 1.56 

discussion with people. 
HIS What happens to me is my own doing. 5.15 1.34 5.05 1.28 5.50 1.33 4.46 1.40 
HI6 When I succeed, it is usually because of 5.66 1.02 5.33 1.25 5.05 1.30 4.76 1.39 

my abilities. 
HI7 I enjoy being unique and different from 5.72 1.17 5.33 1.29 5.15 1.44 5.06 1.55 

others in many ways. 
HI8 I am a unique individual. 6.10 1.05 5.84 1.25 4.24 1.77 4.54 1.74 

Vertical Individualism (VI) 
VII It annoys me when other people 4.16 1.55 4.03 1.73 3.21 1.54 3.57 1.49 

perform better than I do. 
VI2 Competition is the law of nature. 4.66 1.58 4.70 1.58 5.39 1.57 6.09 1.27 
VI3 Without competition, it is not possible 4.20 1.59 4.38 1.47 3.96 1.68 5.71 1.36 

to have a good society. 
VI4 Winning is everything. 3.07 1.64 3.02 1.71 2.31 1.48 4.14 1.81 
VIS It is important that I do my job better 4.93 1.39 4.84 1.15 4.39 1.45 5.38 1.20 

than others. 



VI6 I enjoy working in situations involving 
competition with others. 

4.66 1.58 

VI7 Some people emphasize wiiming; I am 
not one of them.* 

3.66 1.64 

VI8 When another person does better than I 
do, I get tense and aroused. 

3.53 1.53 

Horizontal Collectivism (HC) 
HCl The well-being of my co-workers is 5.35 1.19 

important to me. 
HC2 If a co-worker gets a prize, I would feel 5.00 1.34 

proud. 
HC3 If a relative were in a financial 5.84 1.18 

difficulty, I would help within my 
means. 

HC4 It is important to maintain harmony 5.67 1.14 
within my group. 

HC5 I like sharing little things with my 4.61 1.48 
neighbors. 

HC6 I feel good when I cooperate with 5.63 1.13 
others. 

HC7 My happiness depends very much on 4.99 1.57 
the happiness of those around me. 

HC8 To me, pleasure is spending time with 5.63 1.28 
others. 

4.42 1.31 

4.08 1.65 

3.50 1.41 

5.31 1.05 

5.02 1.40 

5.56 1.50 

5.67 1.24 

4.55 1.65 

5.52 1.30 

4.94 1.41 

5.32 1.36 

3.45 1.65 

3.29 1.71 

3.16 1.57 

4.34 1.56 

5.52 1.16 

5.24 1.45 

5.50 1.44 

5.23 1.27 

5.37 1.29 

5.65 1.27 

4.74 1.43 

4.73 1.51 

3.74 1.58 

4.00 1.53 

3.73 1.54 

4.52 1.23 

5.51 1.19 

6.12 1.16 

4.67 1.36 

5.28 1.31 

5.10 1.38 

5.28 1.34 



Vertical Collectivism (VC) 
VC1 I would sacrifice an activity that I enjoy 4.17 1.62 

very much if my family did not approve 
it. 

VC2 I would do what would please my 3.73 1.67 
family, even if I detested that activity. 

VC3 Before taking a major trip, I consult 4.90 1.65 
with most members of my family and 
many friends. 

VC4 I usually sacrifice my self-interest for 4.14 1.54 
the benefit of my group. 

VC5 Children should be taught to place duty 4.03 1.52 
before pleasure. 

VC6 I hate to disagree with others in my 4.09 1.60 
group. 

VC7 We should keep our aging parents with 4.18 1.70 
us at home. 

VC8 Children should feel honored if their 6.13 1.08 
parents receive a distinguish award. 

*Items reverse scored prior to analyses. 

3.73 1.67 

3.44 1.68 

4.57 1.84 

4.10 1.24 

4.23 1.72 

3.92 1.59 

4.18 1.77 

5.92 1.23 

5.21 1.33 

3.79 1.64 

4.84 1.81 

4.94 1.32 

5.69 1.38 

5.69 1.44 

6.25 1.26 

6.40 1.10 

3.96 1.75 

5.04 1.53 

5.66 1.31 

4.81 1.25 

5.53 1.50 

4.14 1.64 

4.87 1.77 

5.93 1.39 



Table 15; Standardized Confirmatory Factor Analysis Loading estimates for the Original Model of Horizontal versus Vertical 
Individualism and Collectivism Across Four Countries (N=806) 

Items' Description United States Canada Thailand China 
(n=192) (n=158) (n=248) (n-208) 

Standardized Standardized Standardized Standardized 
Factor Loading Factor Loading Factor Loading Factor Loading 

it value) {t value) {t value) {t value) 
Horizontal Individualism (HI) 

HIl I often do "my own things." 0.51 (6.62) 0.43 (5.20) 0.60 (9.07) 0.48 (6.08) 
HI2 One should live one's life 0.32 (4.07) 0.37 (4.38) 0.38 (5.47) 0.42 (5.34) 

independently of others. 
HI3 I like my privacy. 0.38 (4.80) 0.33 (3.88) 0.48 (6.98) 0.37 (4.69) 
HI4 I prefer to be direct and forthright when 0.35 (4.39) 0.58 (7.25) 0.55 (8.26) 0.39 (4.93) 

discussion with people. 
HIS What happens to me is my own doing. 0.31 (3.93) 0.41 (4.92) 0.56 (8.44) 0.33 (4.11) 
HI6 When I succeed, it is usually because of 0.45 (5.77) 0.53 (6.57) 0.61 (9.30) 0.65 (8.51) 

my abilities. 
HI7 I enjoy being unique and different from 0.77 (3.69) 0.71 (9.34) 0.46 (6.70) 0.49 (6.25) 

others in many ways. 
HIS I am a unique individual. 0.64 (8.70) 0.57 (7.04) 0.18(2.51) 0.43 (5.41) 

Vertical Individualism (VI) 
VII It annoys me when other people 0.35 (4.53) 0.40 (4.68) 0.61 (9.38) 0.64 (8.28) 

perform better than I do. 
VI2 Competition is the law of nature. 0.72 (10.48) 0.64 (8.09) 0.26 (3.70) 0.12(1.53) 
VI3 Without competition, it is not possible 0.49 (6.65) 0.53 (6.51) 0.56 (8.59) 0.03 (0.41) 

to have a good society. 
VI4 Winning is everything. 0.72 (10.62) 0.63 (7.92) 0.68 (10.74) 0.34 (4.37) 

Items' 
Abbreviation 



VIS It is important that I do my job better 0.50(6.69) 
than others. 

VI6 I enjoy working in situations involving 0.75 (11.04) 
competition with others. 

VI7 Some people emphasize winning; I am 0.54 (7.36) 
not one of them.* 

VIS When another person does better than I 0.39 (5.11) 
do, I get tense and aroused. 

Horizontal Collectivism (HC) 
HCl The well-being of my co-workers is 0.57 (7.88) 

important to me. 
HC2 If a co-worker gets a prize, I would feel 0.52 (7.13) 

proud. 
HC3 If a relative were in a financial 0.53 (7.19) 

difficulty, I would help within my 
means. 

HC4 It is important to maintain harmony 0.60 (8.44) 
within my group. 

HC5 I like sharing little things with my 0.45 (5.94) 
neighbors. 

HC6 I feel good when I cooperate with 0.72 (10.62) 
others. 

HC7 My happiness depends very much on 0.43 (5.77) 
the happiness of those around me. 

HC8 To me, pleasure is spending time with 0.71(10.41) 
others. 

0.61 (7.63) 

0.66 (8.36) 

0.59 (7.37) 

0.35 (4.07) 

0.50 (6.29) 

0.51 (6.49) 

0.74 (10.36) 

0.72 (9.94) 

0.45 (5.61) 

0.72 (9.84) 

0.62 (8.12) 

0.64 (8.42) 

0.59 (9.07) 

0.59 (9.08) 

0.29 (4.11) 

0.64 (10.01) 

0.14(1.99) 

0.62 (9.79) 

0.43 (6.47) 

0.52 (7.97) 

0.65 (10.53) 

0.69 (11.30) 

0.61 (9.64) 

0.37 (5.49) 

0.35 (4.52) 

0.04 (0.46) 

0.29 (3.64) 

0.81 (10.11) 

0.11 (1.46) 

-0.37 (-5.05) 

-0.61 (-8.87) 

-0.59 (-8.55) 

-0.46 (-6.29) 

-0.68 (-10.11) 

-0.41 (-5.67) 

-0.51 (-7.12) 



Vertical Collectivism (VC) 
VCl I would sacrifice an activity that I enjoy 0.83 (12.30) 

very much if my family did not approve 
it. 

VC2 I would do what would please my 0.72 (10.22) 
family, even if I detested that activity. 

VC3 Before taking a major trip, I consult 0.49 (6.61) 
with most members of my family and 
many friends. 

VC4 I usually sacrifice my self-interest for 0.43 (5.68) 
the benefit of my group. 

VC5 Children should be taught to place duty 0.22 (2.79) 
before pleasure. 

VC6 I hate to disagree with others in my 0.41(5.36) 
group. 

VC7 We should keep our aging parents with 0.29 (3.69) 
us at home. 

VC8 Children should feel honored if their 0.31(3.92) 
parents receive a distinguish award. 

Construct Reliability HI .70 
VI .79 
HC .79 
VC .70 

Proportion of Variance Extracted HI .24 
VI .33 
HC .33 
VC .26 

0.49 (5.84) 

0.66 (8.27) 

0.61 (7.57) 

0.70 (8.97) 

0.36 (4.17) 

0.42 (4.92) 

0.42 (4.87) 

0.29 (3.29) 

0.33 (4.69) 

0.13(1.75) 

0.42 (6.15) 

0.49 (7.29) 

0.60 (9.25) 

0.53 (8.03) 

0.57 (8.74) 

0.64 (10.08) 

0.07 (0.95) 

0.44 (5.90) 

0.60 (8.40) 

0.44 (5.90) 

0.57 (7.93) 

-0.21 (-2.78) 

0.23 (3.03) 

0.47 (6.43) 

HI .72 HI .71 HI .67 
VI .78 VI .76 VI .51 
HC .83 HC .74 HC .67 
VC .73 VC .70 VC .51 

HI .26 HI .24 HI .21 
VI .32 VI .30 VI .18 
HC .39 HC .28 HC .25 
VC .26 VC .24 VC .17 



Indicators of Model Fit 
x\df 1071.89"*, 458 
SRMR 0.10 
CFI 0.79 
GFI 0.74 
PNFI 0.64 

*Items reverse scored prior to analyses. 
Note: t values are shown in parentheses. 

1356.23"*' 458 
0.11 
0.72 
0.68 
0.59 

1096.79***, 458 
0.097 
0.84 
0.78 
0.70 

1033.85***, 458 
0.11 
0.76 
0.75 
0.59 

to o 
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Triandis and his colleagues (Singehs et al., 1995; Triandis & Gelfand, 1998), even 

though the overall fit statistics for a four-factor structure model are questionable. 

Next, we purified the scale based on the procedure recommended by Bearden et 

al. (1989) and Babin et al. (1994); thus, the measurement model of the four-factor 

structure of materialism was purified. Five items with factor-loading estimates less than 

0.35 (two items from HI, none fi^om VI and HC, and three items from VC) were 

eliminated, and the measurement model was re-calculated (see Table 16). We used 0.35 

as a baseline to eliminate items with a low factor-loading estimate because the construct 

of individualism and collectivism has been reported by scholars as having a low 

rehability acceptance (Singelis et al., 1995). Singelis et al. (1995) further stated that, 

despite the fact that many researchers have attempted to eliminate items with a low 

loading estimate in order to improve reliability (resulting in a small number of items 

corresponding to each aspect), this technique may not be necessary when the topic is 

broad (e.g., includes many in-groups). This is what Cronbach (1990, p. 208-210) refers to 

as "bandwidth versus fidelity." That is, should we focus on the amount of information or 

the accuracy of information? Thus, we employed 0.35 as a baseline for elimination of low 

factor-loading estimates in an attempt to maintain shared items across countries as much 

as possible. The revised measurement model revealed a much improved fit over the 

original measurement model (%^ = 669.81, df = 318; CFI = 0.85; GFI = 0.80; SRMR = 

0.088; and PNFI == 0.67). In addition, all loading estimates were significant {p < .05), 

ranging from .35 to .87. The scale reliabilities and variance extracted estimates revealed 

great improvement as compared to the original model (see Table 16). Therefore, the 



Table 16: Standardized Confirmatory Factor Analysis Loading estimates for the Reduced Model of Horizontal versus Vertical 
Individualism and Collectivism Across Four Countries (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n=192) (n-158) (n=248) (n=208) 

Standardized Standardized Standardized Standardized 
Factor Loading Factor Loading Factor Loading Factor Loading 

{t value) {t value) (/ value) {t value) 
Horizontal Individualism (HI) 

HIl I often do "my own things." 0.41 (5.77) 0.44 (5.31) 0.61 (9.25) 0.47 (6.06) 
HI2 One should live one's life - 0.39 (4.59) 0.38 (5.38) 0.42 (5.37) 

independently of others. 
HI3 I like my privacy. 0.34 (4.23) - 0.47 (6.92) 0.37 (4.64) 
HI4 I prefer to be direct and forthright when 0.35 (4.34) 0.56 (6.90) 0.56 (8.41) 0.39 (4.91) 

discussion with people. 
HIS What happens to me is my own doing. - 0.44 (5.20) 0.56 (8.39) 0.33 (4.14) 
HI6 When I succeed, it is usually because of 0.45 (5.78) 0.54 (6.67) 0.60 (9.18) 0.65 (8.54) 

my abilities. 
HI7 I enjoy being unique and different firom 0.79 (10.84) 0.71 (9.29) 0.43 (6.30) 0.49 (6.29) 

others in many ways. 
HI8 I am a unique individual. 0.68 (9.16) 0.57 (7.04) - 0.43 (5.42) 

Vertical Individualism (VI) 
VII It annoys me when other people 0.35 (4.52) 0.40 (4.69) 0.63 (9.72) 0.66 (8.13) 

perform better than I do. 
VI2 Competition is the law of nature. 0.72 (10.45) 0.64 (8.12) - -

VI3 Without competition, it is not possible 0.49 (6.64) 0.53 (6.50) 0.52 (7.88) -

to have a good society. 
VI4 Winning is everything. 0.73 (10.65) 0.63 (7.94) 0.70(11.06) 0.31 (3.92) 



VIS It is important that I do my job better 0.49 (6.65) 
than others. 

VI6 I enjoy working in situations involving 0.75 (11.02) 
competition with others. 

VI7 Some people emphasize winning; I am 0.54 (7.41) 
not one of them.* 

VIS When another person does better than I 0.39(5.10) 
do, I get tense and aroused. 

Horizontal Collectivism (HC) 
HCl The well-being of my co-workers is 0.56 (7.78) 

important to me. 
HC2 If a co-worker gets a prize, I would feel 0.51 (6.98) 

proud. 
HC3 If a relative were in a financial 0.53 (7.22) 

difficulty, I would help within my 
means. 

HC4 It is important to maintain harmony 0.61 (8.58) 
within my group. 

HC5 I like sharing little things with my 0.45 (5.93) 
neighbors. 

HC6 I feel good when I cooperate with 0.73 (10.69) 
others. 

HC7 My happiness depends very much on 0.43 (5.74) 
the happiness of those around me. 

HC8 To me, pleasure is spending time with 0.71(10.35) 
others. 

0.60 (7.57) 

0.65 (8.32) 

0.59 (7.41) 

0.35 (4.11) 

0.50 (6.27) 

0.52 (6.53) 

0.74(10.33) 

0.72 (9.83) 

0.46 (5.65) 

0.72 (9.89) 

0.62 (8.08) 

0.64 (8.41) 

0.57 (8.65) 

0.55 (8.30) 

0.68 (10.70) 

0.61 (9.69) 

0.43 (6.55) 

0.52 (8.02) 

0.65 (10.52) 

0.69(11.36) 

0.61 (9.62) 

0.37 (5.45) 

0.32 (4.05) 

0.82 (9.63) 

0.37 (5.00) 

0.60 (8.68) 

0.60 (8.58) 

0.45 (6.14) 

0.69(10.21) 

0.42 (5.81) 

0.52 (7.23) 



Vertical Collectivism (VC) 
VCl I would sacrifice an activity that I enjoy 0.87 (12.67) 

very much if my family did not approve 
it. 

VC2 I would do what would please my 0.73 (10.32) 
family, even if I detested that activity. 

VC3 Before taking a major trip, I consult 0.47 (6.35) 
with most members of my family and 
many friends. 

VC4 I usually sacrifice my self-interest for 0.41(5.41) 
the benefit of my group. 

VC5 Children should be taught to place duty 
before pleasure. 

VC6 I hate to disagree with others in my 0.39 (5.13) 
group. 

VC7 We should keep our aging parents with 
us at home. 

VC8 Children should feel honored if their 
parents receive a distinguish award. 

Construct Reliability HI .68 
VI .79 
HC .79 
VC .72 

Proportion of Variance Extracted HI .28 
VI .33 
HC .33 
VC .37 

0.52 (6.20) 0.33 (4.67) 

0.68 (8.59) - 0.42 (5.71) 

0.62 (7.65) 0.42 (6.10) 0.60 (8.37) 

0.71 (8.98) 0.49 (7.24) 0.43 (5.75) 

0.36 (4.11) 0.60 (9.19) 0.57 (7.90) 

0.40 (4.69) 0.53 (7.97) -

0.40 (4.64) 0.58 (8.92) -

- 0.65 (10.25) 0.47 (6.46) 

HI .73 HI .72 HI .66 
VI .78 VI .78 VI .62 
HC .83 HC .76 HC .73 
VC .73 VC .72 VC .63 

HI .28 HI .27 HI .21 
VI .31 VI .37 VI .33 
HC .39 HC .32 HC .28 
VC .29 VC .27 VC .26 



Indicators of Model Fit 
df 669.81 

SRMR 0.088 
CFI 0.85 
GFI 0.80 
PNFI 0.67 

*Items reverse scored prior to analyses. 
Note: t values are shown in parentheses. 

1147.49***, 399 705.90***, 318 483.10***, 246 
0.10 0.085 0.092 
0.74 0.89 0.86 
0.70 0.82 0.84 
0.60 0.74 0.68 
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reduced scale of horizontal versus vertical individualism and collectivism in the United 

States, representing four dimensions, appears to be acceptable. 

5.2.2.2 The Canadian Sample 

The original measurement model for 32 items for horizontal versus vertical 

individualism and collectivism with a four-factor structure revealed an overall of 

1356.23 with 458 degrees of freedom, CFI of 0.72, GFI of 0.68, SRMR of 0.11, and 

PNFI of 0.59 (see Table 15). Again, these fit indexes for the Canadian sample fail to meet 

conventional standards in acceptance of a "good fit." 

We next examined a one-factor structure to see whether the one-factor structure 

model of horizontal versus vertical individualism and collectivism had a better fit than a 

four-factor structure model. However, the one-factor structure model revealed a poorer fit 

as compared to the four-factor structure model (x^ = 1730.20, df = 464; CFI = 0.61; GFI 

= 0.56; SRMR = 0.14; and PNFI = 0.50). These results also imply that this construct is 

not a one-factor model. Next, we attempted to verify whether a two-factor model had a 

better fit than either a one- and four-factor model. The results of the two-factor model 

showed a = 1607.21, df= 463; CFI = 0.65; GFI-0.61; SRMR = 0.14; and PNFI = 

0.53. Although there is a lack of fit for this four-factor factor model, all fit statistics for 

the four-factor structure model are much better than the one- and two-factor structure 

models, theoretically supporting a four-dimensional model of horizontal versus vertical 

individualism and collectivism for the Canadian sample. 

Next, these thirty-two items were subjected to scale purification by eliminating 

items with low factor-loading estimates (< 0.35). Two items (one item in HI, none in VI 
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and HC, and one item in VC) were dropped in a subsequent analysis, and the revised 

model was reproduced (see Table 16). The revised measurement model yielded a much-

improved fit over the original measurement model (x^ = 1147.49, df = 399; CFI = 0.74; 

GFI = 0.70; SRMR = 0.10; and PNFI = 0.60). In addition, all loading estimates were 

significant {p < .05), ranging from 0.35 to 0.74. The scale reUabilities and variance 

extracted estimates revealed great improvement over the original model. Therefore, the 

reduced scale of horizontal versus vertical individualism and collectivism in Canada with 

a four dimensional structure appears to be acceptable. 

5.2.2.3 The Thai Sample 

A similar procedure as above was executed for the Thai sample. The original 

measurement model consisting of thirty-two items for horizontal versus vertical 

individualism and collectivism and a four-factor structure revealed an overall of 

1096.79 with 458 degrees of freedom, a CFI of 0.84, a GFI of 0.78, a SRMR of 0.097, 

and a PNFI of 0.70 (see Table 15). Again, these fit indexes for the Thai sample fail to 

meet conventional standards in acceptance of a "good fit." 

Next, we examined a one-factor structure to see whether the one-factor structure 

model of horizontal versus vertical individualism and collectivism had a better fit than a 

four-factor structure model. However, the one-factor structure model revealed a poorer fit 

as compared to the four-factor structure model = 1499.10, df = 464; CFI = 0.75; GFI 

= 0.67; SRMR = 0.11; and PNFI = 0.63). These results also imply that this construct is 

not a one-factor model. Thus, we attempted to verify whether a two-factor model had a 

better fit than either a one- or four-factor model. The results of the two-factor model 
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revealed a == 1430.06, df = 463; CFI = 0.76; GFI = 0.69; SRMR = 0.11; and PNFI = 

0.64. Although there is a lack of fit for this four-factor model, all fit statistics for the four-

factor structure model are much better than for the one- and two-factor structure models, 

theoretically supporting a four-dimensional model of horizontal versus vertical 

individualism and collectivism for the Thai sample. 

As several items had low factor-loading estimates, this 32-item, four-factor 

structure model was subjected to scale purification. Six items (one item in HI, two items 

in VI, one item in HC, and two items in VC) were dropped in a subsequent analysis, and 

the revised model was reproduced (see Table 16). The revised measurement model 

yielded a much-improved fit over the original measurement model = 705.90, df = 

318; CFI = 0.89; GFI = 0.82; SRMR = 0.085; and PNFI = 0.74). In addition, all loading 

estimates were significant (p < .05), ranging from 0.37 to 0.70. The scale rehabihties and 

variance extracted estimates revealed great improvement over the original model. 

Therefore, using this revised measurement model, we support a four-dimensional model 

of horizontal versus vertical individualism and collectivism for the Thai sample. 

5.2.2.4 The Chinese Sample 

A similar procedure as above was executed for the Chinese sample. The original 

measurement model for 32 items of horizontal versus vertical individualism and 

collectivism with a four-factor structure revealed an overall x of 1033.85 with 458 

degrees of freedom, a CFI of 0.76, a GFI of 0.75, a SRMR of 0.11, and a PNFI of 0.59 

(see Tablel5). Again, these fit indexes for the Chinese sample fail to meet conventional 

standards in acceptance of a "good fit." 
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Next, we examined a one-factor structure to see whether the one-factor structure 

model of horizontal versus vertical individualism and collectivism had a better fit than a 

four-factor structure model. However, the one-factor structure model revealed a poorer fit 

as compared to the four-factor structure model = 1154.47, df = 464; CFI = 0.71; GFI 

= 0.70; SRMR = 0.10; and PNFI = 0.56). These results also imply that this construct is 

not a one-factor model. Then we attempted to verify whether a two-factor model had a 

better fit than either a one- or four-factor model. The results of the two-factor model 

revealed a = 1074.41, df = 463; CFI = 0.75; GFI = 0.74; SRMR = 0.10; and PNFI = 

0.59. Although there is a lack of fit for this four-factor factor model, all fit statistics for 

the four-factor structure model are much better than the one- and two-factor structure 

models, theoretically supporting a four-dimensional model of horizontal versus vertical 

individualism and collectivism for the Chinese sample. 

Due to several items with low factor-loading estimates, this 32-item, four-factor 

structure model was subjected to scale purification. Nine items (one item in HI, four 

items in VI, one item in HC, and three items in VC) were dropped in a subsequent 

analysis and the revised model was reproduced (see Table 16). The revised measurement 

model yielded a much-improved fit over the original measurement model (x^ = 483.10, df 

= 246; CFI = 0.86; GFI = 0.84; SRMR = 0.092; and PNFI = 0.68). In addition, all loading 

estimates were significant (p < .05), ranging firom 0.35 to 0.82. The scale reliabilities and 

variance extracted estimates revealed much improvement over the original model. 

Therefore, using this revised measurement model, we support a four-dimensional model 

horizontal versus vertical individualism and collectivism for the Chinese sample. 
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5.2.2.5 Multisample Analysis for a New Structure of Horizontal versus Vertical 

Individualism and Collectivism 

We next turned to the item selection procedure based on the results from the 

revised model of horizontal versus vertical individualism and collectivism by selecting 

common factors shared across these four countries. We selected 17 shared items from 

these countries in which four items represented horizontal individualism dimension (HIl, 

HI4, HI6, and HI7), four items represented vertical individualism dimension (VII, VI4, 

VI5, and VIS), seven items represented horizontal collectivism (HC2, HC3, HC4, HC5, 

HC6, HC7, HC8), and two items represented vertical collectivism (VC3 and VC4). 

We then combined these 17 items into a four-factor model of horizontal versus 

vertical individualism and collectivism and re-calculated the fit indexes across countries. 

The results with a four-factor model of horizontal versus vertical individualism and 

collectivism with these 17 items revealed a good fit for three countries (the United States: 

= 178.27, df = 113 p < .001, CFI = .93, GFI = .91, PNFI = .69, SRMR = .076; 

Thailand; = 198.53, df = 111, p < .001, CFI = .95, GFI = .91, PNFI = .73, SRMR = 

.071; and China: = 193.47, df = 110, p < .001, CFI = .92, GFI = .90, PNFI = .67, 

SRMR = .082), with the exception of the Canadian sample, which revealed a satisfactory 

fit (x^ = 312.52, df = 108, p < .001, CFI = .86, GFI = .84, PNFI = .63, SRMR = .092). 

The 17-item, four-factor model of horizontal versus vertical individualism and 

collectivism was subjected to a multisample analysis using LISREL (Joreskog & Sorbom, 

1996). However, we failed to establish the baseline model (i.e., configural invariance) 

wi th  th i s  17- i t em,  four - fac to r  s t ruc tu re  mode l  ac ross  four  coun t r i e s  (x  =  1636 .63 ,  d f=  
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521, p < .001, CFI = .61, TLI == .59). In addition, the group goodness of fit statistics (e.g., 

GFI), ranging from .75 to .83, did not reach our desired level of model fit. We decided 

not to perform subsequent analysis. Therefore, we concluded that horizontal versus 

vertical individualism and collectivism was not configurally invariant across four 

countries. 

5.2.2.6 Item Selection for Horizontal versus Vertical Individualism and 

Collectivism 

Although we have not successfully established measurement equivalence for 

horizontal versus vertical individualism and collectivism across four countries, we were 

able to detect similarities of shared items with these four cultural patterns across four 

countries. That is, there are four common items shared in horizontal individualism (i.e., 

HIl - "I often 'do my own thing'," HI4 - "I prefer to be direct and forthright when 

discussing with people," HI6 - "When I succeed, it is usually because of my abilities," 

and HI7 - "I enjoy being unique and different from others in many ways"), four common 

items shared in vertical individualism (i.e., VII - "It annoys me when other people 

perform better than I do," VI4 - "Winning is everything," VIS - "It is important that I do 

my job better than others," and VIS - "When another person does better than I do, I get 

tense and aroused"), seven common shared items in horizontal collectivism (i.e., HC2 -

"If a co-worker gets a prize, I would feel proud," HC3 - "If a relative were in financial 

difficulty, I would help within my means," HC4 - "It is important to maintain harmony 

within my group," HC5 - "I like sharing little things with my neighbors," HC6 - "I feel 

good when I cooperate with others," HC7 - "My happiness depends very much on the 
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happiness of those around me," and HC8 - "To me, pleasure is spending time with 

others"), and two common items shared in vertical collectivism (i.e., VC3 - "Before 

taking a major trip, I consult with most members of my family and many friends," and 

VC4 - "I usually sacrifice my self-interest for the benefit of my group"). These seventeen 

shared items will be used in a subsequent analysis to answer questions involving 

hierarchical influences of cultural values on consumers' price perception, and ongoing 

search and purchase behavior. 

To evaluate the first five hypotheses (Hypothesis 1 to Hypothesis 5), we decided 

to rely on the original 32-item model proposed by Singelis et al. (1995). There are several 

reasons to rely on this model. First, this 32-item, four-factor structure model has revealed 

an acceptable internal consistency (alpha) across four countries, with the exception of 

vertical collectivism in China, which revealed an alpha of 0.46 (see Table 17 for details 

of internal consistency for these four cultural patterns across countries). 

Although the recommended baseline for good reliabilities (alpha) is 0.70 

(Nurmally, 1978), several studies have reported that it is not uncommon to find low 

reliabilities when using an individualism and collectivism scale (Hui & Au, 2001). For 

example, a study conducted by Hui and Au reported a low reliability of individualism 

(0.41). Since this topic is too broad, obtaining high alphas may be difficult (Singelis et 

al., 1995). 
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Table 17: Reliabilities of Horizontal versus Vertical Individualism and Collectivism 
Across Four Countries. 

Countries 

Cultural Patterns The United 
States 

a 

Canada 

a 

Thailand 

a 

China 

a 
Horizontal Individualism (HI) 0.69 0.72 0.69 0.66 

Vertical Individualism (VI) 0.78 0.77 0.75 0.63 

Horizontal Collectivism (HC) 0.78 0.78 0.70 0.64 

Vertical Collectivism (VC) 0.69 0.69 0.65 0.46 

Secondly, the two items shared across countries for vertical collectivism (VC) 

reported lower construct reliabilities (the United States = 0.50, Canada = 0.56, Thailand = 

0.53, and China = 0.43) than the original eight-item model for vertical collectivism (see 

Table 17). Third, as Triandis and his colleagues (Singelis et al., 1995; Triandis and 

Gelfand, 1998) suggest, the individualism and collectivism constructs are too broad for 

any studies to employ a short version of an instrument (i.e., reduced items). When the 

construct is too broad, it is less likely to obtain accurate information, i.e., fidelity 

(Cronbach, 1990). Cronbach further suggests that studies of the individualism and 

collectivism phenomenon should have a large enough number of different questions 

included in the instrument (i.e., large bandwidth). Triandis and his colleagues further 

argue that a study that obtains several scores with relatively low alphas is likely to 

provide valid information about this phenomenon as compared to a study that has fewer 
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scores with high alphas. We, therefore, will use the original 32-item, four-factor structure 

which we deem appropriate to answer Hypothesis 1 through 5. 

5.3 EXPLORATORY FACTOR ANALYSIS 

Prior to exploratory factor analysis, we eliminated five items that represented the 

coupon proneness dimension of consumers' price perception because coupons for apparel 

products are rarely used in the Thai and Chinese markets. Thus, the final scale of 

consumers' price perception consisted of 31 items representing five factors of consumers' 

price perception (i.e., price-quality schema, prestige sensitivity, value consciousness, 

price consciousness, and sale proneness). Table 18 displays scale items and descriptive 

statistics for five dimensions of consumers' price perception across four countries (the 

United States, Canada, Thailand, and China). A principal component factor analysis 

using varimax rotation was performed separately on these 31 items of consumers' price 

perception for the North American and East Asian samples. 

5.3.1 North American sample 

Table 19 reveals the results of exploratory factor analysis for the North American 

sample. For the North American sample, we combined data fi-om the United States and 

Canada, resulting in 350 responses. Two items were dropped because they had either a 

low factor loading (< 0.40) or cross-loading with other factors. Thus, the combined North 

American sample yielded six factors with an eigenvalue greater than 1.0. We reported 

only the first three factors extracted. The reason is that we would like to see the common 

factors shared across countries in order to select two factors that have the most variances 



Table 18: Items' Abbreviations, Items' Description, and Descriptive Statistics for Consumers' Price Perception Across Four 
Countries (N=806) 

Items' Items' Description United States Canada Thailand China 
Abbreviation (n=192) (n=158) (n=248) (n=208) 

Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Symbolic Role of Price 

Price-Quality Schema 
PQl Generally speaking, the higher the price 4.52 1.63 3.64 1.62 3.85 1.85 3.96 1.68 

of a product, the higher the quality. 
PQ2 The price of apparel is a good indicator of 4.36 1.55 3.85 1.51 3.52 1.45 3.89 1.46 

its quality. 
PQ3 The old sajdng "you get what you pay 4.89 1.47 4.51 1.47 4.14 1.43 4.67 1.35 

for" is generally true. 
PQ4 You always have to pay a bit more for the 5.15 1.32 4.82 1.48 4.57 1.35 5.29 1.49 

best. 

Price Sensitivity 
PSl People notice when I buy the most 4.04 1.74 3.60 1.79 3.54 1.68 3.95 1.64 

expensive brand of an apparel product. 
PS2 Buying a high priced brand makes me 3.98 1.70 3.36 1.68 3.55 1.68 3.96 1.69 

feel good about myself. 
PS3 Buying the most expensive brand of a 4.42 1.66 4.00 1.50 3.72 1.60 3.85 1.52 

product make me feel classy. 
PS4 I enjoy the prestige of buying a high 4.55 1.72 3.96 1.48 3.57 1.62 3.89 1.55 

priced brand. 
PS5 It says something to people when you buy 4.26 1.58 3.96 1.51 4.36 1.47 3.80 1.52 

a high priced version. 



PS6 Your friends will think you are cheap if 3.25 1.59 
your consistently buy the lowest priced 
version. 

PS7 I have purchased the most expensive 3.21 1.72 
brand just because I knew other people 
would notice. 

PS8 I think others make judgments about me 4.29 1.73 
by the style and brands I buy. 

PS9 Even for a relatively inexpensive product, 3.60 1.62 
I think that buying a costly brand is 
impressive. 

Functional Role of Price 
Value Consciousness 

VCl I am very concerned about low prices, but 4.86 1.65 
I am equally concerned with quality. 

VC2 I generally compare the prices of 4.28 1.79 
different brands to be sure that I get the 
best value for the money. 

VC3 When purchasing for apparel product, I 5.13 1.41 
always try to maximize the quality I get 
for the money I spend. 

VC4 When I buy apparel products, I like to be 5.29 1.38 
sure that I am getting my money's worth. 

VC5 I generally shop around for lower prices 4.23 1.72 
on apparel products, but they still must 
meet the certain quality requirements 
before I buy them. 

VC6 When I shop, I usually compare the price 4.20 1.65 
of information for brands I normally buy. 

3.34 1.53 

2.78 1.48 

4.16 1.48 

3.23 1.37 

5.28 1.60 

4.86 1.70 

5.12 1.48 

5.38 1.35 

4.78 1.41 

4.61 1.56 

3.13 1.57 

2.72 1.51 

3.54 1.63 

3.11 1.64 

5.46 1.49 

5.35 1.47 

5.31 1.40 

5.35 1.38 

5.04 1.42 

4.38 1.49 

3.45 1.54 

3.06 1.63 

3.68 1.58 

3.76 1.58 

5.41 1.50 

5.15 1.44 

5.57 1.31 

5.39 1.46 

4.59 1.53 

4.70 1.31 



VC7 I always check prices at different sources 3.44 1.72 
(e.g., flyers, newspaper) to be sure I get 
the best value for the money I spend. 

Price Consciousness 
PCI I am not wiling to go extra effort to find 4.39 1.65 

lower prices.* 
PC2 I usually shop at more than one store to 4.16 1.78 

take advantage of low prices. 
PC3 The money saved by finding low prices is 4.59 1.52 

usually not worth the time and effort.* 
PC4 I would never shop at more than one store 4.94 1.57 

to find low prices.* 
PC5 The time it takes to find low prices is 4.21 1.63 

usually not worth the sense of joy.* 

Sale Proneness 
SPl If an apparel product is on sale, that can 4.92 1.59 

be a reason for me to buy it. 
SP2 When I buy a brand that is on sale, I feel 5.09 1.48 

that I am getting a good deal. 
SP3 I have favorite brands, but most of the 3.42 1.63 

time I buy the brand that is on sale. 
SP4 One should try to buy the brand that is on 3.78 1.53 

sale. 
SP5 1 am most likely to buy brands that are on 4.01 1.62 

sale. 
SP6 Compared to most people 1 know, I am 3.70 1.69 

more likely to buy brands that are on sale. 

*Items reverse scored prior to analyses. 

3.79 1.56 

4.35 1.48 

4.74 1.67 

4.70 1.52 

5.28 1.42 

4.57 1.67 

4.76 1.59 

5.17 1.49 

3.91 1.69 

3.81 1.68 

4.30 1.60 

4.08 1.55 

4.21 1.64 

3.40 1.36 

4.46 1.51 

3.90 1.58 

4.28 1.80 

4.63 1.45 

4.25 1.63 

4.69 1.52 

4.76 1.56 

4.61 1.39 

4.53 1.37 

4.02 1.39 

4.18 1.43 

3.87 1.59 

4.62 1.55 

3.73 1.50 

4.53 1.55 

3.89 1.46 

4.79 1.36 

5.00 1.29 

4.62 1.59 

4.79 1.52 

4.68 1.44 

4.37 1.48 
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explained and the highest eigenvalue in order to use in the subsequent analysis. The first 

eight-item factor (a = 0.90, an eigenvalue = 6.72, and variance extracted = 25.84%) 

captured the prestige sensitivity dimension, representing the symbolic role of price. The 

second six-item factor (a = 0.89, an eigenvalue = 5.45, and variance extracted = 20.94%) 

captured the value consciousness dimension, representing the functional role of price. 

The third four-item factor (a = 0.87, an eigenvalue = 1.87, and variance extracted = 

7.21%) captures the sale proneness dimension, representing the functional role of price. 

Table 19: Exploratory Factor Analysis for North America 
(The United States and Canada) 

The United States Canada 
(n=  192)  (n= 208) 

1 2 3 1 2 3 
Factor; Prestige Sensitivity 
PSl People notice when I buy the most 0.73 0.74 

expensive brand of an apparel product. 
PS2 Buying a high priced brand makes me feel 0.81 0.82 

good about myself. 
PS3 Buying the most expensive brand of a 0.73 0.79 

product make me feel classy. 
PS4 I enjoy the prestige of buying a high 0.74 0.80 

priced brand. 
PS5 It says something to people when they 0.75 0.49 

buy a high priced version. 
PS6 Your friends will think you are cheap if - -

you consistently buy the lowest priced 
version. 

PS7 I have purchased the most expensive 0.80 0.76 
brand just because I knew other people 
would notice. 

PS8 I think others make judgments about me 0.70 0.49 
by the style and brands I buy. 

PS9 Even for a relatively inexpensive product, 0.81 0.76 
I think that buying a costly brand is 
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impressive. 
Eigenvalue 7.06 6.47 

Proportion of variances 27.17% 23.12% 
Reliabilities (a) 0.91 0,88 

Factor: Value Consciousness 
VC1 I am very concerned about low prices, but 0.67 

I am equally concerned with quality. 
VC2 I generally compare the prices of different 0.75 

brands to be sure that I get the best value 
for the money. 

VC3 When purchasing an apparel product, I -

always try to maximize the quality I get 
for the money I spend. 

VC4 When I buy apparel products, I like to be -

sure that I am getting my money's worth. 

VC5 I generally shop around for lower prices 0.69 
on apparel products, but they still must 
meet the certain quality requirements 
before I buy them. 

VC6 When I shop, I usually compare the price 0.82 
of information for brands I normally buy. 

VC7 I always check prices at different sources 0.69 
(e.g., flyers, newspaper) to be sure that I 
get the best value for the money I spend. 
Eigenvalue 5.80f 

Proportion of variances 20.70%" 
Reliabilities (a) 0.87" 

Factor: Sale Proneness 
SPl If an apparel product is on sale, that can -

be a reason for me to buy it. 
SF2 When I buy a brand that is on sale, I feel -

that I am getting a good deal. 
SP3 I have favorite brands, but most of the 0.83 0.83 

time I buy the brand that is on sale. 
SP4 One should try to buy the brand that is on 0.82 0.80 

sale. 
SP5 I am most likely to buy brands that are on 0.80 Q.12 

sale. 
SP6 Compared to most people I know, I am 0.80 0.77 

more likely to buy brands that are on sale. 
Eigenvalue 4.92 2.09 
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Proportion of variances 18.91% 7.47% 
Reliabilities (a) 0.87 0.87 

Factor: Price-Quality Schema 
PQl Generally, speaking, the higher the price 0.68 

of a product, the higher the quality. 
PQ2 The price of apparel is a good indicator of 0.81 

its quality. 
PQ3 The old saying "you get for what you pay 0.80 

for" is generally true. 
PQ4 You always have to pay a bit more for the 0.57 

best. 
Eigenvalue 2.17 

Proportion of variances 8.35% 
Reliabilities (a) 0.84 

Note: a : Included Price Consciousness item # 2 (PC #2): "I usually shop at more than one store to take 

advantage of low prices." 

We further examined two samples within North America separately to see if the 

consistency and similarities of patterns of factors extracted emerged for American and 

Canadian samples. For the American sample, results produced also 26-item six-factor 

model (five items were deleted due to either low factor loading or cross-loading). The 

first eight-item factor (a = 0.91, an eigenvalue = 7.06, and variance extracted = 27.17%) 

captured the price sensitivity dimension, representing the symbolic role of price. The 

second four-item factor (a = 0.87, an eigenvalue = 4.92, and variance extracted = 

18.91%) captured sale proneness, representing the functional role of price. The third four-

item factor (a = 0.84, an eigenvalue = 2.17, and variance extracted = 8.35%) captured 

price-quality schema, representing the symbolic role of price. 

For the Canadian sample, results yielded a 28-item, seven-factor model (three 

items were deleted due to either low factor loadings or cross-loading). The first eight-
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item factor (a = 0.88, an eigenvalue = 6.47, and variance extracted = 23.12%) captured 

price sensitivity, representing the symbolic role of price. The second six-item factor (a = 

0,87, an eigenvalue = 5.80, and variance extracted = 20.70%) captured value 

consciousness, representing the functional role of price. The third four-item factor (a = 

0.87, an eigenvalue = 2.09, and variance extracted = 1 AlVo) captured sale proneness, 

representing the functional role of price. 

5.3.2 East Asian Sample 

Table 20 reveals the results of exploratory factor analysis for the East Asian 

sample. For the East Asian sample, we combined data from Thailand and China, resulting 

in 466 responses. Eight items were eliminated due to either a low factor loading or cross 

loading. Thus, the combined East Asian sample yielded six factors with an eigenvalue 

greater than 1.0. The first six-item factor (a = 0.81, an eigenvalue = 4.74, and variance 

extracted = 20.62%) captured sale proneness, representing the functional role of price. 

The second four-item factor (a = 0.79, an eigenvalue = 3.52, and variance extracted = 

15.32%) captured the price sensitivity dimension, representing the symbolic role of price. 

The third four-item factor (a = 0.79, an eigenvalue = 1.62, and proportion of variance 

extracted = 7.05%) captures the price sensitivity dimension, representing the symbolic 

role of price. 

We also further examined two samples within East Asia separately to see the 

consistency and similarities of patterns of factors extracted for Thai and Chinese samples. 

For the Thai sample, the results also produced a 29-item, eight-factor model (two items 

were deleted due to either low factor loading or cross-loading). The first eight-item factor 
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(a = 0.83, an eigenvalue = 6.18, and variance extracted = 21.30%) mainly captured the 

sale proneness dimension (with the exception of two items that captured the value 

consciousness dimension), representing the functional role of price. The second six-item 

factor (a = 0.83, an eigenvalue = 4.28, and variance extracted = 14.77%) captured price 

sensitivity, representing the symbolic role of price. The third five-item factor (a = 0.78, 

an eigenvalue = 2.67, and variance extracted = 7.12%) captured two separate dimensions: 

three items captured price sensitivity and two items captured price-quality schema, 

representing the symbolic role of price. 

Table 20: Exploratory Factor Analysis: East Asia (Thailand and China) 

Thailand China 
(n = 248) (n= 208) 

1 2 3 1 2 3 
Factor: Prestige Sensitivity 
PS 1 People notice when I buy the most 0.54 0.70 

expensive brand of an apparel product. 
PS2 Buying a high priced brand makes me feel 0.61 0.80 

good about myself 
PS3 Buying the most expensive brand of a - 0.67 0.78 

product make me feel classy. 
PS4 I enj oy the prestige of buying a high - 0.68 0.61 

priced brand. 
PS5 It says something to people when they - 0.50 -

buy a high priced version. 
PS6 Your friends will think you are cheap if 0.75 -

you consistently buy the lowest priced 
version. 

PS7 I have purchased the most expensive 0.81 -

brand just because I knew other people 
would notice. 

PS8 I think others make judgments about me 0.66 -

by the style and brands I buy. 
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PS9 Even for a relatively inexpensive product, 0.80 -

I think that buying a costly brand is 
impressive. 
Eigenvalue 4.28 3.70 

Proportion of variances 14.77% 17.59% 
Reliabilities (a) 0.77 

Factor: Value Consciousness 
VC1 I am very concerned about low prices, but 0.64 

I am equally concerned with quahty. 
VC2 I generally compare the prices of different 0.66 

brands to be sure that I get the best value 
for the money. 

VC3 When purchasing an apparel product, I 0.80 
always try to maximize the quality I get 
for the money I spend. 

VC4 When I buy apparel products, I like to be 0.82 
sure that I am getting my money's worth. 

VC5 I generally shop around for lower prices _ 

on apparel products, but they still must 
meet the certain quality requirements 
before I buy them. 

VC6 When I shop, I usually compare the price -

of information for brands I normally buy. 
VC7 I always check prices at different sources -

(e.g., flyers, newspaper) to be sure that I 
get the best value for the money I spend. 
Eigenvalue 1.99 

Proportion of variances 9.49% 
Reliabilities (a) 0.76 

Factor; Sale Proneness 
SPl If an apparel product is on sale, that can 0.66 -

be a reason for me to buy it. 
SP2 When I buy a brand that is on sale, I feel 0.69 -

that I am getting a good deal. 
SP3 I have favorite brands, but most of the 0.55 0.77 

time I buy the brand that is on sale. 
SP4 One should try to buy the brand that is on 0.59 0.74 

sale. 
SP5 I am most likely to buy brands that are on 0.53 0.67 

sale. 
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SP6 Compared to most people I know, I am 0.63 0.74 
more likely to buy brands that are on sale. 
Eigenvalue 6.18 3.35 
Proportion of variances 21.30% 15.94% 

Reliabilities (a) 0.76 

Factor: Price-Quality Schema 
PQl Generally, speaking, the higher the price -

of a product, the higher the quality. 
PQ2 The price of apparel is a good indicator of -

its quality. 
PQ3 The old saying "you get for what you pay 0.66 

for" is generally true. 
PQ4 You always have to pay a bit more for the 0.77 

best. 
Eigenvalue 2.67 

Proportion of variances 7.12% 
Reliabilities (a) 

For the Chinese sample, the results yielded a 21-item, seven-factor model (eight 

items were deleted due to either low factor loadings or cross-loading). The first four-item 

factor (a = 0.76, an eigenvalue = 3.70, and variance extracted = 17.59%) captured the 

price sensitivity dimension, representing the symbolic role of price. The second four-item 

factor (a = 0.76, an eigenvalue = 3.35, and variance extracted = 15.94%) captured the 

sale proneness dimension, representing the functional role of price. The third four-item 

factor (a = 0.76, an eigenvalue = 1.99, and variance extracted = 9.49%) captured value 

consciousness, representing the functional role of price. 

The summary results of consumers' price perception profile across countries are 

as follows: 



230 

Table 21: The Summary Results of Consumers' Price Perception Across Four Countries 

Countries 

Factor The United Canada Thailand China 

No. States 

1 Price Price Sale Proneness Price 

Sensitivity Sensitivity Sensitivity 

Details of PS1,PS2, P3, PS1,PS2, PS3, SPl, SP2, SP3, PS1,PS2,PS3, 

items extracted PS4, PS5, PS7, PS4, PS5, PS7, SP4, SP5, SP6 PS4 

PS8, PS9 PS8, PS9 

2 Sale Proneness Value Price Sale Proneness 

Consciousness Sensitivity 

Details of SP3, SP4, SP5, VCl, VC2, VC3, PS1,PS2, PS6, SP3, SP4, SP5, 

items extracted SP6 VC5, VC6, VC7 PS7, PS8, PS9 SP6 

3 Price-Quality Sale Proneness Price Value 

Schema Sensitivity & Consciousness 

Price-Quality 

Schema 

Details of PQ1,PQ2, PQ3, SP3, SP4, SP5, PS3, PS4, PS5 & VCl, VC2, VC3, 

items extracted PQ4 SP6 PQ3 and PQ4 VC4 

5.3.3 Consumers' price perception constructs selection 

Based on the results summarized above, the prestige sensitivity dimension 

emerged most often as either the first or second factor with the greatest eigenvalue and 

variance extracted across four countries. Thus, we chose prestige sensitivity, which 

represents the sjonbolic role of price, for use in subsequent analysis. In addition, related 

to the items shared across countries based on this prestige sensitivity dimension, we 

chose four items: PSl ("People notice when I buy the most expensive brand of an apparel 

product."), PS2 ("Bu5dng a high-priced brand makes me feel good about myself"), PS3 

("Buying the most expensive brand of a product makes me feel classy."), and PS4 ("I 
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enjoy the prestige of buying a high-priced brand."), hi addition, when comparing these 

four items (PSl, PS2, PS3, and PS4) with results from the two pooled samples (North 

America and East Asia), the four items emerged as factor one in the North American 

sample and as factor two in the East Asian sample. Therefore, we believe that these four 

items (PSl, PS2, PS3, and PS4) represent the price sensitivity dimension across these 

four countries. Although PS5, PS6, PS7, PS8, and PS9, which also captured the price 

sensitivity dimension, emerged either as factor one or factor two in samples in certain 

countries (i.e., the United States, Canada, and Thailand), they were not as clearly 

extracted as the first three factors in the Chinese sample. 

In selecting the construct of consumers' price perception to represent the 

functional role of price, the information provided in the above table revealed that there 

are two constructs that represent the functional role of price, sale proneness and value 

consciousness, which emerged most often across the four countries. In particular, the sale 

proneness dimension emerged most often as either the first or second factor across the 

four countries, except in the Canadian sample, where the sale proneness construct 

emerged as the third factor. However, the value consciousness dimension was not 

extracted clearly in the American and Thai samples. In fact, this value consciousness 

dimension was extracted as the fourth factor in the American and Thai samples. Thus, we 

chose the sale proneness dimension to represent the functional role of price for use in a 

subsequent analysis. 

With respect to item selection for the sale proneness dimension, we chose four 

items that are the most common across the four coimtries. They are SP3 ("I have favorite 
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brands, but most of the time I buy the brand that is on sale.")> SP4 ("One should try to 

buy the brand that is on sale."), SP5 ("I am most likely to buy brands that are on sale."), 

and SP6 ("Compared to most people I know, I am more likely to buy brands that are on 

sale."). In addition, when comparing these four items (SP3, SP4, SP5, and SP6) with the 

results from the two pooled samples (North America and East Asia), these four items 

emerged as factor one in the East Asian sample and as factor three in the North American 

sample. Therefore, we believe that these four items, SP3, SP4, SP5, and SPG, represent 

the sale proneness dimension across the four countries. 

5.4 HYPOYHESES TESTING: PART I 

5.4.1 Hypothesis 1: Region and materialism 

Hypothesis 1 predicted that East Asian consumers are likely to be more 

materialistic than North American consumers. In order to evaluate this hypothesis, we 

grouped the American and Canadian samples to represent North America, whereas the 

Thai and Chinese samples were pooled to represent East Asia. The results from the one

way analysis of variance (ANOVA) revealed that there was a significant difference in 

terms of materialism between the North American and East Asian participants: F (1, 803) 

= 22.24,/) < 0.001 (see Table 22). That is, the North American participants were more 

materialistic than the East Asian participants (MNorth America = 4.42 vs. Meast Asia 4.05). 

Therefore, Hypothesis 1 was not supported. 

Since we found that North American participants were more materialistic than 

East Asian participants, we ran a subsequent analysis to examine whether North 
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American participants scored higher than East Asian participants on the three dimensions 

of materiaUsm as suggested by Richins and Dawson (1992) (i.e., that those who are 

highly materialistic in general should score high on the three dimensions of materialism 

as well). However, it may be inappropriate to examine the differences between 

participants from these two regions related to the happiness dimension of materialism 

because there is only one common item (H4) shared across four countries. To support 

Richins and Dawson's argument, we then included the happiness dimension with only 

one item in an analysis. The one-way ANOVA results showed that there was a significant 

difference between the North American and East Asian participants in terms of the 

success and centrality dimensions of materialism. That is. North Americans scored lower 

than East Asians on the success dimension; F (1, 803) = 5.15, j;? < .05 (MNonh America = 3.81 

vs. Mgast Asia 4.05). 

Table 22: ANOVA Results of Materialism and Its Dimensions Between 
North America and East Asia (N=806) 

Region 

Dependent North America East Asia 
(n=350) (n=456) 

Variables Mean S.D. Mean S.D. F-value 

Overall 4.42 1.03 3.98 1.15 22.24 
materialism 

Success 3.81 1.38 4.05 1.15 5.15* 

Centrality 4.95 1.28 3.86 1.41 126.25"* 

Happiness 4.62 1.62 4.49 1.71 1.19 

Note; */)< .05; ***p < 0.001 
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Conversely, North Americans scored higher on the centrahty dimension of materiahsm 

than East Asians: F (1, 802) = 126.25, p< .001 (MNorth America = 4.95 vs. Meast Asia = 3.86). 

However, there was no significant difference between North Americans and East Asians 

related to the happiness dimension: F (1, 800) = 1.19,p = 0.2757 (MNonh America = 4.62 vs. 

Mfiast Asia== 4.49). Table 22 provides a summary of the ANOVA results of materialism 

between North America and East Asia. 

5.4.1.1 Hypothesis la: North American countries and materiahsm 

Within the North American region, we hypothesized that there would be no 

significant differences between American and Canadian consumers in terms of levels of 

materialism. The one-way analysis of variance (ANOVA) results showed that there was 

no significant difference in terms of levels of materialism between American and 

Canadian participants: F (1, 347) = 1.47, p = 0.2260 (MAmerican = 4.48 vs. Mcanadian = 4.35) 

(see Table 23). Therefore, Hypothesis la was supported. 

A subsequent analysis was also performed to examine whether the American 

participants scored differently from the Canadian participants on the three dimensions of 

materialism. The one-way ANOVA results showed that there was no significant 

difference between Americans and Canadians in terms of success: F (1, 347) = 2.69, p = 

0.1021 (MAmerican = 3.92 VS. Mcanadian = 3.67). However, there were significant differences 

between Americans and Canadians in terms of the centrality and happiness dimensions. 

That is, Americans scored higher than Canadians on the centrality dimension; F (1, 346) 

= 9.03, p< .01 (MAmerican = 3.81 VS. Mcanadian = 4.73). On the Other hand, Americans 

scored lower on the happiness dimension of materialism than Canadians: F (1, 344) = 
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12.31,p < .001 (MAmerican = 4.35 VS. Mcanadian = 4.95). Table 23 providcs a summary of 

the ANOVA results of materialism between the United States and Canada. 

Table 23; ANOVA Results of Materialism and Its Dimensions Between 
the United States and Canada (N=350) 

North America 

Dependent The United States Canada 
(n=192) (n=158) 

variables Mean S.D. Mean S.D. F-value 

Overall 4.48 1.09 4,35 0,95 1,47 
materialism 

Success 3.92 1,39 3,67 1.35 2.69 

Centrality 5.13 1,23 4.73 1.31 9,03" 

Happiness 4,35 1,69 4.95 1,48 12.31**' 

Note; **/?< ,01; ***/?< 0,001 

5.4,1.2 Hypothesis lb: East Asian countries and materiahsm 

For countries in East Asia, we expected that there would be significant differences 

between Thais and Chinese consumers in terms of levels of materialism. The one-way 

analysis of variance (ANOVA) results showed that there was a significant differences in 

terms of level of materialism between Thai and Chinese participants: F (1, 454) = 19.30, 

p< .001. That is, Chinese participants were more materialistic than Thai participants 

(Mfhais^ 3,84 vs, Mchinese = 4.31) (sce Table 24). Therefore, Hypothesis lb was 

supported. 
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A subsequent analysis was also performed to examine whether Thai participants 

scored differently from Chinese participants on the three dimensions of materialism. The 

one-way ANOVA results showed that there were significant differences between Thai 

and Chinese participants related to the two dimensions of materialism. That is, for the 

success dimension, Chinese participants scored higher than Thai participants: F (1, 454) = 

17.83,/? < .001 (Mihais^ 3.79 vs. Mchinese = 4.31). For the happiness dimension, Chinese 

participants also scored higher than Thai participants: F (1,454) = 56.99, p < .001 (Mrhais 

= 3.97 vs. Mchinese = 5.12). Howevcr, there was no significant difference between Thai 

and Chinese participants in terms of the centrahty dimension: F (1, 454) = 026, p= 

0.6077 (Mxhais- 3.83 vs. Mchinese = 3.90). Table 24 provides a summary of ANOVA 

results for materialism between Thailand and China. 

Table 24: ANOVA Results of Materialism and Its Dimensions Between Thailand 
and China (N=456) 

East Asia 

Dependent Thailand China 
(n=248) (n=208) 

Variables Mean S.D. Mean S.D. F-value 

Overall 3.84 1.20 4.31 1.05 19.30"* 
materialism 

Success 3.79 1.37 4.31 1.27 17.83*" 

Centrality 3.83 1.44 3.90 1.39 0.26 

Happiness 3.97 1.66 5.12 1.56 56.99*** 

Note: ***p< 0.001 
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We further examined the differences across countries related to levels of 

materialism. The one-way ANOVA results revealed that there were significant 

differences in terms of levels of materialism across countries: F (3, 801) = 14.99, p< 

.001. That is, these differences were significantly greater for three groupings: Americans 

were greater than Thais (Mdiff = +0.64), Canadians were greater than Thais (Mdiff = 

+0.51), and Chinese were greater than Thais (Mdiff = +0.47). 

Related to the success dimension of materialism, there were significant 

differences in terms of levels of success dimensions across four countries: F (3, 801) = 

8.44,/>< .001. We found that this difference was greater for Chinese than Thais (Mdiff = 

+0.53), than Canadians (Mdiff = +0.64), and than Americans (Mdiff = +0.40). For the 

centrality dimension, there were significant differences in terms of levels of the centrality 

dimension across four countries; F (3, 800) = A5.\4,p< .001. We found that this 

difference was greater for Americans than Canadians (Mdiff = +0.41), than Thais (Mdiff = 

+1.30), and than Chinese (Mdiff = +1.24). In addition, we found that this difference was 

greater for Canadians than Thais (Mdiff = +0.89) and than Chinese (Mdiff = +0.83). 

5.4.2 Hypothesis 2: Region and Triandis's typology of individualism and 

collectivism 

We predicted that North American consumers would be more likely to place 

higher value on horizontal and vertical individualism (HI and VI) than East Asian 

consumers. Likewise, East Asian consumers would be more likely to place higher value 

on horizontal and vertical collectivism (HC and VC) than North American consumers. 

Similar to testing Hypothesis 1, we grouped the American and Canadian samples to 
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represent North America, whereas the Thai and Chinese samples were pooled to 

represent East Asia. Results from the one-way analysis of variance (ANOVA) revealed 

that there were significant differences between the North American and East Asian 

participants in terms of levels of horizontal individualism (HI), horizontal collectivism 

(HC), and vertical collectivism (VC). That is, North Americans were likely to value 

horizontal individualism (HI) more highly than East Asians; F (1, 803) = 49.96, p < .001 

(MNorth America ~ 5.46 vs. Messi Asia = 5.06). Table 25 provides the summary of the ANOVA 

results for horizontal versus vertical individualism and collectivism between North 

America and East Asia 

Table 25: ANOVA Results of Horizontal versus Vertical Individualism and Collectivism 
between North America and East Asia (N=806) 

Region 

Dependent North America 
(n=350) 

East Asia 
(n=456) 

variables Mean S.D. Mean S.D. F-value 

Individualism 
HI 
VI 

5.46 
4.10 

0.72 
0.87 

5.06 
4.11 

0.85 
1.01 

49.96*" 
0.06 

Collectivism 
HC 
VC 

5.29 
4.32 

0.86 
0.89 

5.12 
5.19 

0.75 
0.76 

8.64** 
225.37*** 

Note: **j!7 < 0.01; ***/»< 0.001 

In addition, East Asians were only likely to value vertical collectivism (VC) more 

highly than North Americans: F (1, 803) = 225.31, p < .001 (MEastAsia= 5.19 vs. MNorth 
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America = 4.32), but not horizontal collectivism (HC). We found that North Americans 

placed a higher emphasis on the value of horizontal collectivism (HC) than East Asians: 

F (1, 802) = 8.64,p < .01 (MNonh America = 5.29 VS. Meast Asia == 5.12). Howcver, there was 

no significant difference between North Americans and East Asians on the value of 

vertical individuahsm (VI): F (1, 803) = 0.06,/)= 0.8021 (MNorth America = 4.10 vs. MeastAsia 

= 4.11). Therefore, Hypothesis 2 was partially supported. 

5.4.3 Hypothesis 3: North American countries and Triandis's typology of 

individualism and collectivism 

In the North American region, we hypothesized that Canadian consumers would 

be more likely to place greater emphasis on the value of horizontal individualism (HI) 

than American consumers. Likewise, American consumers would be more likely to place 

a greater emphasis on vertical individualism (VI) than Canadian consumers. However, 

we did not expect to see differences between American and Canadian consumers in terms 

of levels of horizontal and vertical collectivism (HC and VC). 

The one-way analysis of variance (ANOVA) results showed that there were no 

significant differences related to these four cultural patterns between American and 

Canadian consumers (see Table 26). Therefore, H3 was partially accepted. 
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Table 26: ANOVA Results of Horizontal versus Vertical Individualism and Collectivism 
between the United States and Canada (N=350) 

North America 

Dependent The United States Canada 
(n=192) (n=158) 

variables Mean S.D. Mean S.D. F-value 

Individualism 
HI 5.51 0.71 5.40 0.73 2.02 
VI 4.09 0.96 4.08 0.73 0.02 

Collectivism 
HC 5.33 0.81 5.24 0.92 0.97 
VC 4.36 0.86 4.27 0.92 l . I l  

5.4.3.1 Hypothesis 3a: The United States and Triandis's typology of 

individualism and collectivism 

In this hypothesis, we anticipated that American consumers tended to value 

horizontal individualism (HI) most. We performed repeated measures analysis of 

variance (ANOVA) for Americans within four cultural patterns (HI, VI, HC, and VC) to 

evaluate this hypothesis and found that the main effect of cultural values was significant: 

F (3, 570) = 154.79, p < .001. American participants' responses were significantly higher 

for HI (M= 5.51, SD = 0.71) than HC (M = 5.33, SD = 0.81),< .001; for HC than VC 

(M = 4.36, SD = 0.86),< .001; and for VC than VI (M = 4.09, SD = 0.96), p < .01. 

Therefore, H 3a was supported. 
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In addition, based on repeated measures analysis of variance (ANOVA), we 

further summarized the rank order of four cultural patterns in the American participants 

as follows: HI > HC > VC > VI. 

5.4.3.2 Hypothesis 3b: Canada and Triandis's typology of individualism and 

collectivism 

In this hypothesis, we anticipated that Canadian consumers were most likely to 

value horizontal individualism (HI). We also executed repeated measures analysis of 

variance (ANOVA) for Canadian participants within four cultural patterns (HI, VI, HC, 

and VC) to evaluate this hypothesis and found that the main effect of cultural values was 

significant: F (3, 474) = 123.24, p < .001. The Canadian participants' responses were 

significantly higher for HI (M= 5.40, SD = 0.73) than HC (M = 5.24, SD = 0.92),p < 

0.05; for HC than VC (M == 4.27, SD = 0.92),p < .001; and marginally more significant 

for VC than VI (M = 4.08, SD = 0.73),/? == .06. Therefore, H3b was also supported. 

In addition, based on repeated measures analysis of variance (ANOVA), we 

further summarized the rank order of four cultural patterns for the Canadian participants 

as follow: HI>HO VC> VI. 

5.4.4 Hypothesis 4: East Asian Countries and Triandis's typology of 

individualism and collectivism 

Within the East Asian region, we hypothesized that Thai consumers would be 

more likely to value vertical collectivism (VC) than Chinese consumers. Likewise, 

Chinese consumers would be more likely to value horizontal collectivism (VC) than Thai 
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consumers. However, we did not expect to see differences between Thai and Chinese 

consumers in terms of levels of horizontal and vertical individualism (HI and VI). 

The one-way analysis of variance (ANOVA) results showed that there were 

significant differences related to these four cultural patterns between Thai and Chinese 

participants. That is, Thai participants valued horizontal and vertical collectivism (HC 

and VC) and horizontal individualism (HI) more highly than Chinese participants: F (1, 

454) = 6Al,p < .05 (MThais = 5.20 vs. Mchmese= 5.03; F (1, 454) = 26.65,p < .01 (M-mais 

= 5.35 vs. Mchinese- 4.99), F (1, 454) = 19.28,;? < .001 (Mthais = 5.22 vs. Mchinese = 4.87), 

respectively. However, Chinese participants valued vertical individualism (VI) more 

highly than Thai participants: F (1, 454) = 153.46,/? < .001 (Mcwnese = 4.67 vs. Mjhais = 

3.65 (see Table 27). Therefore, H4 was partially accepted. 

Table 27: ANOVA Results of Horizontal versus Vertical Individualism and Collectivism 
between Thailand and China (N=456) 

East Asia 

Dependent Thailand China 
(n=248) 

00 O
 

( N 11 

variables Mean S.D. Mean S.D. F-value 

Individualism 
HI 5.22 0.82 4.87 0.84 19.28*" 
VI 3.65 0.95 4.67 0.78 153.46"* 

Collectivism 
HC 5.20 0.78 5.03 0.70 6.11* 
VC 5.35 0.77 4.99 0.70 26.65*** 

Note: */7 < 0.05; ***/?< 0.001 
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5.4.4.1 Hypothesis 4a: Thailand and Triandis's typology of individuahsm and 

collectivism 

In this hypothesis, we anticipated that Thai consumers would value vertical 

collectivism most. We performed repeated measures analysis of variance (ANOVA) for 

Thais within four cultural patterns (HI, VI, HC, and VC) to evaluate this hypothesis and 

found that the main effect of cultural values was significant: F (3, 744) = 304.32, p < 

.001. Thai participants' responses were significantly higher for VC (M = 5.35, SD = 0.77) 

than HC (M = 5.20, SD = 0.78),;? < .01; for HI than VI (M = 5.22, SD = 0.77 vs. M = 

3.65, SD = 0.95,;? < .001, respectively. However, we found no significant difference 

between HC and VC: p = 0.9049. Thus, H4a was supported. 

In addition, based on repeated measures analysis of variance (ANOVA), we 

further summarized the rank order of four cultural patterns among Thai participants as 

follows: VC>HI = HO VI. 

5.4.4.2 Hypothesis 4b: China and Triandis's typology of individualism and 

collectivism 

In this hypothesis, we anticipated that Chinese consumers would value horizontal 

collectivism (HC) most. We performed repeated measures analysis of variance 

(ANOVA) for Chinese participants within four cultural patterns (HI, VI, HC, and VC) to 

evaluate this hypothesis and found that the main effect of cultural values was significant; 

F (3, 624) = 131.72, p < .001. Chinese participants' responses were only marginally 

significantly higher for VC (M = 4.99, SD = 0.70) than HI (M = 4.87, SD = 0.84), p = 

0.0628; for HI than VI (M = 4.87, SD = 0.84 vs. M = 4.67, SD = 0.1%,p < .01, 
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respectively. However, we found no significant difference between HC and VC,p = 0.57. 

Although there was mo significant difference between HC and VC among Chinese 

consumers, mean of HC was slightly higher than mean of VC (MHC = 5.03 vs. Mvc = 

4.99). Therefore, H4b was supported. 

In addition, based on repeated measures analysis of variance (ANOVA), we 

further summarized the rank order of four cultural patterns among Chinese participants as 

follows: HC = VC> HI > VI. 

5.4.5 Hypothesis 5: The Relationship between materialism and individualism-

collectivism for North America 

In this hypothesis, we predicted that within the North American region, 

materialism would be significantly correlated with vertical individualism (VI), but not 

significantly correlated with horizontal individualism (HI). The correlations table (see 

Table 28) shows that materialism was positively correlated with vertical individualism 

(VI) ,  r  =  0 .382, /?  <  .0001 and hor izonta l  indiv idual i sm (HI) ,  r  =  0 .169,<  .01 .  

Therefore, H5 was partially accepted. 

In addition, the correlation results also revealed that materialism was not 

significantly correlated with horizontal or vertical collectivism (HC and VC): r = 0.043, p 

= .4212; r = -0.021, p = .6119, respectively. Related to the three dimensions of 

materialism, we further found that only vertical individualism (VI) was positively 

correlated with the success dimension: r = 0.392,< .0001. For the centrality dimension, 

both horizontal and vertical individualism (HI and VI) were positively correlated with 

centrality; r = 0.109, p < .0001; r = 0.120, < .05, respectively. These positive 



Table 28: Correlation Between Materialism and Horizontal versus Vertical Individualism and Collectivism for North America 
(N= 350) 

Materialism Success Centrality Happiness HI VI HC VC 
Mean SD 

Materialism 

Success 

Centrality 

Happiness 

HI 

VI 

HC 

VC 

4.41 

3.80 

4.94 

4.61 

5.45 

4.09 

5.29 

4.32 

1.04 

1.39 

1.30 

1.63 

0.72 

0.88 

0.86 

0.89 

0.799 

0.744*" 

0.664*" 

0.169" 

0.382"* 

0.043 

-0.027 

0.296 

0.389*" 

0.056 

0.392" 

-0.023 

-0.031 

0.294 

0.209 

0.120 

0.113 

-0.042 

0.108 

0.369** 

-0.006 

0.027 

0.155 

0.411*" -0.160" 

0.166" 0.121 0.505* 

K) 
L/l 
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correlations also appeared between the happiness dimension and horizontal and vertical 

individualism (HI and VI), r = 0.108,p < .05; r = 0.369,/? < .0001, respectively. 

5.4.5.1 Hypothesis 5a: The relationship between materialism and individualism-

collectivism within America 

For the American sample, we hypothesized that materialism would be 

significantly correlated with vertical individualism (VI), but not significantly correlated 

with horizontal individualism (HI). The results firom the correlation showed that 

materialism was positively correlated with vertical individualism (VI), r = 0.423, jc < 

.0001, but not significantly correlated with horizontal individualism (HI), r = 0.091,/' = 

.091 (see Table 29). Therefore, H5a was accepted. 

In addition, the correlation results also revealed that materialism was not 

significantly correlated with horizontal or vertical collectivism (HC and VC) among 

American consumers: r = -0.050,/? = .4929; r = 0.008,/? = .9069, respectively. Related to 

the three dimensions of materialism, we further found that only vertical individualism 

(VI) was positively correlated with the success dimension; r = 0.440,/? < .0001. For the 

centrality dimension, vertical individualism (VI) was positively correlated with centrality 

(r = 0.182) at/? < .05, and was positively correlated with horizontal individualism (HI) (r 

= 0.126) at a marginal level,/? = .082. A significant positive correlation was also found 

between the happiness dimension and vertical individualism (VI), r = 0.392,/? < .001, but 

not for horizontal individuahsm (HI), r = 0.010,/? = .8903. 

5.4.5.2 Hypothesis 5b: The relationship between materialism and individualism-

collectivism within Canada 



Table 29: Correlation Between Materialism and Horizontal versus Vertical Individualism and Collectivism within the United 
States (n= 192) 

Materialism Success Centrality Happiness HI VI HC VC 

Mean SD 

Materialism 4.47 1.13 

Success 3.90 1.41 0.852*" 

Centrality 5.11 1.26 0.790*** 0.456*** 

Happiness 4.33 1.70 0.698*** 0.461*** 0.357*'* 

HI 5.00 0.71 0.091 0.055 0.126 0.010 

VI 4.08 0.98 0.423*** 0.440*** 0.182* 0.392*** 0.116 

HC 5.34 0.81 -0.050 -0.061 0.063 -0.166* 0.326*** -0.151* 

VC 4.37 0.86 0.008 0.056 -0.031 -0.031 0.124 0.054 0.493* 



Table 30: Correlation Between Materialism and Horizontal versus Vertical Individualism and Collectivism within 
Canada (n= 158) 

Materialism Success Centrality Happiness HI VI HC VC 

Mean SD 

Materialism 4.33 0.99 

Success 3.66 1.36 0.728*" 

Centrality 4.70 1.34 0.710*** 0.116 

Happiness 4.92 1.50 0.691*" 0.369*** 0.332*" 

HI 5.39 0.73 0.287** 0.062 0.300*** 0.295** 

VI 4.08 0.76 0.364*" 0.352*** 0.097 0.379*** 0.245** 

HC 5.25 0.93 0.105 -0.015 0.109 0.177 0.469*" -0.213" 

VC 4.27 0.93 -0.117 -0.163 -0.103 0.098 0.187 -0.086 0.523* 
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For the Canadian sample, we hypothesized that materialism would be 

significantly correlated with vertical individualism (VI), but not significantly correlated 

with horizontal individualism (HI). Results from the correlation showed that materialism 

was positively correlated with both horizontal individualism (HI) and vertical 

individualism (VI), r - 0.287, p < .001; r = 0.364, p < .001, respectively (see Table 30). 

Therefore, H5b was partially supported. 

In addition, the correlation results also revealed that materialism was not 

significantly correlated with horizontal or vertical collectivism (HC and VC) for 

Canadian consumers; r = 0.105,/? = .1863; r = -0.117,/? = .1436, respectively. Related to 

the three dimensions of materialism, we further found that only vertical individualism 

(VI) was positively correlated with the success dimension: r = 0.352,/? < .0001. A 

significant positive correlation was found between the centrality dimension and 

horizontal individualism (HI), r = .300,/? < .0001. In addition, we found that the 

happiness dimension was positively correlated with both horizontal and vertical 

individualism (HI and VI), r = 0.295,/? < .001; r = 0.379,/? < .0001. 

5.4.6 Hypothesis 6: The relationship between materialism and individualism-

collectivism for East Asia 

In this hypothesis, we predicted that within the East Asian region, materialism 

would not be significantly correlated with vertical collectivism (VC) or horizontal 

collectivism (HC). The correlation table showed that materialism was not positively 

correlated with horizontal or vertical collectivism (HC and VC), r = 0.024,/? = .6040; r = 

-0.044,/? = .3449, respectively (see Table 31). Therefore, H6 was supported. 



Table 31: Correlation Between Materialism and Horizontal versus Vertical Individualism and Collectivism for East Asia 
(N=456) 

Materialism Success Centrality Happiness HI VI HC VC 
Mean SD 

Materialism 4.05 1.16 

Success 4.02 1.36 0.809*" 

Centrality 3.86 1.42 0.826*** 0.425*** 

Happiness 4.48 1.72 0.737*** 0.452*** 0.469*** 

HI 5.06 0.85 0.051 0.006 0.078 0.035 

VI 4.11 1.02 0.427*** 0.410*** 0.226*** 0.421*** 0.099 

HC 5.12 0.75 0.024 0.011 0.001 0.062 0.330*** -0.081 

VC 5.19 0.76 -0.044 -0.051 -0.037 -0.008 0.311*** -0.069 0.554* 
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However, the correlation results also revealed that materialism was significantly 

correlated with vertical individualism (VI), r = 0.427,/> < .0001, but not with horizontal 

individualism (HI), r = 0.051, p = .2764. Related to the three dimensions of materialism, 

we further found that horizontal and vertical collectivism (HC and VC) did not reveal 

significant relationships between any three dimensions of materialism (see Table 31). 

5.4.6.1 Hypothesis 6a: The relationship between materiahsm and individualism-

collectivism within Thailand 

Among the Thai sample, we hypothesized that materialism would not be 

significantly correlated with vertical collectivism (VC) or horizontal collectivism (HC). 

Results from the correlation showed that materialism was not positively correlated with 

horizontal or vertical collectivism (HC and VC), r = 0.015,/? = .810; r = 0.023, p = .7137, 

respectively (see Table 32). Therefore, H6a was supported. 

However, the correlation results also revealed that materialism was significantly 

correlated with vertical individualism (VI), r = 0.480,/? < .0001, but not with horizontal 

individuahsm (HI), r = 0.041, p = .5248. Related to the three dimensions of materialism, 

we also found that horizontal and vertical collectivism (HC and VC) did not reveal any 

significant relationships between any three dimensions of materialism (see Table 32). 

5.4.6.2 Hypothesis 6b: The relationship between materialism and individualism-

collectivism within China 

Similarly, for Chinese consumers, we also predicted that materialism would not 

be significantly correlated with vertical collectivism (VC) or horizontal collectivism 

(HC). We found results similar to H6a (Thailand). That is, materialism was not positively 



Table 32: Correlation Between Materialism and Horizontal versus Vertical Individualism and Collectivism within 
Thailand (N=248) 

Materialism Success Centrality Happiness HI VI HC VC 

Mean SD 

Materialism 

Success 

Centrality 

Happiness 

HI 

VI 

HC 

VC 

3.84 

3.79 

3.83 

3.97 

5.22 

3.65 

5.20 

5.35 

1.20 

1.37 

1.44 

1.66 

0.82 

0.95 

0.78 

0.77 

0.830 

0.850'*" 

0.772'*' 

0.041 

0.480"" 

0.015 

0.023 

0.483 

0.515*** 

0.023 

0.408*** 

0.030 

-0.004 

0.542"* 

0.042 

0.378"* 

-0.004 

0.021 

0.035 

0.407**' 

0.008 

0.054 

0.216 

0.410*' 

0.341*' 

-0.074 

0.024 0.572* 



Table 33: Correlation Between Materialism and Horizontal versus Vertical Individualism and Collectivism within 
China (N=208) 

Materialism Success Centrality Happiness HI VI HC VC 

Mean SD 

Materialism 4.31 1.05 

Success 4.31 1.27 0.767*" 

Centrality 3.90 1.39 0.828*" 0.371"* 

Happiness 5.12 1.56 0.667*" 0.306*** 0.429*** 

HI 4.87 0.84 0.176 0.083 0.141* 0.209" 

VI 4.67 0.78 0.263*" 0.335*" 0.081 0.198" 0.271*" 

HC 5.03 0.70 0.059 0.009 -0.016 0.213" 0.181** 0.0001 

VC 4.99 0.70 -0.042 -0.019 -0.115 0.094 0.005 0.090 0.510* 

NJ 
U) 
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correlated with horizontal or vertical collectivism (HC and VC), r = 0.059, p = .3963; r = 

-0.042, p = .5457, respectively (see Table 33). Therefore, H6b was supported. 

Similar to H6a (Thailand), the correlation results also revealed that materialism 

was significantly correlated with vertical individualism (VI), r = 0.335,p < .0001, but not 

with horizontal individualism (HI), r = 0.083,p = .2315. Related to the three dimensions 

of materialism, we also found that only the relationship between the happiness dimension 

and horizontal collectivism (HC) revealed a positive significance: r = 0.213,/> < .01 (see 

Table 33). 

Hypotheses 7 through 12 deal with the hierarchical influence of cultural values of 

materialism, horizontal versus vertical individualism, and collectivism on consumers' 

price perception; in turn, these consumers' perceived different roles of price are expected 

to influence consumer shopping behavior. Prior to testing these hypotheses, we have 

established two different models for measurement as well as structural equations for each 

region (North America and East Asia) and two different models, measurement and 

structural equation models for each country (the United States, Canada, Thailand, and 

China). 

5.5 MEASUREMENT AND STRUCTURAL EQUATION MODELS 

The confirmatory factor analysis (CPA) was conducted to estimate a measurement 

model using maximum likelihood via LISREL 8.3. All observed variables used to capture 

each latent construct were identical across regions and countries. Generally, items with 
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factor loadings of less than 0.40 should be dropped from a model because this low factor 

loading may be the result of a poorly-worded or inappropriate item (Hulland, 1999). 

Therefore, we dropped one observed variable that captured materialism (S2), one 

observed variable that captured horizontal individualism (HI4), two observed variables 

that captured vertical individualism (VII and VIS), four observed variables that captured 

horizontal collectivism (HC2, HC3, HC7, and HC8), one observed variable that captured 

the functional role of consumers' price perception (SP3), and two observed variables that 

captured physical ongoing search behavior. 

Confirmatory factor analysis (CFA) was performed to assess measures reliability 

and validity of individual constructs. Measure reliability was assessed by examining the 

loading of items (i.e., observed variables) with their respective latent constructs. 

Composite reliability represents the shared variance among a set of observed variables 

measuring an underlying construct (Fomell & Larker, 1981). A composite reliability 

threshold of 0.60 or greater is suggested (Bagozzi & Yi, 1988). Nunnally (1967) also 

recommends a threshold value of alpha 0.60 as representative of a reasonable degree of 

internal consistency. In addition, the strength of the factor loading (i.e., r-value) of each 

observed variable on its respective latent construct implies convergent validity. 

To examine discriminant validity among constructs, we employed two techniques: 

the interval confidence test (Anderson & Gerbing, 1988) and the variance extracted test 

(Fomell & Larker, 1981). The confidence test requires that the correlation between two 

latent constructs, plus or minus the standard of errors, does not include the value of 1.0. 
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The variance extracted test requires that the squared correlation between two constructs 

be smaller than the average variance extracted (AVE) for each construct. 

Structural equation modeling using LISREL was performed to test hypotheses 7 

through 12. Satisfactory fits are indicated by non-significant chi-square tests, root means 

square of error of approximation (RMSEA), comparative fit index (CFI), the goodness-

of-fit index (GFI), and the adjusted goodness-of-fit index (AGFI). RMSEA is a fit 

measure based on the concept of noncentrality. Usually, a value of RMSEA less than 

0.08 is considered a reasonable model fit (Browne & Cudeck, 1993). CFI is an 

incremental fit with a value greater than or equal to GFI. AGFI estimates the extent to 

which the sample variances and co-variances are reproduced by the model. A value of up 

to 0.90 for GFI is considered a good fit, whereas a value of up to 0.80 for AGFI is 

considered a reasonable fit (Hayduk, 1987). In addition, a chi-squared over its degree of 

freedom with a ratio of 5:1 is considered a good fit (Wheaton et al., 1977). 

5.5.1 North America 

For North America, the CFA model consisted of six 17-item constructs. The 

standardized loadings, composite reliabilities, and proportions of variance extracted for 

items and scales used to measure the latent variables are provided (see Table 34). CFA-

based composite reliabilities for each latent construct were calculated. Five latent 

constructs (i.e., materialism, horizontal collectivism, prestige sensitivity, sale proneness, 

and virtual ongoing search behavior) met the criterion (> 0.60) suggested by Bagozzi and 

Yi (1988); vertical collectivism (VC) (0.53), physical ongoing search behavior (0.50), 

and actual mall shopping behavior (0.49) did not. In addition, the factor loading of 
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observed variables to respective underlying latent constructs w^as significant at the level 

of 0.001 (ranging from 3.99 to 18.31), suggesting that convergent validity was achieved 

for each latent construct (Bagozzi, Yi, & Phillips, 1991). Discriminant validity based on 

the two criteria suggested above was also established. 

Regarding the structural equation model for North America, the final model 

revealed a satisfactory fit, = 264.91, df = 103, p < .001, y^ld^ = 2.57, RMSEA = 0.066, 

CFI = 0.95, GFI = 0.92, and AGFI = 0.88. 

Table 34: Measurement Model Results for Hypothetical Model with New Factor 
Structure for North America and within North American Countries 

North American The United Canada 
(n=350) States (n=158) 

(n=192) 

Constructs/Indicators Standardized Standardized Standardized 
Factor Factor Factor 

Loading Loading Loading 
(t-value) (t-value) (t-value) 

(Materialism) 
X] (I admire people who own .49' .65' .37' 
expensive homes, cars, and clothes) (-) (-) (-) 
X2 (Buying things give me a lot of .68 .52 .73 
pleasure) (6.11) (5.84) (3.33) 
Xj (I like a lot of luxury in my life) .74 .67 .69 

(6.52) (7.31) (3.39) 
X4 (I'd be happier if I could afford to .39 .57 .43 
buy more things) (5.86) (6.46) (3.02) 

Construct Reliability'' .67 .75 .65 
Variance Extracted" .35 .40 .33 

Til (Symbolic Role of Price: Prestige 
Sensitivity) 
Y, (People notice when I buy the most .68' .75' .58' 
expensive brand of an apparel product) (-) (-) (-) 
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Y2 (Buying a high priced brand makes .76 .75 .80 
me feel good about myself) (14.58) (12.02) (8.16) 
Y3 (Buying the most expensive brand .81 .79 .81 
of a product makes me feel classy) (10.09) (9.14) (4.96) 
Y4 (I enjoy the prestige of buying a .87 .87 .83 
high priced brand) (10.75) (9.37) (5.47) 

Construct Reliability'' .86 .87 
Variance Extracted!' .61 .63 

TI2 (Functional Role of Price: Sale Proneness) 
Y5 (One should try to buy the brand .65" .84" -

that is on sale) (-) (-) 
Yfi (I am more likely to buy brands that .87 .74 -

are on sale) (12.67) (9.93) 
Y7 (Compared to most people I know, I .87 .70 -

am more likely to buy brands that are (12.63) (9.19) 
on sale) 

Construct Reliability'' .84 .81 
Variance Extracted' .65 .58 

ri3 (Physical Ongoing Search Behavior) 
Yg (I often talk with retail salesperson .48" .64" .35" 
to get information during my store (-) (-) (-) 
visit) 
Yg (I often talk to friends or .67 .61 .91 
acquaintances to get information or (6.28) (5.46) (2.58) 
advice concerning clothing and 
clothing styles) 

Construct Reliability'' .50 .56 
Variance Extracted' .34 .39 

r|4 (Virtual Ongoing Search Behavior) 
Yjo ( I  of ten  v is i t  re ta i l  s tore  web s i tes  .95' .99" -

to browse and/or get information about (-) (-) 
apparel products) 
Yii (I often check out retail web sites .93 .96 -

just to look around without intention to (18.31) (23.92) 
purchase) 

Construct Reliability'' .93 .97 
Variance Extracted^ .89 .95 

•qs (Actual Physical Mall Shopping Behavior) 
Yi2 (When shopping for apparel, how .53' .51" .43" 
often do you shop at department stores, (-) (-) (-) 
e.g., Macy's or Dillard's in the US; 
The Bay, Eaton in Canada). 
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Yi3 (When shopping for apparel, how 
often do you shop at specialty stores 
that are located in the shopping mall, 
e.g., The Gap, Banana Republic, Guess 
in both the US. and Canada). 

.61 
(3.99) 

.62 
(2.09) 

.59 
(2.98) 

Construct Reliability'' .49 
.33 

.49 

.32 
.42 
.27 Variance Extracted!^ 

Fit Indexes 
df 

X^/df 

264.91 , 103 217.39 , 122 
4c>ki)c 

113.89 ,42 

RMSEA 
CFI 
GFI 

AGFI 

2.57 1.78 
.066 .061 
.95 .96 
.92 .89 
.88 .85 

2.47 
0.091 
0.92 
0.90 
0.83 

5.5.1.1 The United States 

For the United States, the CFA model consisted of six 17-item constructs. The 

standardized loadings, composite reliabilities, and proportions of variance extracted for 

items and scales used to measure the latent variables are provided (see Table 34). CFA-

based composite reliabilities for each latent construct were calculated. Four latent 

constructs (i.e., materialism, prestige sensitivity, sale proneness, and virtual ongoing 

search behavior) met the criterion (> 0.60) suggested by Bagozzi and Yi (1988); physical 

ongoing search (0.56), and actual mal shopping behavior (0.49) did not. In addition, the 

factor loading of observed variables to respective underlying latent constructs was 

significant at the level of 0.05 (ranging from 2.09 to 23.92), suggesting that convergent 

validity was achieved for each latent construct (Bagozzi, Yi, & Phillips, 1991). 

Discriminant validity based on the two criteria suggested above was also established. 
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Regarding the structural equation model for the United States, the final model 

also showed a satisfactory fit, = 217.39, df = 122, p < .001,5C^/df = 1.78, RMSEA = 

0.061, CFI = 0.96, GFI = 0.89, and AGFI = 0.85. 

5.5.1.2 Canada 

For Canada, the CFA model consisted of four 12-item constructs. The 

standardized loadings, composite reliabilities, and proportion of variance extracted for 

items and scales used to measure the latent variables are provided (see Table 34). CFA-

based composite reliabilities for each latent construct were calculated. Only three latent 

constructs (i.e., materialism, prestige sensitivity, and physical ongoing search behavior) 

met the criterion (> 0.60) suggested by Bagozzi and Yi (1988); actual mall shopping 

behavior (0.42) did not. In addition, the factor loading of observed variables to respective 

underlying latent constructs was significant at the level of 0.05 (ranging from 2.58 to 

8.16), suggesting that convergent validity was achieved for each latent construct 

(Bagozzi, Yi, & Phillips, 1991). Discriminant vaUdity based on the two criteria suggested 

above was also established. 

Regarding the structural equation model for Canada, the final model also showed 

a somewhat satisfactory fit, = 113.89, df = 42, p < .001, x^/df = 2.47, RMSEA = 0.091, 

CFI = 0.92, GFI = 0.90, and AGFI = 0.83. 

5.5.2 East Asia 

For East Asia, the CFA model consisted of seven 20-item constructs. The 

standardized loadings, composite reliabilities, and proportions of variance extracted for 

items and scales used to measure the latent variables are provided (see Table 35). CFA-



based composite reliabilities for each latent construct were calculated. Six latent 

constructs (i.e., materialism, prestige sensitivity, sale proneness, physical and virtual 

ongoing search behaviors, as well as actual mall shopping behavior) met the criterion (> 

0.60) suggested by Bagozzi and Yi (1988); horizontal collectivism (HC) (0.59) did not. In 

addition, the factor loading of observed variables to respective underlying latent 

constructs were significant at the level of 0.001 (ranging from 4.82 to 30.02), suggesting 

that convergent validity was achieved for each latent construct (Bagozzi, Yi, & Phillips, 

1991). Discriminant validity based on the two criteria suggested above was also 

established. 

Regarding the structural equation model for East Asia, the final model revealed a 

good fit, = 328.09, df = 156, p < .001, x^/df = 2.10, RMSEA = 0.0468 CFI = 0.96, GFI 

= 0.93, and AGFI = 0.91. 

Table 35; Measurement Model Results for Hypothetical Model with New Factor 
Structure for East Asia and within East Asian Countries 

East Asia Thailand China 
(n=456) (n=248) (n=208) 

Constructs/Indicators Standardized Standardized Standardized 
Factor Factor Factor 

Loading Loading Loading 
(t-value) (t-value) (t-value) 

^1 (Materialism) 
Xi (I admire people who own expensive .50' .60' ,43" 
homes, cars, and clothes) (-) (-) (-) 
X2 (Buying things give me a lot of .63 .61 .63 
pleasure) (9.12) (7,00) (4.68) 
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X3 (I like a lot of luxury in my life) ,74 .82 .55 
(9.31) (8.68) (4.46) 

X4 (I'd be happier if I could afford to buy .71 .lA .57 
more things) (9.08) (8.38) (4.54) 

Construct Reliability'' .75 .80 
Variance Extracted^ .38 .56 

%2 (Horizontal Collectivism) 
X5 (It is important to maintain harmony .37' .39' .43' 
within my group) (-) (-) (-) 
Xg (I like sharing little things with my .50 .71 .34 
neighbors) (6.28) (5.17) 
X7 (I feel good when I corporate with .80 .84 .87 
others) (4.82) (4.88) 

Construct Reliability'' .59 .70 
Variance Extracted" .34 .45 

T|i (Symbolic Role of Price: Prestige 
Sensitivity) 
Yi (People notice when I buy the most .58' .53' .63' 
expensive brand of an apparel product) (-) (-) (-) 
Y2 (Buying a high priced brand makes me .80 .82 .84 
feel good about myself) (11.94) (8.76) (8.06) 
Y3 (Buying the most expensive brand of a .72 .78 .66 
product makes me feel classy) (9.50) (7.37) (7.45) 
Y4 (I enjoy the prestige of buying a high .69 .75 .50 
priced brand) (9.02) (7.42) (5.92) 

Construct Reliability'' .79 .81 
Variance Extracted .49 .71 

TI2 (Functional Role of Price: Sale Proneness) 
Y5 (One should try to buy the brand that is .56' .53' .58' 
on sale) (-) (-) (-) 
Yfi (I am more likely to buy brands that are .82 .90 .75 
on sale) (9.44) (6.70) (6.32) 
Y7 (Compared to most people I know, I am .65 .61 .70 
more likely to buy brands that are on sale) (9.54) (6.92) (6.35) 

Construct Reliability'' .72 .73 
Variance Extracted .47 .49 

TI3 (Physical Ongoing Search Behavior) 
Yg (I often talk with retail salesperson to .IT .64' .51' 
get information during my store visit) (-) (-) (-) 

Y9 (I often talk to friends or acquaintances .60 .65 .62 
to get information or advice concerning (8.44) (5.56) (3.77) 

.65 

.27 

.58 

.35 

.76 

.60 

.72 

.46 

clothing and clothing styles) 
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Construct Reliability'' 
Variance Extracted^ 

ri4 (Virtual Ongoing Search Behavior) 
Yio (I often visit retail store web sites to 
browse and/or get information about 
apparel products) 
Yi i  ( I  of ten  check  out  re ta i l  web s i tes  jus t  
to look around without intention to 
purchase) 

Construct Reliability'' 
Variance Extracted^ 

.62 .59 .57 

.45 .42 .42 

.98" .59" 
(-) (-) 

.97 .57 
(30.02) (4.17) 

.98 .51 

.95 .34 

Tis (Actual Physical Mall Shopping Behavior) 
Yi2 (When shopping for apparel, how often 
do you shop at department stores, e.g., 
Central or Robinson in Thailand; Xidan or 
Hua Liang in China) 
Yi3 (When shopping for apparel, how often 
do you shop at specialty stores, e.g., Guess 
in Thailand; Jordano or Jane West in 
China). 

Construct Reliability'' 
Variance Extracted^ 

.58" .69" .45" 
(-) (-) (-) 

.75 .82 .62 
(6.16) (5.53) (2.44) 

.62 .73 .51 

.45 .58 .44 

Fit Indexes 
X^df  328.09*" ,  156  238.94***,  150  217.94***,  127  
X^/df 2.10 1.58 1.72 

RMSEA .048 .047 .054 
CFI .96 .97 .91 
GFI .93 .91 .90 

AGFI .91 .88 .87 

5.5.2.1 Thailand 

For Thailand, the CFA model consisted of seven 20-item constructs. The 

standardized loadings, composite reliabilities, and proportions of variance extracted for 
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items and scales used to measure the latent variables are provided (see Table 35). CFA-

based composite reliabilities for each latent construct were calculated. Five latent 

constructs (i.e., materialism, horizontal collectivism, prestige sensitivity, sale proneness, 

and actual mall shopping behavior) met the criterion (> 0.60) suggested by Bagozzi and 

Yi (1988); physical ongoing search behavior (0.59), and virtual ongoing search behavior 

(0.51) did not. In addition, the factor loading of observed variables to respective 

underlying latent constructs were significant at the level of 0.001 (ranging from 4.17 to 

8.76), suggesting that convergent validity was achieved for each latent construct 

(Bagozzi, Yi, & Phillips, 1991). Discriminant validity based on the two criteria suggested 

above was also established. 

Regarding the structural equation model for Thailand, the final model revealed a 

satisfactory fit, = 238.94, df = 150, p < .001, x^/df = 1.58, RMSEA = 0.047, CFI = 

0.97, GFI = 0.91, and AGFI = 0.88. 

5.5.2.2 China 

For China, the CFA model consisted of six 18-item constructs. The standardized 

loadings, composite reliabilities, and proportions of variance extracted for items and 

scales used to measure the latent variables are provided (see Table 35). CFA-based 

composite reliabilities for each latent construct were calculated. Three latent constructs 

(i.e., materialism, prestige sensitivity, and sale proneness) met the criterion (> 0.60) 

suggested by Bagozzi and Yi (1988); horizontal collectivism (HC) (0.58), physical 

ongoing search behavior (0.57), and actual mall shopping behavior (0.51) did not. In 

addition, the factor loading of observed variables to respective underlying latent 
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constructs were significant at the level of 0.05 (ranging fi-om 2.44 to 8.06), suggesting 

that convergent validity was somewhat achieved for each latent construct (Bagozzi, Yi, & 

Phillips, 1991). Discriminant validity based on the two criteria suggested above was also 

established. 

Regarding the structural equation model for China, the final model revealed a 

satisfactory fit, - 217.94, df = 127, p < .001, 1.72, RMSEA = 0.054, CFI = 

0.91, GFI - 0.90, and AGFI = 0.87. 

5.6 HYPOTHESES TESTING: PART II (STRUCTURAL EQUATION MODELING) 

5.6.1 Hypothesis 7: Materialism and consumers' price perception 

In this hypothesis, we predicted that, regardless of analysis at the culture or an 

individual (i.e., regional and/or country level) level of analysis, highly materialistic 

individuals were expected to have favorable perceptions toward symbolic and functional 

roles of price. As discussed earlier, the prestige sensitivity dimension is used to represent 

the symbolic role of price, whereas the sale proneness dimension is used to represent the 

functional role of price. 

For a regional level of analysis, the results revealed that in the North American 

region, materialism has a positive influence on prestige sensitivity (yu = 0.81, ^-value = 

6.06, p < .001), but a negative influence on sale proneness (721 = -0.15, r-value = -l.\l,p 

< .05) (see Figure 4). That is, highly materialistic North American consimiers are more 

responsive to the image and prestige involved in buying apparel products than to a 

purchase offer for apparel in the form of sale. However, among East Asian consumers. 
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highly materialistic individuals are likely to react favorably toward price cues in terms of 

a) prestige sensitivity (yii = 0.75, lvalue = 7.69,/? < .001) and b) sale proneness (721 = 

0.30, f-value = 4.67,7? < .001) (see Figure 5). That is, they tend to perceive the price of a 

product as an indication of prestige, but they are also concerned about sales when 

shopping for apparel. 

For a country level of analysis, American, Canadian, and Chinese consumers are 

likely to react favorably toward price cues related to prestige sensitivity only (for 

Americans, yn = 0.80, f-value = 6.83,p < .001; for Canadians, yii = 0.62, lvalue = 3.09, 

/? < .01; for Chinese, yn = 0.64, value == 4.12, p < .001, respectively) (see Figure 6, 7, 

and 9 for the United States, Canada, and China, respectively). That is, these American, 

Canadian, and Chinese consumers are only concerned with the image and prestige 

associated with apparel when shopping for these types of products. However, Thai 

consumers tend to react favorably toward both prestige sensitivity (yn = 0.82, /-value = 

6.42,p < .001) and sale proneness (yai = 0.31, lvalue = 3.74,p < .001) (see Figure 8). 

That is, Thai consumers are not only concerned with the image and prestige associated 

with apparel products, but they also are concerned with the merit of a deal (i.e., in the 

form of sale) when shopping for apparel products. Therefore, Hypothesis 7 was partially 

supported. 

5.6.2 Hypothesis 8: Horizontal versus vertical individualism and consumers' price 

perception among North American consumers 

Since the value of individualism is more pronounced in many Western countries 

(e.g.. The United States, Canada, etc.), hypothesis 8 predicted that horizontal and vertical 



Figure 4: Results of Hypothesized Model for North America 
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Figure 5: Results of Hypothesized Model for East Asian 
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individualism (HI and VI) might have an impact on North American consumers' price 

perception. Specifically, we expected that highly HI and VI North American individuals 

are likely to react favorably towards prestige sensitivity, but react unfavorably towards 

sale proneness. Results revealed that among North American consumers, these two 

values of HI and VI did not influence consumers' perceived price either in terms of 

prestige sensitivity or sale proneness (see Figure 4). In general, Hypothesis 8 was 

rejected. 

5.6.2.1 Hypothesis 8a: Horizontal versus vertical individualism and consumers' 

price perception among American consumers 

In hypothesizing the relationship between horizontal versus vertical individualism 

(HI and VI) and consumers' perceived price, we expected that similar patterns might be 

found among American consumers as we expected when performing a regional level of 

analysis (i.e., North America). That is, we expected that highly HI and VI American 

individuals are likely to react favorably towards prestige sensitivity, but react unfavorably 

towards sale proneness. However, we did not find these hypothesized relationships 

among American consumers (see Figure 6). Therefore, Hypothesis 8a was not supported. 

5.6.2.2 Hypothesis 8b: Horizontal versus vertical individualism and consumers' 

price perception among Canadian consumers 

Similarly, we anticipated that among Canadian consumers, the values of 

horizontal and vertical individualism (HI and VI) might influence consumers' perceived 

two different roles of price. That is, we predicted that highly HI and VI Canadian 

individuals would be likely to react favorably towards prestige sensitivity, but react 



Figure 6: Results of Hypothesized Model for the United States 
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Figure 7; Results of Hypothesized Model for Canada 
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unfavorably towards sale proneness. However, we did not find these hypothesized 

relationships emerge among Canadian consumers (see Figure 7). Therefore, Hypothesis 

8b was also rejected. 

5.6.3 Hypothesis 9: Horizontal versus vertical collectivism and consumers' price 

perception among East Asian consumers 

Several researchers have found that many East Asians (e.g., Thais, Chinese, etc.) 

are likely to favor the value of collectivism; thus, this hypothesis predicted that horizontal 

and vertical collectivism (HC and VC) might influence consumers' price perception 

among East Asian consumers. Specifically, we expected that highly HC and VC East 

Asian individuals would be likely to react unfavorably towards prestige sensitivity, but 

react favorably towards sale proneness. 

Figure 5 revealed results of structural equation modehng by showing that only 

horizontal collectivism (HC) positively influenced consumers' perceived price in terms of 

sale proneness (722 = 0.26, lvalue = 3.82, p < .01). That is, highly HC East Asian 

individuals are likely to have favorable perceptions towards price cues when they are 

presented in a sale form (i.e., sale proneness). However, we did not find the influence of 

HC and VC on consumers' perceived price related to prestige sensitivity and the 

influence of VC on consumers' perceived price related to sale proneness. Therefore, 

Hypothesis 9 was partially supported. 

5,6.3.1 Hypothesis 9a: Horizontal versus vertical collectivism and consumers' 

price perception among Thai consumers 



Figure 8: Results of Hypothesized Model for Thailand 
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Figure 9: Results Hypothesized Model for China 
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In hypothesizing the relationship between horizontal versus vertical collectivism 

(HC and VC) and consumers' perceived price, we expected that similar patterns might be 

found among Thai consumers as we expected when performing a regional level of 

analysis (i.e., East Asia). That is, we expected that highly HC and VC Thai individuals 

would be likely to react unfavorably towards prestige sensitivity, but react favorably 

towards sale proneness. We found that highly HC Thai individuals reacted favorably 

towards sale proneness (722 = 0.31, ^-value = 2>.\2,p < .01). However, we found the 

opposite connection between highly HC individuals and prestige sensitivity from what 

we expected. That is, highly HC Thai consumers reacted favorably towards prestige 

sensitivity (712 = 0.15, f-value = 2.32, p < .05). In addition, we did not find the influence 

of VC on either prestige sensitivity or sale proneness (see Figure 8). Based on these 

findings, we summarized that highly HC Thai consumers are not only concerned with the 

image and prestige associated with purchasing apparel products, but also concerned with 

the deal in the form of a sale associated with apparel purchases. Therefore, Hypothesis 9 

was partially supported. 

5.6.3.2 Hypothesis 9b: Horizontal versus vertical collectivism and consumers' 

price perception among Chinese consumers 

Similarly, we predicted that highly HC and VC Chinese consumers would tend to 

react unfavorably towards prestige sensitivity, but tend to react favorably towards sale 

proneness. As expected for the influence of HC on consumers' two perceived roles of 

price, we found that highly HC Chinese individuals reacted unfavorably toward prestige 

sensitivity (712 = -0.21, ^-value = -2.24, p < .05), but reacted favorably towards sale 



276 

proneness (722 = 0.27, r-value = 2.55, p < .01) (see Figure 9). That is, while these highly 

HC Chinese consumers emphasize the deal associated with apparel purchases more, they 

tend to place less emphasis on the image and prestige associated with apparel products. 

However, we did not find the influence of VC on either prestige sensitivity or sale 

proneness. Therefore, Hypothesis 9b was supported. 

5.6.4 Hypothesis 10: Consumers' price perception and ongoing search behavior 

For this hypothesis, we predicted that regardless of regional and country levels of 

analysis, consumers' favorable perceptions toward prestige sensitivity (i.e., the symbolic 

role) and sale proneness (i.e., the functional role) would positively influence consumers' 

ongoing search behavior in both physical and virtual environments. 

For a regional level of analysis, the results revealed that in the North American 

region (see Figure 4), the paths to physical ongoing search behavior from prestige 

sensitivity and sale proneness are both positive (P31 = 0.36, f-value = 4.09,/? < .001; P32 = 

0.47, /-value = 2.41,/? < .01, respectively). However, only the positive path to virtual 

ongoing search behavior firom prestige sensitivity was revealed (p4i = 0.50, /-value = 

5.80,p < .001). Similarly, within the East Asian region (see Figure 5), the paths to 

physical ongoing search behavior fi^om prestige sensitivity and sale proneness are both 

positive (pBi = 0.17, /-value = 2.16,p < .01; P32 = 0.26, /-value = 2.99,p < .001, 

respectively). However, only the positive path to virtual ongoing search behavior from 

prestige sensitivity was revealed (P41 = 0.21, /-value = 3.Sl,p < .001). That is, 

consumers' price perceptions related to prestige sensitivity and sale proneness from these 

two regions (North America and East Asia) positively influence their physical ongoing 
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search behavior. However, only consumers' perceived price cues in its prestige 

sensitivity dimension positively influence their virtual ongoing search behavior. 

For a country level of analysis, the path to physical ongoing search behavior from 

prestige sensitivity is positive across four countries (for America, P21 = 0-29, r-value = 

2.85,/? < .01; for Canada, P21 = 0.37, ^-value = 2.\l,p< .05; for Thailand, P31 = 0.46, t-

value = 4.48, < .001; and for China, P31 = 0.35, lvalue = 2.92, p < .01, respectively) 

(see Figure 6 though 9). In addition, the positive path to physical ongoing search from 

sale proneness was revealed in three countries: America (722 = 0.41, lvalue = 2.09, p < 

.05) (see Figure 6), Thailand (P32 = 0.23, ^-value = 2.6\,p < .01) (see Figure 8), and 

China (|332 = 0.40, f-value = 3.03,p < .01) (see Figure 9). 

Related to the path to virtual ongoing search from consumers' perceived price 

cues in terms of prestige sensitivity and sale proneness, only the positive path to virtual 

ongoing search behavior from prestige sensitivity was revealed. This was found in only 

two countries: America (p3i = 0.41, lvalue = 5.20,/? < .001) (see Figure 6), and Thailand 

(p4i = 0.49, f-value = A.Q9,p < .001) (see Figure 8). 

It is concluded that consumers' perceived price cues in both prestige sensitivity 

and sale proneness positively affect their ongoing search behavior in both physical and 

virtual environments in both North American and East Asian regions. Specifically, 

American, Thai, and Chinese consumers' perceived price cues in terms of prestige 

sensitivity and sale proneness positively influence their ongoing search behavior in both 

physical and virtual contexts. Among Canadians, only their price perception in its 

prestige sensitivity dimension positively influences their physical ongoing search 
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behavior. Related to virtual ongoing search behavior. North American and East Asian 

consumers' perceived price cues in its prestige sensitivity dimension revealed a positive 

impact on their ongoing search in the virtual world. This relationship between prestige 

sensitivity and virtual ongoing search behavior has been revealed among American and 

Thai consumers as well. Therefore, Hypothesis 10 was partially supported. 

5.6.5 Hypothesis 11: Physical ongoing search and actual shopping behavior 

Regardless of the level of analysis (i.e., regional versus country), this hypothesis 

predicted that those with physical ongoing search behavior were likely to purchase 

apparel products through only a physical channel, but not through a virtual channel. 

At a regional level of analysis, we found an identical pattern occurred among 

North American and East Asian consumers (see Figure 4 and 5). That is, those who 

conduct physical ongoing search behavior are likely to engage in mall apparel shopping 

(for North Americans, P53 = 0.54, lvalue = 3.98, p < .001; for East Asians, P53 = 0.26, ^ 

value = 3.33, p < .01). However, this type of ongoing search behavior did not influence 

consumers from either region to engage in virtual apparel shopping. 

At a country level of analysis, consumers' physical ongoing search behavior 

influences their mall apparel shopping across four countries (for America, P42 = 0.38, t-

value = 2.\l,p < .01; for Canada, P32 = 0.65, /-value = 2.56,p < .01; for Thailand, P53 = 

0.34, lvalue = 3.11,/? < .01; and for China, P43 = 0.53, /-value = 2.38,^ < .01). 

However, this type of ongoing search behavior did not influence consumers from these 

four countries to engage in virtual apparel shopping (see Figure 6 through 9). Therefore, 

Hypothesis 11 was supported. 
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5.6.6 Hypothesis 12: Virtual ongoing search and actual shopping behavior 

Regardless of the level of analysis (i.e., regional versus country), this last set of 

hypotheses predicted that those who conduct virtual ongoing search behavior were not 

likely to purchase apparel products through both physical and virtual channels. 

At a regional level of analysis, we did not find a relationship between virtual 

ongoing search behavior and apparel purchase behavior (both physical and virtual) 

among North American and East Asian consumers. However, we find that the path to 

physical ongoing search from virtual ongoing search occurred in both the North 

American ((334 = 0.36, lvalue = 5.27,/? < .001), and East Asian samples (P34 = 0.50, t-

value = 8.68, J!? < .001) (see Figure 4 and 5). This means that virtual ongoing search has 

an indirect impact on mall apparel shopping through physical ongoing search in both 

regions. In addition, the indirect impact of virtual ongoing search on mall apparel 

shopping through physical ongoing search tends to be weaker than the direct impact from 

physical ongoing search on mall apparel shopping (for North America, P34 * P53 

(0.36*0.54) = 0.19 vs. (353 = 0.54; for East Asia, P34»P53 (0.50*0.26) = 0.13 vs. P53 = 

0.26). 

At a country level of analysis, we also did not find a relationship between 

consumers' virtual ongoing search behavior and apparel shopping behavior in both 

physical and virtual context across four countries (see Figure 6 through 9), except among 

Thai consumers. For Thais, we found that virtual ongoing search behavior has a direct 

impact on their mall apparel shopping (P54= 0.36, f-value= 1.96, p < 0.01) (see Figure 8). 

However, we also found that the path to physical ongoing search from virtual ongoing 
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search occurred among Americans (P23 0.50, r-value= 4.91 , p < 0  .01) (see Figure 6). 

This means that virtual ongoing search has an indirect impact on mall apparel shopping 

through physical ongoing search among American consumers. In addition, the indirect 

impact of virtual ongoing search on mall apparel shopping through physical ongoing 

search tend to be weaker than the direct impact from physical ongoing search on mall 

apparel shopping (P42 • P23 (0.38*0.50) = 0.19 vs. P42 = 0.38). Therefore, Hypothesis 12 

was partially supported. 

5.7 CHAPTER SUMMARY 

This chapter mainly presents statistical findings related to hypotheses suggested in 

the previous chapter. In the next chapter, a discussion of conclusions related to these 

findings is addressed. Theoretical and managerial implications are provided. We 

conclude the next chapter with limitations and future research directions. 



281 

CHAPTER 6 

CONCLUSIONS OF STUDY 2 

The overall objective of the study two is to cross-culturally validate the cognitive 

hierarchical model of most- to least-abstract values-price perception-ongoing search-

purchase behavior. In addition, study two explores the differences and similarities 

between regions (North America and East Asia) as well as countries within each region 

(the United States, Canada, Thailand, and China) as they relate to varying levels of 

materialism and individualism and collectivism (both horizontal and vertical). 

Additionally, the inter-relationships among these many constructs are considered. All 

hypotheses have been answered in the previous chapter. 

This chapter is structured as follows. First, a discussion of findings is provided. 

Next, the theoretical and managerial implications of study two are addressed. Finally, the 

limitations associated with this present study are identified, followed by brief suggestions 

for future research directions. 

6.1 DISCUSSION OF FINDINGS 

Study two was comprised of three major objectives that were employed to guide 

and develop several testable hypotheses, which were examined in the previous chapter. 

The first objective was to explore the differences and similarities between regions (North 

America and East Asia) as well as countries within each region (the United States, 

Canada, Thailand, and China) in terms of levels of materialism and horizontal versus 
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vertical individualism and collectivism. Hypotheses 1 through 4 were utilized to assess 

this first objective. 

The second objective was to explore the relationships between materialism and 

horizontal versus vertical individualism and collectivism between regions (North 

America and East Asia) and countries within each region (the United States, Canada, 

Thailand, and China). Hypotheses 5 and 6 were employed to assess this second objective. 

Finally, hypotheses 7 through 12 were employed to assess the cross-cultural 

validation of the cognitive hierarchical model of values-price perception-ongoing search-

shopping behavior using both a regional and country level of analysis. 

6.1.1 Objective 1: Observe the differences and similarities between regions (North 

America and East Asia) and countries within each region (the United States, Canada, 

Thailand, and China) in terms of levels of materialism and horizontal versus vertical 

individualism and collectivism 

6.1.1.1 Materialism 

6.1.1.1.1 Materialism and Region 

O'Shaughnessy & O'Shaughnessy (2002) suggest that the impact of 

Westernization and modernization have created a "consumer society" in many countries, 

particularly in East Asia (e.g., Thailand, Singapore, and China). In turn, many researchers 

have shown that East Asian consumers in these countries conform to highly materialistic 

value systems as opposed to their Western counterparts (e.g., Americans) (Swinyard, 

Kau, & Phua, 2001; Webster & Beatty, 1997). Based on these findings, we hypothesized 

that East Asians were more materialistic than their North American counterparts. 
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However, the results from our study revealed the opposite; that is, North American 

consumers are more materialistic than their East Asian counterparts. These findings 

support Schor's (1999) observations, which note that many of today's Americans are in 

financial difficulty; often, their debts stem partially from attempts to support a 

materialistic lifestyle. Schor further suggests that consumerism and commercialization 

have had a great impact on American consumers, especially for new generations who 

may have little understanding of what is important and truly necessary in life. In addition, 

comments such as those from President Bush after September 11, 2001 ("Go shopping, 

America") may encourage Americans, whether consciously or unconsciously, to value a 

materialistic lifestyle. 

Among Canadians, additionally, materialistic values are still widely recognized. 

Two recent emerging trends in the Canadian market may support materialism among 

Canadians: the willingness of Canadians to pay for luxury products and the growing 

sector of private-label products (Pratt, 2003; Stanger, 2003). Therefore, we can assume 

that, if grouped together, the United States and Canada would be consistent in their 

display of materialism. 

While North America's materialism is fairly consistent, the same cannot be said 

of Thailand and China, the two East Asian countries considered in this study. For 

example, the open-door policy in China may encourage many Chinese consumers to pay 

greater attention to the acquisition and possession of material objects that were once 

limited, hi addition, many driving economic forces in the Chinese market (e.g., 

information technology and the growing use of mass media) may have introduced 
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Chinese consumers into a materiahstic world rather suddenly. Thailand, on the other 

hand, has long been exposed to Westernization and modernization, unlike China. Thus, 

overt materialism may be less pronounced among Thai consumers. In addition. Buddhism 

plays an important role in Thai culture, shaping Thais' consumption behaviors. Thus, 

Buddhist beliefs may have partly weakened materialistic lifestyles among Thais. In 

addition, the cities used for data collection in Thailand and China were incompatible in 

terms of the number of populations, the density of the populations, and the business 

atmosphere. That is. Thai data were not collected from metropolitan areas (e.g., 

Bangkok); however, in comparison, Chinese data were gathered from Beijing, major 

metropolitan area. Thus, in this particular sample, Thai participants may be less likely to 

be materialistic than Chinese counterparts. 

Also, the concept of saving money for the future has been widely practiced, 

particularly by Thai and Chinese-Thais who occupy approximately 85% of the Thai 

population (World Factbook, 1999). These Thais do not only save money for their 

personal purposes, but also for their children and, in some cases, their extended families. 

For these reasons. Thai materialism may be hindered by these saving practices and, 

therefore, less emphasized. Thus, when we grouped these two East Asian countries 

together (Thailand and China) to represent East Asia in order to compare the level of 

materialism with North America, East Asians' materialism tends to appear weak because 

of the inconsistency between Chinese and Thai materialist consumerism (Chinese tend to 

be far more materialistic than Thais). For these reasons, we found that North American 

consumers are more materialistic than East Asian consumers. 
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Related to dimensions of materialism, East Asian consumers are more likely to 

perceive the acquisition and possession of material objects as a sign of success as 

compared to North American consumers (the success dimension: Meast Asia = 4.05 vs. 

MNorth America ~ 3.81,p < .05). However, among North American consumers, the 

acquisition and possession of material objects is seen as a life goal (i.e., the centrality 

dimension) as compared to East Asian consumers (the centrality dimension: MNorth America 

= 4.95 vs Meast Asia= 3.86, p < .001). Therefore, we suggest that the meanings assigned to 

the concepts of acquisition and possession of material assets differ between North 

American and East Asian consumers. 

6.1.1.1.2 Materialism and Country 

As expected, there were no differences between American and Canadian 

consumers in terms of the practiced levels of materialism in general. This is somewhat 

similar to the findings revealed by Clarke and Micken (2002) who found that there were 

no significant differences between America and Australian college students in terms of 

levels of materialism. Related to dimensions of materialism, however, we found that 

American consumers are more likely to believe that obtaining material assets is a goal in 

their individual lives as compared to Canadian consumers (centrality: MAmerica= 5.13 vs. 

Mcanada= 4.73, p < .011). When compared to American consumers, Canadian consumers 

are more likely to believe that obtaining the right material assets would result in well-

being, which consequently leads to happiness (happiness: Mcanada = 4.95 vs. MAmerica = 

4.35, p<.001). 
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When comparing levels of materialism between Thailand and China, we found 

that, in general, Chinese consumers are more materialistic than their Thai counterparts 

across all three dimensions of materialism. As we know, China has recently opened its 

borders to the modem and Western world due to the open door policy. Such exposure 

may have encouraged many Chinese consumers, especially newer generations, to be 

receptive to capitalistic forces. In addition, Pollay, Tse, and Wang (1990) reported that 

Chinese consumers were more likely to express positive attitudes toward advertising as 

compared to Western consumers. This may be that advertising, a symbol of capitalism, 

"works as a potential method of meaning transfer by bringing the consumer goods and a 

representation of the culturally constituted world within a frame of a particular 

advertisement" (McCracken, 1988, p. 77). Thus, advertising's impact in China may have 

been the transformation of China into a more consumer-oriented society (Tse et al., 

1989). Therefore, it is likely that Chinese consumers are more materialistic than their 

Thai counterparts. 

In fact, we found that Chinese consumers scored significantly higher than their 

Thai counterparts on two dimensions related to the three dimensions of materialism 

(success: Mchina= 4.31 vs. Mihailand^ 3.79,/? < .001; happiness: Mchina= 5.12 vs. Mxhailland 

= 3.91,p < .001). Even though the centrality dimension did not reveal a significant 

difference, the mean scores showed that Chinese scored higher than Thais (Mchina = 3.90 

vs. Mihaiiand^ 3.83, p = 0.3077). These results support Richins and Dawson's (1992) 

suggestion that those who are materialistic should, in general, exhibit high scores on all 

three dimensions of materialism. 
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6.1.1.2 Triandis's Typology of Individualism and Collectivism 

6.1.1.2.1 Triandis 's Typology of Individualism and Collectivism and Region 

A number of researchers have reported that individualism is more pronounced in 

many Western countries, whereas collectivism is more emphasized in many Eastern 

countries (Hostede, 1980, 1991; Triandis, 1998). Thus, we expected that North 

Americans would exhibit higher scores on the two dimensions of individualism (i.e., 

horizontal and vertical) than their East Asian counterparts. Likewise, it was also 

anticipated that East Asians would score higher on the two dimensions of collectivism 

(i.e., horizontal and vertical) than their North American counterparts, as is consistent with 

previous findings (Chiou, 2001; Triandis & Gelfand, 1998). We found that North 

American scored significantly higher only on horizontal individualism (HI) than East 

Asians. Interestingly, we also found that these North Americans also scored significantly 

higher than East Asians on horizontal collectivism (HC). Thus, the concept of horizontal 

(emphasizing equality) may play a vital role for these two individualistic North American 

countries (i.e., the United States and Canada). Triandis and Gelfand (1998) explain that 

individualism may be strongly associated with horizontal social relations in student 

populations. 

Related to dimensions of collectivism, as hypothesized, East Asians are more 

vertically collectivist (VC) than North Americans. However, we found that North 

Americans are more horizontally collectivist (HC) than East Asians. These findings also 

support Triandis and Gelfand's explanation that individualism may be linked to 

horizontal definition of social relationships. In addition, related to vertical individualism 
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(VI), North Americans and East Asians are Hkely to value VI the least among four 

cultural values. These findings are surprising due to the fact that America and Canada are 

countries that center on market economies; additionally, Thailand and China are moving 

more towards becoming market economies, in which the value of VI should be highly 

emphasized (see Rokeach's 1973 discussion of values). Triandis and Gelfand (1998) 

suggest that items capturing VI tend to reflect a competitive nature, which is emphasized 

less among college students as compared to other generations (Burke, 1994). 

6.1.1.2.2 Triandis's Typology of Individualism and Collectivism and Country 

In the North American countries, we anticipated that Americans would be more 

vertically individualistic (VI) than Canadians and, in contrast, Canadians would be more 

horizontally individualistic (HI) than Americans. We found that no significant differences 

between these two countries when we examined both dimensions of individualism. In 

fact, mean scores revealed that Americans tend to be more HI than Canadians (MAmerica = 

5.51 vs. Mcanada= 5.40), while means scores for VI were very close between these two 

countries (MAmerica = 4.09 vs. Mcanada= 4.08). This suggests that the concept of 

equalization reflected in Canada's tax system may be less pronounced when compared 

with the equalization philosophy of the United States. 

Specifically, we also found that American consumers are more likely than 

Canadians to value HI, HC, VC, and VI (i.e., HI > HC > VC > VI). These results confirm 

that the equalization philosophy is more highly emphasized among American consumers 

than the philosophy of vertical individualism (i.e., hierarchy). These results also partially 

support previous studies, which find that Americans tend to value horizontal 
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individualism (HI) most (Chiou, 2001; Triandis, 1995). Additionally, Canadians ranked 

these four cultural patterns similarly to Americans (i.e., HI > HC > VC > VI). These 

results may also suggest that among Canadians, the value of equalization is widely held. 

Based on the ranked order of these four cultural patterns, Americans and 

Canadians tend to place great emphasis on the two dimensions of collectivism (horizontal 

and vertical). These results partly support Riesman, Denney, and Glazer's (1950) claim 

that Americans are more and more becoming "other-directed persons" who are likely to 

be sensitive to the expectations and preferences of others. This claim may also be applied 

to Canadians, whose society may be becoming more and more "other-directed." 

However, we may also attribute the HC tendency to the sample bias that is likely to arise 

from the use of the student sample. As Triandis and Gelfand (1998) claim, college 

students are more likely to value horizontal social relations and are more concerned about 

friendships and relationships with their friends as compared to the general population. 

Thus, the HC tendency emerges as a second value of preference among Americans and 

Canadians. 

North American value systems are markedly different from East Asian value 

systems. Thai consumers are more vertically collectivist than their Chinese counterparts, 

supporting the notion of hierarchy. This can be seen in Thailand's political culture, 

monarchy systems, and the elaboration of pronunciation, all of which are evident within 

the Thai language. However, we also found that Thai consumers are more horizontally 

collectivist (HC) than their Chinese counterparts. This means that equality is more 

pronounced within Thai culture than in Chinese. In sum, these two dimensions of 
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collectivism (i.e., equality and hierarchy) are more pronounced in Thai culture than in 

Chinese culture. This may be a result of China's significant changes in cultural values 

(Pollay et al., 1990); HC was once the main value under socialist influence, but recent 

economic transformations may have encouraged VC to develop. Thus, it is logical to 

expect that the values of HC and VC have not developed clearly in Chinese culture. 

Specifically, we found that the rank order of the four cultural patterns for Thai 

consumers emerged as follows: VC > HC = HI > VI. This supports previous studies that 

have categorized Thailand as a vertical collectivist country (Kabanoff, 1997) in which 

there is a tight hierarchical social system (Chirapravati, 1996; Cooper, 1991; Komin, 

1991). 

Related to Chinese consumers, we found the rank order of four cultural patterns 

occurred as follows: HC = VC > HI > VI. A significant difference between HC and VC 

was not found (MHC = 5.03 vs. Mvc= 4.99). Therefore, we argue that Chinese consumers 

seem to place equal emphasis on the values of HC and VC. These findings seem to 

support previous assertions that the values of HC and VC have not yet clearly developed 

among Chinese consumers. 

6.1.2 Objective 2: Observe the relationships between materialism and horizontal 

versus vertical individualism and collectivism between regions (North America and East 

Asia) and countries within each region (the United States, Canada, Thailand, and China). 

6.1.2.1 Materialism and Triandis's Typology of Individualism and Collectivism in 

North America and Within Countries in North America 
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Since the personal achievement and success are major values of individualists, we 

expected that materialism was positively correlated with both horizontal and vertical 

individualism (HI and VI) for North Americans. We found that materialism is positively 

correlated with both HI and VI, as is consistent with Wong's (1997) findings, which 

reported a positive relationship between materialism and individualism. Theoretically, 

competition and personal achievement are highly focused in those who value 

individualism, and such values correspond to those who value conspicuous consumption. 

As conspicuous consumption has been found among materialistic individuals (Wong, 

1997), it is thus likely that we found a correlation between such relationships 

When examining an individual country in North America, as expected for the 

American sample, materialism is positively correlated with vertical individualism (VI), p 

< .001, and marginally positively correlated with horizontal individuahsm (HI),/> = .09. 

Similarly, with the Canadian sample, we found the same results; i.e., materialism is 

positively correlated with HI and VI. In general, these results support Wong's (1997) 

assertion that materialism is positively correlated with individualism. 

6.1.2.2 Materialism and Triandis's Typology of Individualism and Collectivism in 

East Asia and Within Countries in East Asia 

Webster and Beatty (1997) suggest that materialism should be positively 

correlated with collectivism. However, for East Asia, we did not find significant positive 

relationships between materialism and horizontal and vertical collectivism (HC and VC). 

Thus, our findings are contrary to Webster and Beatty's (1997), who suggested, but do 

not empirically test, that materialism may be positively correlated with collectivism. 
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As well, when examining individual countries in East Asia, we found similar 

results at a regional level; thus, there are no significant positive correlations between 

materialism and HC and VC among Thai and Chinese consumers. 

We then examined whether the North America countries within the North 

American region also lacked a relationship between materialism and two dimensions of 

collectivism. We found that, when analyzing North American consumers at a regional 

level, there was no significant relationship between materialism and the two dimensions 

of collectivism (HC and VC). These results were identical when we applied the same 

analysis to the country as a whole. That is, we did not find relationships between 

materialism and the two dimensions of collectivism (HC and VC) occurring in either the 

American or Canadian samples. 

We found interesting results when analyzing the relationship between materialism 

and individualism in the East Asian, Thai, and Chinese samples. That is, at a regional 

level, materialism is only positively correlated with vertical individualism (VI). Similar 

results also have been found when analyzing at the country level. That is, the same 

positive correlation was found between materialism and vertical individualism in both the 

Thai and Chinese samples. It can be said that among East Asians (Thais and Chinese), 

materialism is more likely to be associated with vertical individualism (VI), as a sense of 

hierarchy is strongly emphasized. Therefore, contrary to general belief, we found that 

materialism is positively correlated with individualism. This general belief is based on 

the widespread assumption that Asian consumers are collectivist and therefore receptive 

to Westernization and modernization, which consequently leads to materialism. 
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6.1.3 Objective 3: Establish the cross-cultural validation of the cognitive 

hierarchical model of values-price perception-ongoing search-shopping behavior using a 

regional and country level of analysis. 

The present findings illustrate that cross-cultural validation using this hierarchical 

model of values-price perception-ongoing search-shopping behavior is established. That 

is, we found a hierarchal flow of cultural values to consumers' perception toward price 

cues, to consumers' ongoing search, and consumers' shopping behaviors across two 

regions (North America and East Asia) and across four cultures (the United States, 

Canada, Thailand, and China). 

Based on Schwartz and Bilsky's (1987) findings, in this present study, cultural 

values are viewed as cognitive representations of biologically-based needs (organism), 

social motives (interaction), and social instructional demands. In view of social 

adaptation theory, Kahle and his colleagues (Homer & Kahle, 1988; Kahle, Kulka, & 

Klingel, 1980; Finer & Kahle, 1984) also state that values are a social cognition factor 

(because values reflect the most basic characteristics of adaptation) that functions to 

facilitate adaptation to one's environment. Using structural equation modeling 

techniques, the key findings of this present study support the theorized role of cultural 

values (the most abstract of social cognitions) as independent variables that serve as 

prototypes fi"om which consumers' perceptions and behaviors (the least abstract and more 

domain specific cognitions) are generated. The impact of cultural values can be predicted, 

identified, and interpreted more effectively based on this cognitive hierarchical model. In 

addition, the present study also found that consumers' perceived price mediates their 
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cultural values and shopping behavior cross-culturally. Therefore, cultural values in the 

present study guide consumers' behavior across cultures to enter into shopping situations, 

which involve the consumers' belief toward price cues in a market environment, which 

subsequently is used to guide their ongoing search for apparel products and actual mall 

shopping behavior (Kahle, 1980). However, the results revealed that the effects of the 

cultural values of materialism, as well as horizontal versus vertical individualism and 

collectivism, on consumers' beliefs and behaviors differ between cultures. That is, at a 

regional-level of analysis, for North Americans, materialism has a negative direct impact 

on consumers' perceived price in terms of sale proneness, but a positive direct impact on 

consumers' perceived price in terms of sale proneness for East Asian consumers. 

However, at a country-level of analysis, we find a positive relationship only between 

materialism and consumers' perceived price in terms of sale proneness for Thai 

consumers. This relationship does not emerge with American, Canadian, or Chinese 

samples. 

When examining the impact of horizontal versus vertical individualism (HI and 

VI) on consumers' perceived price at the regional- (North America) or country- (the 

United States and Canada) level, no relationship between horizontal versus vertical 

individualism or consumers' perceived price is found. However, we do find that 

horizontal collectivism (HC) has a positive direct impact on consumers' perceived price 

in terms of sale proneness among East Asian consumers. Using a country-level of 

analysis, we also find that HC has a positive direct impact on consumers' perceived price 

in terms of sale proneness for both Thai and Chinese samples. Related to the impact of 
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HC on consumers' perceived price in items of prestige sensitivity, we find that HC 

negatively influences consumers' perceived price of prestige sensitivity among Chinese 

consumers, but positively influences consumers' perceived price in terms of prestige 

sensitivity among Thai consumers. 

With respect to the influence of consumers' perceived price on consumers' 

behavior, at a regional-level of analysis, prestige sensitivity positively influences both 

physical ongoing search and virtual ongoing search, which in turn positively influences 

consumers' actual mall shopping behavior for North Americans and East Asians. These 

relationships also exist at a country-level of analysis for the United States and Thai 

samples. However, for Canada and China, only a positive relationship between prestige 

sensitivity and physical ongoing search exists. Also, this physical ongoing search activity 

leads to actual mall shopping for the Canadian and Chinese samples. In addition, we also 

find that for the Thai sample that virtual ongoing search also has a positive direct impact 

on mall shopping behaviors. 

Likewise, at a regional-level, sale proneness positively influences physical 

ongoing search behavior for North America and East Asia. This relationship is shown at a 

country-level of the United States, Thai, and Chinese samples. However, this relationship 

does not exist for the Canadian sample. Discussion related to these findings is provided 

as follows. 

6.1.3.1 Effects of Materialism on Consumers' Price Perception 

The analysis of regional- and country-level reveals the same results; i.e., 

materialism has a positive impact on consumers' perceived price of prestige sensitivity. 
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This is consistent with results from study one, which found that materialistic individuals 

are likely to perceive the price of an apparel product as an indication of prestige. 

We discovered interesting results related to sale proneness. The study revealed 

that the functional role of price for the North American sample (highly materialistic 

North American consumers) resulted in consumers who are less likely to have a favorable 

perception of price cues that are represented in the form of sales (i.e., sale proneness). 

One possible reason for this phenomenon is that, for these highly materialistic North 

Americans, the craving for possessions may apply to only apparel products that associate 

price with image and/or prestige. Therefore, products that market themselves in a sale 

form may not be desirable to these individuals; they are not interested in the quantity of 

material possessions. This leads us to consider that the value of materialism among these 

North American consumers may be associated with the concept of prestige and image, 

not the quantity of material possessions that one can obtain. 

Interestingly, the effects of materialism, comparison to North Americans, are 

different for East Asian consumers. Results revealed that highly materialistic East Asian 

consumers are likely to have a favorable perception and be prone to sales. That is, these 

highly materialistic East Asians may perceive that price cues can be translated into 

ownership, a system that values the quantity of material possessions. It can be explained 

that, unlike for North American consumers, a materialistic value among East Asians 

seems to be associated with prestige sensitivity and image, as well as the number of 

material possessions. On-sale products can translate into ownership of a large number of 

goods, which may reflect a materialist value among East Asians. Therefore, it may be 
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that East Asians' materiaUsm may have different meaning as compared to North 

Americans' materiaUsm. That is, among East Asians, materialism may reflect quaUties 

related to products that are presented in sale forms as well as the prestige and image 

associated with material objects. However, among North Americans, materialism may 

reflect only prestige and image associated with high-priced products, not the number of 

material assets associated with sale priced-products. 

At a country-level analysis, we find that only highly materialistic Thai consumers 

tend to react favorably toward price in the form of sale prices. That is, this sale price 

tends to be translated into ownership of a greater number of material objects among these 

Thais. One explanation for this finding is that highly materialistic Thai consumers tend to 

value the quantity of material possessions related to sale-priced products. The sluggish 

Thai economy due to the impact of the Asian economic crisis in the mid 1990s may have 

encouraged highly materialistic Thai consumers to value not only the prestige sensitivity 

and image associated with high-priced products, but also the number of materials objects 

related to affordable price (i.e., sale price). In addition, sale promotion has been widely 

practiced in many Thai enterprises as marketing strategies to attract new customers and 

maintain existing customers. Thus, Thai consumers are likely to perceive sale-priced 

products as representing a good deal, resulting in increasing the products' transaction 

utility (Thaler, 1985) through decreasing the purchasing price (Zeithaml, 1988). 

6.1.3.2 Effects of Individualism on Consumers' Price Perception 

We did not find the influence of horizontal and vertical individualism (HI and VI) 

on consumers' perceived price in terms of prestige sensitivity and sale proneness at 
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regional (i.e., North America) and country (i.e., the United States and Canada) levels of 

analysis. This is contrary to our results from study one which revealed that individualism 

had a positive direct impact on prestige sensitivity and a negative direct impact on the 

value consciousness (e.g., functional role of price) dimension of price cues. This may be 

because items reflecting VI tend to mainly capture a competitive nature which tends to be 

less emphasized among college students (Triandis & Gelfand, 1998). In addition, we 

found that VI is the value which is least preferred among these college students. 

Regarding horizontal individualism (HI), which tends to emphasize equality, may be 

likely that those with HI do not value the personal prestige of consuming high-priced 

apparel products. In addition, values of personal achievement and success, common in 

individualism, may result in discouraging HI consumers from engaging in purchasing 

sale-priced apparel products; this is because purchasing products on sale may not likely 

be associated with individual achievement or success. 

6.1.3.3 Effects of Collectivism on Consumers' Price Perception 

At a regional level of analysis (i.e., East Asia), we found that horizontal 

collectivism (HC) positively influences East Asian consumers' perceived price with 

regard to sale proneness. Those with HC not only value a sense of equality, but are also 

concerned with their in-group members. Therefore, purchasing on-sale apparel products 

may indicate a feeling of equality and a sense of in-group concern (to guarantee that 

everyone is able to afford to purchase these on-sale products). Also, consuming such 

products makes them less likely to feel separate from their in-groups. 
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At a country level of analysis (i.e., Thailand and China), highly horizontally 

collectivist (HC) Thai and Chinese consumers tend to react favorably toward price cues 

that are presented in the form of a sale. In addition, these highly HC Thai consumers also 

tend to perceive high-priced products (i.e., prestige sensitivity) as a signal of prestige. In 

contrast, highly HC Chinese consumers tend to have an unfavorable perception of the 

prestige sensitivity dimension of price cues. These highly HC Chinese consumers are less 

likely to emphasize price cues that represent prestige and status associated with high-

priced products. 

6.1.3.4 Consumers' Price Perception and Ongoing Search Behavior 

When applying this analysis to the regional level, it appears that both North 

American and East Asian consumers who associate high-priced products with prestige 

are likely to engage in both physical and virtual ongoing search behavior. That is, these 

consumers who equate high-priced products with prestige seem to use shopping malls, 

social circles, and the Internet as information sources to conduct their ongoing consumer 

search behaviors. However, those who have favorable perceptions toward sales are likely 

to use only shopping malls and social circles to gather information about products. It is 

logical that many products marketed in sale form are likely to be highly visible, making 

them easily subject to ongoing physical search behavior. Although the Internet has the 

ability to store vast amount of information, sale products advertised on the Internet seem 

to be limited. As is consistent with the results from study one, in sum, we conclude that, 

in both North America and East Asia, those who react favorably toward prestige 

sensitivity (symbolic role of price) and sale proneness (functional role of price) are more 
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likely to engage in physical ongoing search behavior. As suggested by Modification 

Indexes (MI) to add additional paths to physical ongoing search from virtual ongoing 

search, we found that, in both North America and East Asia, virtual ongoing search 

positively influences consumers' physical search behavior. 

At a country level of analysis, we found that American and Canadian consumers 

who react positively toward prestige sensitivity tend to engage in physical ongoing search 

behavior. In addition, we found that Americans with favorable perceptions toward 

prestige sensitivity are also more likely to use the Internet to browse and obtain product 

information. Furthermore, Americans' virtual ongoing search behaviors tend to positively 

affect their physical ongoing search behavior as well. In addition, those Americans who 

react favorably toward sale prices are also likely to rely on shopping malls and social 

circles to obtain information about apparel products. 

Among Thai and Chinese consumers, a favorable perception towards high-priced 

products (i.e., prestige sensitivity) is more likely to influence these consumers to search 

product information through shopping malls and social circles. In addition, Thai and 

Chinese individuals who have favorable perceptions toward sale prices also tend to rely 

on shopping malls and social circles to gather product information. Furthermore, Thai 

consumers are likely to rely on the Internet as an informational channel when they 

perceive price cues associated with prestige. For the Thai sample, Modification Indexes 

(MI) also suggest including a positive path from virtual ongoing search to physical 

ongoing search. That is, Thais who virtually conduct information search behaviors are 

likely to engage in physical ongoing information search behaviors as well. 
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6.1.3.5 Ongoing Search and Shopping Behavior 

Regardless of levels of analysis, we found that those who engage in physical 

search activities that are independent of a particular consumption-related problem or need 

are more likely to purchase apparel products at a shopping mall (i.e., department stores, 

specialty stores). These findings support our earlier findings from study one and previous 

findings (Shim et al., 2004). In addition, Thais who engage in virtual searches (e.g., 

browsing web sites) with no intention to purchase are also likely to turn to physical stores 

to purchase apparel products. However, we did not find that either physical or virtual 

ongoing search behavior led to actual virtual shopping behavior. This is contradictory to 

previous findings that reported that virtual searches lead to virtual shopping (Shim et al., 

2001; Watchravesringkan & Shim, 2003). Nevertheless, we found that virtual ongoing 

search behavior has an indirect effect on actual physical shopping behavior through 

physical ongoing search behavior at a regional level and in some countries (the United 

States and Thailand). In addition, studies conducted by Shim and her colleagues (Shim et 

al., 2001; Watchravesringkan & Shim, 2001) used consumers' intention to purchase for 

analysis and results, rather than using actual shopping behavior. 

6.2 IMPLICATIONS 

6.2.1 Implications for Theory and Research 

Although our present results, as they relate to Richins and Dawson's (1992) 

concept of materialism, appear to be well-suited to our samples across four countries, the 

items underlying each dimension of materialism seem to vary between North American 
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and East Asian consumers. The dimensionahty issue of materiahsm found in this study 

lends support for Richins and Dawson' contention. However, one needs to keep in mind 

that the importance of the dimensionality of materialism is demonstrated differently 

among consumers across countries. 

Employing the cultural patterns of Triandis's typology of individualism and 

collectivism in this present study, we are able to systematically compare countries related 

to these four cultural patterns. It is clear from the present study that individualism and 

collectivism have horizontal and vertical social relation dimensions. For example, it may 

be simple for one to broadly categorize the United States as an individualistic culture and 

Thailand as a collectivist culture. Thus, we suggest that the distinction between horizontal 

and vertical aspects of individualism and collectivism are also important. The 

measurement equivalence of these four cultural patterns of individualism and 

collectivism are not successfully established in this present study due to high cross-

loading among items underlying each construct across the four countries. Thus, there is a 

need for replication of this present study. In fact, among Chinese consumers, it appears 

that individualism and collectivism may be a two-factor model (rather than a four-factor 

model) consisting of horizontal and vertical aspects of individualism and collectivism. 

We found that although the decrease in chi-squares of the four-factor model from the 

two-factor model does reveal a significant difference, when compared to other countries 

(the United States, Canada, and Thailand), this same decrease obtained from the other 

three countries was much lower than the Chinese sample. In addition, there is an unclear 
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distinction between vertical collectivism (VC) and horizontal collectivism (HC) among 

Chinese consumers. 

Thus, future replication of this study is warranted because of possible implications 

of this research when applying two dimensions of individualism and collectivism to study 

Chinese consumers. However, given the viability of the horizontal and vertical aspects of 

individualism and collectivism constructs, the study of materialism in this project also 

revealed positive relationships with horizontal and vertical dimensions of individualism 

(HI and VI) in North America and countries within the North American region. Related 

to East Asia and countries within East Asia, we found that materialism is positively 

related only to vertical individualism (VI). These findings may imply that the meaning of 

materialism tends to differ across consumers from at least these two regions. Therefore, 

Triandis's typology provides a useful foundation for understanding the fundamental 

aspects of this construct. 

This present study enriches our understanding of the causal influence of cultural 

values on consumers' behavior in each country. Our study is among the first to develop 

and empirically examine a single cognitive hierarchical model of cultural values-price 

perception-ongoing search-shopping behavior that can be applied cross-culturally. Unlike 

previous studies (Homer & Kahle, 1988; Lotz et al., 2004; Shim & Eastlick, 1998) using 

the cognitive hierarchical model that focused on the impact of "personal values" on 

consumers' attitudes and behaviors, which were applied to a relatively homogenous 

group (e.g., one country), this present study investigated the impact of "cultural values" 

on consumers' beliefs toward price cues and shopping behavior, which is applied to a 
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heterogeneous group (e.g., several countries). That is, cultural values serve as the most 

abstract cognition (because values do not have any clear referent or exact object of 

attention) (Kahle & Timmer, 1983) to consumers' price perception (less abstract 

cognition as compared to cultural values because beliefs are information a person has 

about an object of attention, which links an object to some attributes) (Fishbein & Ajzen, 

1975; Kahle & Timmer, 1983) as a midrange attitudinal variable that leads to consumers' 

ongoing search and actual mall shopping behaviors (the least abstract cognition). 

Specifically, it is clear from the present study that materialism acts as an 

important criterion in influencing consumers' judgment, preferences, and shopping 

choices cross-culturally. Such a value is considered as a specific motivation for a 

consumer to enter into a specific shopping purchase situation. Li addition, the value of 

horizontal collectivism (HC) reveals a causal influence on subsequent shopping behaviors 

(including ongoing search and actual mall shopping) among East Asian consumers (Thais 

and Chinese) through the value of price perception. These findings suggest that 

consumers across cultures tend to encode perceptions of this type of abstract social 

cognition and thus, also the value of relevant product information (price cues) which in 

turn affect their ongoing search and actual mall shopping behavior. 

Another clear finding in this present study is that consumers across cultures tend 

to behave quite differently related to the use of price cues as a guide to their consumption 

behaviors. As suggested, price possesses two different roles, symbolic and functional, 

that consumers use to guide their behavior (Kahle & Timmer, 1983). Consumers' 

perceived price cue in terms of prestige sensitivity (symbolic role of price) has been 
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found to play an important role, mediating the relationship between cultural values and 

consumers' shopping behavior across cultures. For a functional role of price, consumers' 

perceived price of sale proneness appears to mediate the relationship between cultural 

values and consumers' shopping behavior among East Asian (Thai and Chinese) 

consumers. Thus, the influencing role of price on consumers' shopping behavior related 

to cultural values seems to inherently tie to cultures differently. That is, the prestige 

sensitivity aspect of price is likely to carry across cultures, whereas the sale proneness 

aspect of price seems to be tied only to East Asians. 

In conclusion, we suggest that our cognitive hierarchical model of cultural values-

price perception-ongoing search-shopping behavior may be employed as an interesting 

tool to study consumers' cognitive processes related to actual mall shopping behavior 

across cultures. Our results, thus, add to the existing literature, which has examined the 

value of studying influences on consumers' behavior and consumer perceptions toward 

an object. 

6.2.2 Implications for Practitioners 

As materialism is established differently across the world, it poses many 

challenges for international marketers/retailers in terms of fully understanding the 

construct and its applicability. As Wong (1997) points out, the theoretical importance of 

materialism and the results of the present study confirm the applicability of this globally 

employed construct. Results from structural equation modeling reveal the importance of a 

universal or global value of materialism that plays an important role in influencing 

consumers' mall apparel shopping across cultures. Therefore, one cultural value that can 
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be employed to develop a "standardized marketing strategy" for an international market 

is the value of materialism. Such a value can be globally transmitted through the use of 

media as a communicative tool, which has a positive direct impact on a high-priced 

product that enhances personal self-image and status. This, in turn, is likely to influence 

consumptive behavior. As McCracken (1988) states, material assets serve as a means of 

encoding and communicating meanings, but do not constitute the language. The feeling 

of acquiring and possessing material objects may be viewed as a universal value because 

such a feeling is not associated with language, which is often a barrier across cultures. 

However, it is likely that consumers around the world may encode and communicate the 

meanings of material objects similarly. In addition, Richins and Rudmin (1994) note that 

materially-oriented individuals still depend on the possession of material assets to show 

and perceive invisible personal characteristics such as status and social competence. 

These invisible elements are observable through an individuals' possession of material 

objects (Burroughs, Drews, & Mailman, 1991); thus, possessions communicate the 

personal value of materialism (Richins, 1994). In addition, as suggested by Richins and 

Dawson (1992), the relationships between materialism and other marketing stimuli (e.g., 

price cues) need to be examined. However, the use of materialism in conjunction with 

discounted apparel products may not work well among American and Canadian 

consumers as opposed to Thai and Chinese consumers. 

The dimensionality of individualism and collectivism can be employed to develop 

marketing strategies, particularly for East Asians. Horizontal collectivism (HC) seems to 

influence consumers' shopping practices in East Asian countries (Thailand and China). 
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Thus, advertising with a horizontally collectivist message (emphasizing equality and 

concern for in-group members) may work effectively in these two East Asian markets. 

Also, the concept of a cross-shopping channel effect may help to determine where 

consumers search and shop for apparel products. These findings related to virtual 

ongoing search also have implications for hitemet marketers as well as web designers. 

The results reveal the positive effect of the Internet on consumers' virtual ongoing search 

behavior. That is, those who use the Internet as an information source are likely to use 

such information for their future apparel purchases when shopping at malls. Information 

obtained through web sites is likely to be integrated with information obtained through 

physical searches (e.g., talking to friends or talking to salespersons at a shopping mall), 

which will consequently be used for offline purchases (e.g., in department stores). Thus, 

without question, the Internet will continue to affect consumers' ongoing search 

behavior. As Peterson and Marino (2003) suggest, "when considering various ways in 

which the Internet will influence consumer information search behavior in the future, it is 

important to think broadly about the Internet" (p. 115). That is, the Internet should be 

considered as an informational channel that provides information about products that 

coincides with information currently available through physical chaimels. In addition, a 

recent study echoes the importance of the Internet as a source of information, reporting 

an interesting number of those who conduct cross/cross search-purchase strategies (17% 

for apparel and 21% for books) and cross/physical search-purchase strategies (21% for 

apparel and 17% for books) (Shim et al., 2004). Such findings stress the importance of 

the Internet as an informational source. 
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In addition, the roles of consumers' perceived prices have revealed a significant 

impact on consumers' behavior across cultures. Particularly, the prestige sensitivity role 

of price tends to mediate the relationship between materialistic values and consumers' 

physical ongoing search behavior across cultures. Thus, advertising high-priced apparel 

products may work well with the use of a materialistic appeal in influencing consumers to 

engage in physical ongoing search behavior. Likewise, for East Asian consumers, 

advertising sale-priced apparel products along with the use of a horizontal collectivist 

(HC) appeal is likely to influence these consumers to participate in physical ongoing 

search behaviors. Thus, international marketers/retailers need to be aware of the roles 

cultural values play in influencing consumption behavior in specific countries. 

In sum, although consumers from these four countries tend to share some 

similarities in their cultural values, the results based on the hierarchical model tend to 

confirm that international marketers and retailers need to be cautious regarding 

standardized marketing strategies. Based on the results presented in this study, it becomes 

evident that advertising appeals related to materialism are likely to be useful cross-

culturally, while appeals that stress horizontal collectivist (HC) benefits are more 

persuasive in collectivist countries such as Thailand and China. Another clear implication 

is the connection between ongoing search behavior (both physical and virtual) and actual 

mall shopping behavior. Related to physical ongoing search behavior, mall marketers 

need to provide excitement, knowledgeable salespeople with friendly personalities, and 

positive store atmospheres to attract and retain consumers. With respect to virtual search 
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behavior, Internet marketers need to provide attractive web sites that are easy for 

customers to use. 

6.2.3 Imphcations for Consumer Educators 

In general, the present study reveals the usefulness of materialism as a promising 

tool for marketers/retailers. However, the value of materialism has stimulated concerns 

among consumer educators regarding the overuse of such a value by marketers/ 

advertisers in order to create an impact on consumers. Many countries are becoming 

more and more capitalistic; products and services are designed to tempt consumers into 

purchasing and thus supporting materialistic lifestyles (O'Shaughnessy & 

O'Shaughnessy, 2002). Such a market economy trend which encourages world-wide 

competition may make it very difficult to control the practices by these 

marketers/advertisers. Rather, we need to educate ourselves and individual consumers, 

especially new generations who may have no concept of what is important and necessary 

in hfe. As Schor (1999) observes, this segment tends to know too much about what is 

available on the market, but it also tends to have little understanding about the 

consequences of consuming too many products. Daniel Kahneman, the winner of the 

2002 Nobel Prize in Economics notes that today's consumers are becoming less and less 

rational when it comes to spending (Simms, 2003). Sevak Gulbekian, a British follower 

of Rudolf Steiner, suggests that parents, educators, marketers, advertisers, and consumers 

need to work together using the guideline of "developing the self and seeing the reality" 

that will allow for "spiritual and scientific research" into the true dynamics of our culture 

(Riess, 2004). 
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6.3 LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

6.3.1 Examination of the General Population 

As Riesman, Denney, and Glazer (1950) claim, United States' citizens are 

becoming more and more "other-directed." That is, an other-directed person is likely to 

be more sensitive to the expectations and preferences of others. Such a contention may 

also be appHed to Canadian consumers as well. We have witnessed that the use of "group 

projects" in academia seems to acknowledge the existence of collectivism in North 

American countries. Likewise, the phrase "be yourself and be unique" has been found 

widely in many Thai advertisements (Punyapiroje, 2001), stressing the value of 

individualism among East Asians. Thus, one can argue that college students may exhibit 

cultural values that are different from their own traditional values. For example, it is 

likely that Americans and Canadians will be collectivist, while Thai and Chinese 

consumers will likely be individualist. Thus, the findings from this present study cannot 

be generalized across populations in each country. Future research is needed to collect 

data from general population samples in each country. 

6.3.2 Effects of Social Desirability 

Triandis and Gelfand (1998) pointed out problems when conducting cross-cultural 

studies; specifically, the use of attitudinal items to capture cultural tendencies is generally 

subjected to social desirability. Triandis and Gelfand explain that participants may 

modify their responses depending on how they wish to present themselves to the 

researchers. The item which captures vertical individualism (VI), "Winning is 

everything," tends to imply a highly competitive environment. Most participants are 
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unlikely to respond strongly to such an item (MAmerica = 3.07; Mcanada = 3.02; Mxhaiiand = 

2.31; Mchinese = 4.14). Thus, items reflecting vertically individualist (VI) tendencies need 

to be refined to avoid such responses, especially when performing cross-cultural 

comparisons within a region. 

6.3.3 Examination of Constructs Equivalence 

In addition, measurement equivalence related to these four cultural patterns of 

individualism and collectivism has not been successfully established cross-culturally; 

direct comparison of the raw means may be questionable (Chiou, 2001; Steenkamp & 

Baumgartner, 1998). In attempting to establish measurement equivalence, only two 

shared items reflecting VI emerged across four countries; thus, future research may need 

to focus on developing more items to reflect VI because the items presently used in this 

study mainly reflect only the competition (Triandis & Gelfand, 1998). 

Although we are able to establish measurement equivalence of the materialism 

construct, most scales currently used in cross-cultural studies have never been tested for 

their equivalence; only one shared item reflects the happiness dimension of materialism 

across four countries. Therefore, future research related to Richins and Dawson's (1992) 

materialism construct needs to be examined in other cultures (e.g., European countries) to 

establish validity. 

6.3.4 Examination of Face and Vanity Constructs 

Finally, the constructs examined in the hierarchical model need to be addressed, 

as other cultural values such as the concept of vanity or of face may enrich our 

understanding of the present model. Particularly, the concept of face (i.e., "saving face") 
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tends to play an important role in many East Asian cultures such as Thailand and China 

(Gao, 1998). However, the conceptualization and operationalization of face constructs is 

still in its infancy. Thus, future research may also need to emphasize the development of 

vanity or face constructs for a fuller understanding of East Asian culture and how it 

compares to North American culture. 
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CHAPTER 7 

GENERAL DISCUSSION AND CONCLUDING REMARKS 

This chapter presents general comments pertaining to studies one and two, 

beginning with a discussion about the importance of study 1 that was further employed to 

formulate guidelines in developing study two. Next, concluding remarks regarding the 

entire study are addressed. 

7.1 GENERAL DISCUSSION 

Study one provided fundamental information that was used to guide a subsequent 

study, study two. Using samples from two cultures (the United States and Korea) in study 

one, we were able to successfully develop a cognitive hierarchical model of cultural 

values-consumers' price perception-ongoing search-mall shopping behavior by arguing 

that values are the most abstract form of social cognition influencing consumers' 

behavior (the least abstract form of social cognition, more-domain specific) through 

midrange higher-order cognition of consumers' perceived two roles of price (symbolic 

versus functional). Having reviewed the limitations and future research directions 

suggested in study one, we were able to employ this information along with significant 

relationships among the constructs which were revealed in study one to propose s study 

which would empirically examine the extended cognitive hierarchical model. Thus, study 

two sought to validate the cognitive hierarchical influence of cultural values on 

consumers' price perception (symbolic versus functional), which in turn affects ongoing 
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search and shopping behaviors by adding Triandis's typology of individualism and 

collectivism as well as the role of the Internet as an informational source using samples 

from the United States, Canada, Thailand, and China. 

In both studies, we consistently found that materialism plays an important role in 

influencing consumers' perceived price in its symbolic role (prestige sensitivity) which in 

turn positively influences their physical ongoing search and actual mall shopping 

behavior for apparel products. Related to individualism and collectivism, however, study 

two differs from study one in that study two examined the effects of horizontal and 

vertical social relations of individualism and collectivism on consumers' price perception 

rather than examining the effects of the broad construct of individualism and collectivism 

on consumers' price perception as those constructs appeared in study one. In study two, 

we found that only the value of horizontal collectivism (HC) positively influences 

consumers' perceived price in its functional role (sale proneness) among East Asian (Thai 

and Chinese) consumers. However, the effects of horizontal and vertical individualism 

(HI and VI), as well as vertical collectivism (VC), on consumers' perceived price were 

not revealed in study two. In the two studies, we also consistently found that the symbolic 

role of price related to prestige sensitivity has a positive direct impact on consumers' 

ongoing search behavior. In addition, the role of the Internet as an informational source 

was revealed to have a significant impact on consumers' actual mall shopping behavior. 

Furthermore, as is consistent with general findings fi"om practitioners, consumers' virtual 

information search was not a predictor of virtual shopping. 
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These studies differ from previous research using the cognitive hierarchical model 

in that prior research was concerned with the effects of personal values (e.g.. List of 

Values, or LOV) on attitudes and behavior (e.g.. Homer & Kahle, 1988; Lotz et al., 2003; 

Shim & Eastlick, 1998;). These studies examined the effects of values regarded as 

representative of society (materialism and horizontal versus vertical individualism and 

collectivism) on consumers' beliefs toward price cues, which in turn are likely to affect 

their consumption behaviors. In addition, previous studies based on the cognitive 

hierarchical model examined the effects of "personal values" (the most abstract 

cognition) on attitudes (less abstract cognition) and behaviors (the least abstract 

cognition) using a homogenous group (i.e., one country); however, this present study 

examined the effects of "cultural values" on consumers' beliefs toward price cues as a 

midrange attitudinal variable to specific behaviors (i.e., actual shopping behavior) using a 

heterogeneous group (i.e., multiple countries). Thus, we suggest that the cognitive 

hierarchical model of cultural values-price perception-ongoing search-actual shopping 

behavior can be utilized to study consumption cross-culturally. 

7.2 CONCLUDING REMARKS 

Both studies one and two add to our broad understanding of the effects of the 

cultural values of materialism and horizontal versus vertical individualism and 

collectivism on consumers' consumptive behavior. These cultural values have proved to 

be powerful in influencing consumer behavior. Despite the widely accepted importance 

of these values, these two studies have extended our understanding of these values, by 
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empirically examining the potential influence of these cultural values on consumers' 

price perception and behaviors. Such cultural values are regarded as cognitive 

representations of social cognitions that function as facilitators of consumers' adaptation 

to their enviroimient (Kahle et al., 1980). The cognitive hierarchical model of cultural 

values-price perception-ongoing search-shopping behavior, which was developed and 

empirically examined in both studies, has provided an applicable means for academics 

and practitioners to design and develop effective marketing and communication strategies 

across cultures. In addition, the roles of consumers' price perception (symbolic versus 

functional) and the Internet as an informational source have proved to be important 

mediating variables between cultural values and actual mall shopping behavioral across 

cultures. 



APPENDIX A 
(QUESTIONNAIRE) 
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« 

Dear Consumers; 

I am a doctoral candidate majoring in Retailing and Consumer Sciences at the University 

of Arizona. I am conducting research to better understand consumers' perception of price and 

evaluation when purchasing apparel products. Your input is very important to my study. 

You are invited to voluntarily participate in this study. Please take about 20 to 25 minutes 

to complete this survey. There are no right or wrong answers to the questions. Your answer will 

be kept confidential and anonymous. You are allowed to work at your own pace. You may stop 

filling this survey at any time you feel uncomfortable. There is no risk and no benefit to you by 

participating in this study. By filling out this surevy, you are agreeing to participate in this study. 

Thank you in advance for your participation. If you have any questions, please feel free 

to ask the researchers. We would be glad to assist you. In addition, if you have any questions 

concerning your rights as a reserach subject, you may contact the Univesrity of Arizona Human 

Subject Committee at 520-626-6721. 

Sincerely, 

Kittichai Watchravesringkan 

Doctoral Candidate 

Retailing and Consumer Sciences 

The University of Arizona 

Tucson, AZ 

Tel: 520-621-1295 

Email: kitticha@ag.arizona.edu 

Deborah Brown McCabe, Ph.D 

Assistant Professor 

Marketing 

Arizona State University 

Phoenix, AZ 

Tel: 602-543-6224 

Email: dmccabe@,asu.edu 

Soyeon Shim, Ph.D 

Professor 

Family and Consumer Sciences 

The University of Arizona 

Tucson, AZ 

Tel: 520-621-7147 

Email: shim@ag.arizona.edu 
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In this survey, there are five major sections (A, B, C, D, and E). Section A involves 

questions concerning your personal values. Section B consists of questions about your cultural 

values. Section C presents questions related to your price perception. Section D pertains to your 

shopping behavior. Lastly, section E presents questions addressing your demographic profile. 

Thank you again in advance for your help. 

Now please begin. 

Section A: Personal values 

Please read each statement below carefully regarding your personal values. Then please 

indicate the best answer by circling the number that most corresponds to your feelings regarding 

each of the following statements. 

Strongly Strongly 

disagree agree 

1. I admire people who own expensive homes, cars, and 1 2 3 4 5 6 7 

clothes 

2. Some of the most important achievements in life 1 2 3 4 5 6 7 

im-ludi- Jk.i]uiriiig nvitt rul pussi-oMinis 

3. I usually buy only the things I need 12 3 4 5 6 7 

4. I try to keep my life simple, as far as possessions are 1 2 3 4 5 6 7 

concerned. 

5. I have all the things I really need to enjoy life. 1 2 3 4 5 6 7 

6. My life would be better if I owned certain things I 1 2 3 4 5 6 7 

don't have. 

7. I don't place much emphasis on the amount of 1 2 3 4 5 6 7 

material objects people own as a sign of success. 

8. I like to own things that impress people. 1 2 3 4 5 6 7 

9. I don't pay much attention to the material objects 1 2 3 4 5 6 7 

other people own. 
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10. Buying things gives me a lot of pleasure. 

11. I like a lot of luxury in my life. 

12. I put less emphasis on material things than 

people I know. 

13. I enjoy spending money on things that aren't practical. 

14. The things I own say a lot about how well I am doing 

m life. 

15.1 wouldn't be happier if I owned nicer things 

16. I'd be happier if I coxild afford to buy 

Strongly 

disagree 

1 2 

17. It sometimes bothers me quite a bit that I can't afford 

to buy all the things I'd like. 

18. The things I own say a lot about how well I am doing 

2 

2 

2 

2 

2 

2 

2 

4 

4 

4 

4 

4 

4 

4 

4 

Strongly 

agree 

6 7 

6 

6 

6 

6 

6 

6 

6 

Section B: Cultural values 

Please read each statement below carefully regarding your cultural values. Then please 

indicate the best answer by circling the number that most corresponds to your feelings regarding 

each of the following statements. 

Strongly 

disagree 

1. 1 often do "my own thing." 1 2 

2. One should live one's life independently of others. 1 2 

3. It annoys me when other people perform better than 112 

do. 

3 4 5 

3 4 5 

3 4 5 

Strongly 

agree 

6 7 

6 7 

6 7 



5. The well-being of my co-workers is important to me. 

6. If a co-worker gets a prize, I would feel proud. 

7. I would sacrifice an activity that I enjoy very much if 

my family did not approve it. 

8. I would do what would please my family, even if I 

detested that activity 

9. I like my privacy. 

10. I prefer to be direct and forthright when discussing 

with people. 

11. Without competition, it is not possible to have a good 

society. 

12. Winning is everything. 

13. If a relative were in financial difficulty, I would help 

within my means. 

14. It is important to maintain harmony within my group. 

15. Before taking a major trip, I consult with most 

members of my family and many friends. 

16. I usually sacrifice my self-interest for the benefit of 

my group. 

17. What happens to me is my own doing. 

18. It is important that I do my job better than others. 

19. I enjoy working in situations involving competition 

with others. 

20. Some people emphasize wiiming; I am not one of 

them. 

21.1 like sharing little things with my neighbors. 

22. I feel good when I cojT)orate with others. 

23. My happiness depends very much on the happiness of 

those around me. 

24. To me, pleasure is spending time with others. 
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25. Children should be taught to place duty before 

pleasure. 

26. 1 hate to disagree wth others in my group. 

27. When I succeed, it is usually because of my abilities. 

28. I enjoy being unique and different from others in 

many ways. 

29. We should keep our aging parents with us at home. 

30. Children should feel honored if their parents receive a 

distinguish award. 

31. I am a unique individual. 

32. When another person does better than I do, I get tense 

and aroused. 

Strongly 

disagree 

2 

2 

2 

2 

2 

2 

2 

Strongly 

agree 

5 6 7 

4 

4 

4 

4 

4 

4 

4 

7 

7 

7 

7 

7 

7 

7 

Section C; Consumer' price perception 

Please read each statement below carefully regarding your perception toward price 

WHEN SHOPPING FOR APPAREL PRODUCTS. Then please indicate the best answer by 

circling the number that most corresponds to your feelings regarding each of the following 

statements 

When shopping for apparel products, 

1. I am very concemed about low prices, but I am 

equally concemed with quality. 

2 1 i'ciii.i.illv compels, rlit piitv» oJ difU-i(.-nl bunds lo 
K- '.lire lh.^t I pet ihe be""! \dlue foi the mone> 

3. I am not willing to go to extra effort to find lower 

prices. 

Strongly Strongly 

disagree agree 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 

1 2 3 4 5 6 7 



4 I usu.tlh ^lu)|i at nmrc than uiic ••tuic tu lake aiKantagc 

Redeeming; coupons make mc teel good 

Sill onuiv clipping Loapon-H out ol the ni.-\\spapci 

7. If apparel product is on sale, that can be a reason for 

me to buy it. 

8 W hen I hu} a brand that is on ^ale, I Icul thar 1 am 

gettinu a good deal 

9. Generally speaking, the higher the price of a product, 

the higher the quality. 

1 > People iiiitice when 1 hu\ the most expensi\ c designer 

brand ot an apparel piuduLt 

11. Buying a high priced designer brand makes me feel 

good about myself. 

12 hen puiehasnij: an apparel piodiiei I alwa\>. li\ lo 

nui\imi« the quality I act lor the nion«,\ I -^pind 

13. When I buy apparel products, I like to be sure that I 

am getting my money's worth. 

14 I he nu)ne> '.aved h> iindina low piiLcs is u-.iiall\ not 

worth the time and iltort 

15.1 would never shop at more than one store to find low 

prices. 

l«i W hen I u»c coupons. I leel that 1 am uettiiij: a jiood 

17. I enjoy using coupons, regardless of the amount I save 

by doing so. 

18 1 havL lavoiLtc biands, bui ino^.i ol the tiniL I bu\ thL 

brand that is on salt 

19. One should try to buy the brand that is on sale. 

2(1 1 ne pncc ot apparel i'> a ;jioil milieatoi ol its qualii\ 

21. The old saying "you get what you pay for" is generally 

true. 
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22 Noiuil\\a\ lor the hLbt 

23. Buying the most expensive designer brand of a 

product makes me feel classy. 

24 1 oni(i\ thu «t bu>ing a high pncLd dLSigiier 

25, I generally shop around for lower prices on apparel 

products, but they still must meet certain quality 

requirements before I buy them. 

2f> When I shop. I U'siuU\ Lumparc. thi; prii/L- mtoimjlion 
tor hands I mirmdlK hu> 

Strongly 

disagree 

27. I always check prices at different sources (e.g., flyers, 

newspaper) to be sure I get the best value for the 

money I spend. 

2^ 1 he lime it tdkc- to find lov, pi itts is usuj11\ niu 

29. Beyond the money I save, redeeming coupons gives 

me a sense of joy. 

311 I am moic likeK in hnv liund'. thai jtc on sale 

J1. CompaicJ to most people I know, I am more likely to 

buy brands that are on sale. 

32 li 'sj\s romLihinj; l« poopit 
\ CI sum 

M)u bu\ hisrh piKcd 

33. Your friends will think you are cheap if you 

consistently buy the lowest priced version. 

'4 r h.i\e puiohj^cd the must t\pcn«.i\o brand lusl 
hcLMusc I knew i>ther people would, notice. 

35.1 think others make judgments about me by the style 

and brands I buy. 

3'i f vtii l(ir a it-laii\i.-l> ln..>{len^l\L• pnHluci, I think that 
bii; inp a tiistU brand i-» impre-jiue 

Strongly 

agree 

4 5 6 .7 

4 5 6 7 

4 5 6 7 

4 5 6 7 

4 
IB 
4 

5 6 

5 6 

5 6 

5 6 

5 6 

5 6 

5 6 

5 6 

5 6 

5 '**'"6" 

.5 6 

1 

1 
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Section D: Behavior 

Please read each statement below carefully regarding your behavior WHEN SHOPPING 
FOR APPAREL PRODUCTS. Then please indicate the best answer by circling the number 

that most corresponds to your feelings regarding each of the following statements 

Veiy 
Infrequently 

Very 

Frequently 

1. How often do you visit clothing stores or 

department stores just to look around or get 

information rather than to make a specific 

purchase? 

2. How often do you speak with retail salesperson to 
gel mtormation dunnjj \iiur stuif \ isit'' 

3. How often do you visit retail web sites to browse 

and/or get information about apparel products? 

4. How often do you talk to friends or acquaintances 
to get information or advice concerning clothmg 
and clothmg styles? 

5. How often do you check out web sites just to look 

around without intention to purchase? 

6. How often do you read clothing or fashion-related 
magazines? 

1 

6 7 

6 7 

6 7 

6 7 

6 7 

When shopping for apparel, how often did vou shop at the following types of retailers? 

Never Very 
often 

1. Department stores (e.g., Macy's, Dillard's, Robison- I 

May). 

2. Specialty stores (e.g., Gap, Guess, Banana Republic, 1 
Abercroirtoie & Fitch). 

3. Internet 1 
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Section E; Demographic Information 

1. Gender: I.Male 2. Female 

2. My age is: (years old) 

3. My family household income is: 

_1. Less than 10,000 

_3. $24,000-$39,999 

_4. $60,000-579,999 

1. $10,000-523,999 

_3. $40,000-559,999 

6. More than $80,000 

4. My year in school is: _1. Freshman 

3. Junior 

_2. Sophomore 

4. Senior 

5. My ethnicity is: I.Caucasian 

_3. Hispanic-American 

_5. Asian (nationality: _ 

_6. Asian-American (nationality: 

1. Other (please specify: 

2. African-American 

4. Mexican 

) 

) 

J 
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