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STUDY 1 LIMITATIONS:
• Survey language & Brand origin

HYPOTHESES:
• When Chinese participants’ brand identification is 

threatened, they would more strongly defend:
• Chinese brands than American brands
• When information is carried by a stranger than 

when it is carried by a close friend
• Exploratory: Mobile phone brands vs Clothing brands

METHOD:
• Around 500 participants from China
• Added two Chinese brands, Li-Ning and Huawei
• Same survey and measures as in Study 1
• Survey translated into Mandarin (⍺ = .91)

RESULTS:
• High Brand Identification lead to higher defensiveness
• No effect of brand origin/information agent
• Main effect of brand category on defensiveness
• Unexpected three-way interaction

• Supported the potential cultural generalizability by

replicating the finding of Lisjak, Lee, and Gardner 

(2012)

• Did not support the notion that defensive responses differ 

when a threat to the brand is carried by friends versus 

strangers, nor that this difference can be moderated by 

culture 

• Culture may not have as strong an impact on brand 

identification and brand defense as we expected

Limitations:
• The demographic representativeness of the sample
• The relatively impoverished manipulation of information 

agent
• Nature of the brands

Introduction:

Brand Identification

Study 2

• Replicate Lisjak, Lee & Gardner (2012)’s

finding in East Asian cultural context and on

other brands

• Explore if consumers’ response can differ 

when a threat to the brand is carried by 

friends vs strangers, and if the effect can be 

moderated by culture

HYPOTHESES:
• Participants from East Asian countries would be less 

defensive than participants from the U.S. when negative 
evaluation of a brand comes from a close friend vs a
stranger

• Exploratory: Mobile phone brands vs Clothing brands

METHOD:
• Around 500 participants from Amazon’s M Turk 

• East Asian vs USA
• Close friend vs Stranger
• Mobile phone (iPhone) vs Clothing brand (Nike)

• Measured brand identification on the Self-Brand 
Connection Scale6 (⍺ = .86)

• Stranger vs. Close friend condition 
• Measured pre-reading attitude
• Read a fabricated blog post 
• Measured attitude change for defensiveness

RESULTS:
• High Brand Identification lead to higher defensiveness
• No effect of information agent/culture
• Main effect of brand category on defensiveness
• Marginal interaction between culture and information

agent for the clothing brand ONLY

• Brand identification

• The more one favors a brand, the more one 

identifies with a brand, and therefore the 

more behavioral commitments one makes 

to that brand1

• When consumers perceive negative 

evaluations of a brand, those with stronger 

self-brand connections tend to evaluate the 

brand less negatively2 3

• Lisjak, Lee, & Gardner (2012):

• People with high self-brand connections 

would defend the brand “to preserve the 

integrity of the self”4

• Measured brand identification on Facebook

and Starbucks

• Let participants read editorials that criticized

the two brands

• Measured attitude change after reading

• People with higher level of brand

identification defended the brands more

strongly

• Culture and self-expression

• People’s tastes are less easily swayed by 

social pressure in Western countries than in 

East Asian countries5

• Brand and self-expression

Implications

• Commercial brands are different in how easily they can

be incorporated into the extended-self:

• Frequency of usage

• Degree of Individualization

• Privacy

• Possibility of identity globalization:

• Chinese consumption culture may be more 

individualized than we expected 

• Further studies can be done in exploring the 

psychology of globalization and its potential 

effect on consumer behavior in East Asian 

countries

References

1 Edson Escalas, J. (2004). Narrative processing: Building consumer connections to brands. Escalas, Jennifer 

Edson (2004)," Narrative Processing: Building Consumer Connections to Brands," Journal of Consumer 

Psychology, 14(1), 168-179.

2 Einwiller, S. A., Fedorikhin, A., Johnson, A. R., & Kamins, M. A. (2006). Enough is enough! When identification no 

longer prevents negative corporate associations. Journal of the Academy of Marketing Science, 34(2), 185-194.

3 Einwiller, S. A., & Kamins, M. A. (2008). Rumor Has It: The Moderating Effect of Identification on Rumor Impact and 

the Effectiveness of Rumor Refutation1. Journal of applied social psychology, 38(9), 2248-2272.

4 Lisjak, M., Lee, A. Y., & Gardner, W. L. (2012). When a threat to the brand is a threat to the self the importance of 

brand identification and implicit self-esteem in predicting defensiveness. Personality and Social Psychology 

Bulletin, 38(9), 1120-1132.

5 Kashima, Y., Yamaguchi, S., Kim, U., Choi, S. C., Gelfand, M. J., & Yuki, M. (1995). Culture, gender, and self: a 

perspective from individualism-collectivism research. Journal of personality and social psychology, 69(5), 925.

6 Edson Escalas, J., & Bettman, J. R. (2003). You Are What They Eat: The Influence of Reference Groups on 

Consumers' Connections to Brands. Journal of consumer psychology, 13(3), 339-348.

Goal of the Study


	Northwestern University
	Libraries | Digital Publishing
	Jun 6th, 12:00 AM

	Cultural Influences on Brand Identification and Brand Defense
	Jiaqi Yu
	Recommended Citation


	Slide 1

