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This thesis investigates how cultural traits, such as the cultural dimension of Power 

Distance, influence preference for foreign made branded products. Cultural background 

influences several aspects of human behaviour, including the behaviours of consumers. In 

marketing, individual cultural differences affect consumers’ choice as well as their response to 

advertising message and brand associations. One example, impact on consumer choice, is related 

to the country of origin (COO) of the product. 

The effect of COO has been extensively explored in the literature. However, cultural 

frameworks like those of Hofstede (2001) have seldom been considered as a factor explaining 

the variability of consumers’ preference (or avoidance) for products originating in different 

countries. The objective of this research is to identify how cultural aspects affect product choice 

for foreign made branded products. A quantitative cross-cultural study was conducted to explore 

Hofstede’s cultural dimension of Power Distance. This study found that the replication of PDI 

measures within students samples from Brazil (UDESC) and from Canada (UoGuelph) do not 

replicate the variations of PDI observed between these two countries in the theoretical 

background.  Yet, the results from the discrete choice experiment show that individuals from 

UDESC differ from individuals from UoGuelph when choosing products.  Prestige products are 

more preferred by the individuals from UDESC than by individuals from UoGuelph. However, 

the impact of COO on the preference for prestige branded product is bound to the product type.  

When it comes to price sensitiveness, individuals from UDESC show less price sensitiveness to 

prestige branded product than individuals from UoGuelph, but this may also be product bound. 
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Chapter 1: Introduction 

It is largely accepted that culture is one of the main elements that guides individuals’ 

behaviours and conceptions. Cultural backgrounds have a twofold effect, in one hand it draws 

people together, and on the other hand it sparks conflicts. Culture regulates several aspects of 

human behaviour and cultural differences act as mediators of marketing phenomena (Costa & 

Bamossy, 1995; Aaker & Maheswaran, 1997; Rugimbana & Nwankwo, 2003; Mooij, 2004; 

Pires & Stanton, 2005; Hewett, Money & Sharma, 2006; Mooij, 2010). These differences have 

been increasingly gaining attention of researchers because of the intensification of cultural 

interaction in recent decades. It is believed that the importance of understanding cultures across 

the globe increases with the strengthening of international trade (Giraldi, Machado Neto & de 

Carvalho, 2008), and the fierce competitiveness instigated by the extensive options made 

available in a borderless market (Rhodes, Emery & Lussier, 2003). 

There is agreement in the literature that cultural traits largely account for peoples’ 

motivations (Mooij, 2010), because individuals are inclined to pursue a condition that is 

reinforced by the culture they are embedded in. Certainly, culture is not the only driver of 

consumer’s behaviours (Williamson, 2002), but it is widely accepted that cultural traits largely 

define the ways individuals choose (Pires & Stanton, 2005), consume and dispose of goods 

(Mooij, 2010). Literature of cross-cultural research investigates how components of the culture 

impact several different marketing phenomena. For the past 20 years, social researchers like 

Geert Hofstede (2001) conducted studies on the interplay and influences of cultural components, 

also known as cultural values, cultural orientations and cultural dimensions. Cultural dimensions 

are value constructs used to describe a culture. In the view of social researchers, culture reflects a 

higher or lower degree of these dimensions (Hofstede, 2001).  
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Culture also affects the way consumers interpret product cues like the country where the 

product is branded, designed or manufactured (Maheswaran & Shavitt, 2000). The effect of the 

product’s origin on consumers’ attitudes and behaviours is known in the literature by different 

labels. The most commonly label used is country of origin (COO) effect, which was used by 

Schooler (1965), Ettenson, Wagner and Gaeth (1988), and Gurhan-Canli and Maheswaran & 

Shavitt (2000) among others. This field of research assumes that the country where the product 

originates can play a role in consumers’ choice, creating a bias that might be against or in favour 

of the choice of the product. This bias can be culture dependent, as different cultures hold 

different assumptions and interpretations of other cultures. The marketing implication is that, 

holding everything else equal, the same product can have different appeal to different groups of 

consumers based on COO. The same product can be more appealing to a certain group of 

individuals and less appealing to others.  

Historically, the influence of COO has been accessed by using survey based rating scales 

(Pereira, Hsu & Kundu, 2005; Al-Sulaiti & Baker, 1998). An issue with this approach is that 

rating scales fail to present individuals with the complex array of variables which they face when 

choosing a product.  As a result, survey based scales tends to overestimate the importance of the 

factors being explored (Leizerovici, 2009).  A key to addressing more realistically the influence 

of COO is to include other factors that may play a relevant role in product choice like brand and 

price. A discrete choice is a method that enables the inclusion of several factors in the choice 

task that individuals perform when answering a survey. This inclusion makes the decision 

process in a survey more similar to the process that happens into consumer’s mind in the point of 

sale. When consumers buy a foreign made product two other extrinsic product cues are relevant 
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for their decision: price and brand. Therefore a discrete choice experiment using COO, brand and 

price as product descriptors is central to the objective of this research.  

This study contributes to the Country of Origin literature by comparing the choice of 

branded products between two countries and using Hofstede’s cultural dimension of ‘power 

distance’.  A quantitative cross-cultural approach was suggested and a Discrete Choice 

Experiment including COO, product brand and price of product was conducted with individuals 

from Canada, which by theory score low power in distance, and individuals from Brazil, which 

by theory, score high in power distance.  
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Chapter 2: Literature Review 

Overview of the chapter 

Chapter two reviews the literature pertinent to this research, and is divided into three 

parts. The first part summarizes the issues around cultural frameworks. The exploration of 

culture as a mediator of consumer behaviour in the literature is discussed. The definition of 

culture for this study and reasons for the use of cultural frameworks are presented. Hofstede’s 

cultural dimension framework is introduced with reasons to use his model and with practical 

application of his work.  

The second part of this chapter summarizes the literature on country of origin (COO). 

The definition of country of origin is presented, earlier research on this subject is reviewed and 

gaps in the cultural frameworks and country of origin literatures are outlined. 

The third part of this chapter introduces the gaps in the research about cultural 

frameworks and country of origin. The Hofstede’s dimension of power distance is discussed 

more in depth.  The connections of power distance and social status, status and consumption, 

prestige brands, and country of origin congruity are clarified. In the end of this part, price 

sensibility for prestige product is discussed.  

 

Culture as a mediator of consumer behaviour 

As mentioned, cultural backgrounds may either draw people together, or differentiate 

people apart. Therefore, explorations about cultural background often target either the 

resemblances or differences among individuals. Culture has been explored by different branches 

of science such as philosophy, sociology, psychology and anthropology (Hofstede, 2001).  In 

addition, in marketing, culture has been shown to affect the way people answer research 
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questions (Johnson, Kulesa, Cho & Shavitt, 2005; Clarke, 2006), the way companies build their 

advertising strategy, and the way messages are conveyed in commercials (Rhodes et al., 2003; 

Nelson, Brunel, Supphellen & Machanda, 2006; Paek, Nelson & Vilela, 2010). Culture also has 

an effect on consumers’ expectation of service quality (Dash, Bruning & Acharya, 2009), on the 

diffusion and adoption of innovation and new products by consumers from different countries 

(Yaveroglu & Donthu, 2002; Yeniyurt & Townsend, 2003; Singh, 2006) and on attitudes and 

behaviours towards products originated in different countries (Schooler, 1965; Gurhan-Canli & 

Maheswaran, 2000; Giraldi et al., 2008).  

Defining the term ‘culture’ is a complex task (Williamson, 2002, p.1384; Yeniyurt & 

Townsend, 2003, p.391; Schwartz, 2007, p.34). Most of the modern definitions of the term 

acknowledge that culture: (1) entails a pattern of ways of thinking (Berkman & Gilson, 1986, 

p.102; Singh, 2006, p.5); (2) is shared by a group (Hofstede, 2001, p.10; Yeniyurt & Townsend, 

2003, p., 379; Mooij, 2004, 2011, p. 26; House & Javidan, 2004, p.16; Schwartz, 2007, p.35, 

Dinnie, 2008, p.138); (3) differentiates groups from each other (Hofstede, 2001, p.10; Triandis, 

H.C. 2004, p.29); (4) is transmissible through symbols (acts and items) and language (Frow, 

1995, p.3; Dorfman, 2004, p.57; Triandis, H.C. 2004, p.30); and (5) influences the way 

individuals see the world and the way they react to this world (Berkman & Gilson, 1986, 

p.97;Mooij, 2004, 2011, p. 49). 

In summary, the role of culture is twofold; first, it differentiates us from others; second it 

unites us with those who are similar to us. In marketing, culture can influence individuals’ 

perceptions of a product; culture can either connect or create a gap between consumers and 

products. Cultural differences often generate challenging discussions and raise controversial 
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questions. The effect of culture and cultural values is a complex topic that needs to be explored 

in greater depth.  

 

Cultural Frameworks 

Because of the complexity of culture, researchers (Hofstede, 2001; Triandis, 2004; House 

& Javidan, 2004; Schwartz, 2007; Inglehart, 2007) have worked on building models and 

frameworks that operationalize culture as a construct. Building models and frameworks is 

necessary in order to be able to understand culture as a variable in research studies and be able to 

interpret culture for research purposes (Peterson, 2003).  

Efforts to identify universal values (Schwartz, 2004) and to include values that are 

characteristically disseminated in other regions of the globe (Hofstede, 2001) are progressively 

motivating researchers to apply these new cultural frameworks.  Several are the researchers who 

put efforts into clarifying culture related phenomena. To name a few who have done extensive 

research on cultural values and dimensions; Harry Triandis, Yilmaz Esmer, Thorleif Pettersson, 

the group of the GLOBE study, an acronym for “Global Leadership and Organizational Behavior 

Effectiveness, (House, Hanges, Javidan, Dorfman and Gupta), Inglehart, Schwartz and Hofstede 

have published numerous articles or books exploring cross cultural differences and how these 

differences affect individuals’ behaviours.  Some of the most cited works in cross-culture 

literature are those of Hofstede (2001), Inglehart (2007), and Schwartz (2004, 2007). These three 

theorists provide us with models and frameworks which are used to contrast cultures along 

dimensions or orientation axis. Their work is relevant because the plotting of cultural measures 

along axes or dimensions result in manageable frameworks, which enables the synthetizing of 

complex information in a model. These theorists who are researching cultural values build tools 
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that make the interpretation of foreign cultures possible for other researchers. A short review of 

the work of three prominent theorists is presented in the Table 1 below. 
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Table 1: Review of three prominent culture theorists, sourced from Esmer and Pettersson (2007) 

 

Hofstede Schwartz Inglehart

Geert Hofstede Dutch social psychologist 

and anthropologist. 

Shalom H. Schwartz is social psychologist 

and cross-cultural researcher. 

Ronald F. Inglehart is a political scientist at 

the Institute for Social Research at the 

University of Michigan. 

Worked on IBM, where his study of 

organizational culture in the late 70’s 

served as basis for his theory of cultural 

dimensions in the early eighties.  

He received his Ph.D. in social psychology 

from the University of   Michigan. Shalom 

H. Schwartz developed the Schwartz 

Value Inventory (SVI) in 1992 (Schwartz, 

2007). One of his contributions is the 

formulation of the “Value Scales” in the 

context of social learning and cognitive 

theories. His theory and instruments are 

part of the ongoing, biannual European 

Social Survey.

He is the head manager of the World 

Values Survey ongoing global research 

carried out by a global network of social 

scientists, since early nineties, with the 

purpose to monitor cultural shifts. 

The five cultural dimensions identified are: 

Power Distance, Uncertainty Avoidance, 

Individualism/Collectivism, 

Masculinity/Femininity, Long Term 

orientation.

 His framework has found ten cultural 

orientations that were later summarized to 

seven interdependent orientations: 

intellectual autonomy, emotional autonomy 

that is contrasted to embeddedness; 

hierarchy versus egalitarianism; and 

mastery versus harmony.

 Cultural orientations are summarized in 

polar contraposition in two axis: 

traditional/ secular-rational and 

survival/self-expression.
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Hofstede’s Cultural Dimensions  

Geert Hofstede is a Dutch social psychologist and anthropologist. After a period working 

in the industrial sector he earned a PhD degree at the Groningen University in The Netherlands. 

At the same time he joined IBM, where in the eighties he conducted applied organizational 

research with the objective of understanding organizational culture across the IBM international 

branches. This research provided the basis for his theory of cultural dimensions. The subsequent 

development of the cultural dimensions framework is explained in his book Culture’s 

Consequences and is currently widely applied in cross cultural studies (Yaveroglu & Donthu, 

2002; Yeniyurt & Townsend, 2003; O’Keefe & O’Keefe, 2004; Johnson et al., 2005; Kirkman et 

al., 2006; Purohit & Simmers, 2006; Singh , 2006; Lee, Garbarino & Lerman, 2007). 

Hofstede’s seminal work defined cultures along four dimensions: individualism-

collectivism, masculinity-femininity, uncertainty avoidance and power distance. Later in 2001, in 

a partnership with Michael Harris Bond and the Chinese Value Survey (CVS), Hofstede added a 

fifth dimension labeled long term orientation. The five dimensions according to Hofstede (2001) 

follows: the first dimension, individualism, relates to the way individuals regard themselves in 

relation to the collectivity. Masculinity-femininity discerns the duality of genders, where the 

masculine pole refers to assertiveness and self-achievement, and the feminine pole describes 

those cultures that prioritize for good relationship and nurturing instincts. Uncertainty avoidance 

focuses on the ability of individuals to tolerate the unfamiliar. Power distance is concerned with 

the unequal distribution of power as seen by the lower levels of power. Long term orientation 

relates to preference for virtuous life where and immediatist attitudes are not encouraged. For 

this document, two two-country comparisons were selected to illustrate Hofstede’s indices in 

Figure 1. 
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Figure 1: Hofstede’s cultural dimension indices contrasting two similar cultures and two different cultures. Adapted from 
“Geert Hofstede Cultural Dimensions”, by Geert Hofstede, 1967-2009 all rights reserved, itim international, retrieve 
September 2011 from  http://www.geert-hofsted,  

 

The first chart in Figure 1 contrasts two very similar cultures, Canadian and American, 

where the plotting of dimensions into bars reveals similarity on all five cultural dimensions 

between these two countries. The second chart compares a North American culture (i.e. Canada) 

with a South American culture (i.e. Brazil). Similarity exists in the masculinity-femininity 

dimension, but inconsistency of patterns, mainly with regards to power distance (PDI), 

individualism (IDV), uncertainty avoidance (UAI) and long term orientation (LTO) are revealed. 

An explanation about all five cultural dimensions and a complete list of countries with respective 

indices are shown in the appendix A.   
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Reasons for using Hofstede’s dimensions 

Although the works of Inglehart and Schwartz are relevant to cultural research, the work 

of Geert Hofstede was selected for this study because it presents several strengths. 

Since Hofstede’s first publication of Culture’s Consequences in 1980, the field of cross 

cultural studies gained popularity because of the globalization. Cross cultural studies have their 

origins long before Hofstede, in the works of anthropologists and psychologists who have tried 

to understand the effects that culture has on individuals. However, Hofstede’s seminal work 

brought to light a theory that currently guides cross cultural research. In the words of Peterson 

(2003, p.128); “Culture's Consequences’ did not create the field of comparative cross-cultural 

studies, but it certainly shaped the field's basic themes, structure, and controversies for over 20 

years.”  Therefore, Hofstede’s work lays a solid theoretical background for cultural studies.  

Many researchers consider Hofstede’s dimensions an influential framework for being 

used in a wide variety of empirical studies (Kirkman, Lowe &, Gibson, 2006). It is also regarded 

as “the most frequently cited benchmark for cross cultural understanding” (Rhodes, et al., 2003, 

p.66), and the “most popular and exhaustive” (Purohit & Simmers, 2006, p.3) research in cross 

cultural issues. Several scientists have reinforced the fact that Hofstede’s work depicts one of the 

first efforts to organize a typology of cultural dimensions found across the globe.  

Hofstede’s study collected a sample data from 160,000 questionnaires given to 

employees at IBM locations in 72 countries, which represents a great range of country 

comparisons. Because of such large sample, Hofstede’s research has been considered an 

“extensive work” (Johnson et al., 2005, p.266), and also one of the most “exhaustive cross 

cultural study to date” and the “most important and popular theory of culture typology” (Dash et 

al., 2009, p.339). Hofstede’s second edition of Culture’s Consequences (2001) devotes one full 
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chapter to explaining data collection, treatment and validation. He also adds comparative 

analysis of other cross cultural studies, as well as his own, that discuss the validation of his work. 

Not surprisingly, his work has been gaining credibility and is considered to “hold tremendous 

face validity in international research” (Hewett et al., 2006, p.388) and to be “generalizable and 

quantifiable for examining national culture” (Purohit & Simmers, 2006, p.3). Hofstede’s second 

edition tackles several of the issues for which his dimensions had been criticized for overlooking 

individual’s differences and for reducing culture to simplistic concepts (McSweeney, 2002). 

Although his work steered a lot of discussion around the topic of cross-cultural research, 

Hofstede’s cultural dimension theory deserves merit for pioneering the construction of a cultural 

framework, on which future researchers are able to utilize and build their work. 

 

Practical application of Hofstede’s work 

Hofstede’s work has often been applied in corporate studies (Kirkman et al., 2006), 

perhaps because of the organizational nature of his research. In a literature review article, 

Kirkman et al. (2006) identified 180 studies that applied Hofstede’s dimensions to investigate 

workplace behaviour and organizational outcomes, between 1980 and 2002. Hofstede’s work has 

been used to better understand preference for certain conflict management styles (Purohit & 

Simmer, 2006), differences between trading countries (O’Keefe & O’Keefe, 2004; Hewett et al. 

(2006), and culture’s influence on the choice of entry mode of businesses in different countries 

(Kogut & Singh, 1988). His work has also been utilized to demonstrate the influence of national 

culture on the relationship between corporate buyers and sellers and its effect on purchase 

behaviour (O’Keefe & O’Keefe, 2004). Because Hofstede research was based on corporate data 

his cultural framework has largely been applied to further explore corporate phenomena. 



 

13 

 

However, Hofstede’s framework has increasingly been used in other fields of research, like 

marketing research (Yaveroglu & Donthu, 2002; Yeniyurt & Townsend, 2003; Singh, 2006; and 

Lee et al., 2007).  

Cross-cultural research in marketing and consumer behaviour has also benefited from 

Hofstede’s typologies of national culture. Researchers like Yaveroglu and Donthu (2002), Singh 

(2006), Yeniyurt and Townsend (2003), and Lee et al. (2007) used Hofstede’s typologies to 

explain the influence of cultural aspects on the process by which consumers choose their 

products. Yaveroglu and Donthu (2002) used Hofstede’s work to explore how culture predicts 

the use innovation or imitation as processes of diffusion of new products. The authors calculated 

coefficients of innovation and imitation for 19 countries and compared these indices to 

Hofstede’s indices. They concluded that uncertainty avoidance correlates to the use of both 

innovation and imitation processes, but power of distance correlates to only innovation. 

Furthermore, Singh (2006) investigated the relationship between national culture and adoption of 

new products, ideas or behaviours. He found that cultures characterized by small power distance, 

weak uncertainty avoidance, and masculinity often demonstrate innovativeness. Yet cultures 

characterized by high power distance, strong uncertainty avoidance and femininity often adopt 

new products through normative influences. Yeniyurt and Townsend (2003) found that power 

distance and uncertainty avoidance hinder the acceptance of new products. Furthermore, Lee, 

and colleagues (2007) explored how cultural differences in uncertainty avoidance affect product 

perception. They conducted two studies, one involving students of several backgrounds enrolled 

in an American university, and the second involving a large-scale customer survey from ten 

countries. These researchers manipulated product uncertainty using country of origin quality 

stereotypes. The results show an interaction between product uncertainty and the cultural 
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uncertainty avoidance. Consumers from high uncertainty avoidance countries who were exposed 

to high product uncertainty (unfamiliar or non-stereotype country of origin) evaluated the 

product less positively and held weaker behavioural intentions than those from low uncertainty 

avoidance cultures. However, for low product uncertainty offerings, no differences were found. 

As stated earlier, Hofstede’s work originated in organizational research. Yet, Hofstede’s 

dimensions have successfully been used in research related to marketing phenomena. Hofstede’s 

dimensions have been used to explore interaction of cultural dimensions on response style 

(Johnson et al., 2005), prediction of process of product adoption (i.e. innovation or imitation) 

Yaveroglu & Donthu, 2002; Yeniyurt & Townsend, 2003; Singh, 2006, and influences of 

cultural cues on evaluation of products (Lee et al., 2007). Although its origin is based on 

organizational research, Hofstede’s typology proved to be helpful in researching marketing 

issues. The fact that dimensions can successfully be applied to marketing research is likely 

because his dimensions express elements of the cultural background that are common to the 

general population, as opposed to being specifically related to IBM workers. By extrapolating 

results from organizational research to marketing research, academic studies in this area showed 

that Hofstede’s framework may be considered a consistent tool, with several advantages for use 

in cross cultural studies.  

 

Country of origin effect 

Cross cultural studies and research on country of origin effects have in common the fact 

that studies in both areas are increasing in response to the need for firms to react to situations that 

arise because of the globalization (Giraldi et al., 2008). Market principles vary from country to 

country; different cultures will produce a different environment for foreign products (Mooij, 
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2010). One of the cues used by consumers is that of the country of origin of the products. As will 

be presented in the next section, consumers’ perceptions about the country of origin of a product 

affect consumers’ rating of quality and their predisposition to purchase certain products (Knight 

& Calantone, 2000; Lee et al., 2007; Dash et al., 2009). These perceptions are influenced by 

cultural backgrounds; convictions and points of view towards other countries and toward a 

consumer’s own country may shape the type (i.e. quality or purchase intent) and direction (i.e. 

favourable or unfavourable) of influence that the origin of a product may have on a consumer’s 

preferences.  

 

Earlier research on COO 

Although a great part of consumers’ choice process depends on several factors like 

individual needs, beliefs and attitudes, there is also evidence that choices related to the COO can 

be affected by cultural background (Gurhan-Canli & Maheswaran, 2000; Knight & Calantone, 

2000; Pereira et al., 2005). As cited earlier in this thesis, cultural background is one of the most 

important factors that affect consumer choices on a daily basis (de Mooij, 2010). Culture affects 

individuals’ interpretation of the world around them (Mooij, 2010, p.93). It also influences 

individuals’ interpretation of other countries and their products. Therefore, there is a need to 

understand the definition and implications of COO on marketing facts.  

Investigation about COO is widely accepted to have started in 1965 with Schooler 

(Bilkey & Nes, 1982) in Guatemala by the implementation of the Central America Common 

Market (CACM), an association that promoted the economic integration and free trade among 

Guatemala, Honduras, El Salvador, Nicaragua and Costa Rica. This research shows that, 

products similar in all aspects, except for the name of the country appearing on the label, were 
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evaluated differently and a “similar pattern of inter-country differences was found for each of the 

two test products” (Schooler, 1965, p.396). Since then studies have been conducted on this topic 

(for compilations of literature review and meta-analysis see Bilkey & Nes, 1982; Al-Sulaiti & 

Baker, 1998; Dinnie, 2003). Several researchers have concluded that there exists an interaction 

related to the place where products were manufactured (Schooler, 1965; Bilkey & Nes, 1982; 

Knight & Calantone, 2000; Balabanis & Diamantopoulos, 2004; Pereira et al., 2005; Giraldi et 

al., 2008). Therefore, understanding existing bias toward products is a relevant step to guarantee 

success of market entry and permanence. Even if the entering company has no means to develop 

a particular strategy to deal with this bias, it is relevant to understand how COO will intervene 

with profits and other gains (Giraldi et al., 2005).  By having a complete picture of the barriers 

(or market drivers) companies will be able to use the appropriate marketing strategies and 

guarantee that objectives are met. 

 

Definition of country of origin 

COO effect has been described in several ways in the research literature. COO is often 

designated as a “bias, rooted in stereotyping or prejudices” (Schooler, 1965, p.394), and as 

informal, invisible (Peterson & Jolibert, 1995; Al-Sulaiti & Baker, 1998; Giraldi, Machado & 

Santos, 2005) barriers to successful trade between countries. COO is usually demonstrated in the 

form of negative consumer bias toward imported products (Wang & Lamb, 1983). Gurhan-Canli 

and Maheswaran (2000) concluded that “COO effects refer to the extent to which the place of 

manufacture influences product evaluation” (p.309). COO effect is often a response to country 

image. Pereira et al,. (2005) consider Nagashima’s (1970) definition to be among the earliest 

definitions of country image which is “the pictures, the reputation, and the stereotype that 
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businessmen and consumers attach to products of a specific country. This image is created by 

such variables as representative products, national characteristics, economic and political 

background, history and traditions.” (Nagashima, 1970, p. 68). 

Han (1990) referred to this field of study as ‘country of origin bias research’. Knight and 

Calantone (2000) pondered that the image of a COO “reflects a consumer’s general perceptions 

about the quality of products made in a particular country and the nature of people from that 

country” (p.127). This thesis refers to COO as the influence of the image of a country where the 

product is made, or is assumed to be made, on perceptions and intentions of consumers. This 

facet of the COO was selected because it is the most frequently explored sense of COO in the 

literature (Al-Sulaiti & Baker, 1998). The image may have a negative or a positive effect on 

attitudes and intentions in consumers with regards to these products.  

 

Research gaps in COO and culture frameworks 

As stated earlier, consumer behaviour is tied to culture (Mooij, 2010). Several studies 

conclude that the effect of COO on consumers attitudes and choices not only varies with regards 

to the category (Askegaard & Ger, 1998) and origin of the product (Gurhan-Canli & 

Maheswaran, 2000; Knight & Calantone, 2000; Pereira et al., 2005), but is also influenced by the 

origin of the consumer (Roth & Romeo, 1992; Lantz & Loeb, 1996; Balabanis & 

Diamantopoulos, 2004). To date, few studies have used cultural models such as Hofstede’s 

(2001) cultural framework to explain variations on COO effect. Yeniyurt and Townsend (2003) 

related Hofstede’s cultural indices to ratings of new products in several countries. They 

concluded that power distance and uncertainty avoidance hinder the acceptance of new products.  
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Multi-cultural studies on the impact of COO effect are abundant in the literature. This is 

demonstrated by literature reviews and meta-analysis authored by Bilkey & Nes (1982), Al-

Sulaiti & Baker (1998), and Dinnie (2003). Many of the studies in the literature show that the 

same country may confer different meaning to the same product, across consumers from 

different countries. However, few works have considered cultural frameworks like that of 

Hofstede (2001) as a factor that explains the variability of consumers’ preferences (or avoidance) 

of products originated in different countries. One of these works is that of Gurhan-Canli and 

Maheswaran (2000), where respondents of a collectivistic culture (Japan) were more likely to 

choose a domestic product (bicycle) even when it was considered less favourably. Their 

responses were compared to American respondents, who tended to make their choices based on 

the quality of the product, choosing a foreign product when it has higher quality attributes. The 

study attributed Japanese consumers’ higher preference for a less favourable domestic product 

(when compared to Americans) to the collectivist aspect of that culture (as opposed to 

Americans, who score higher than Japanese in individualism according to Hofstede’s 

dimensions).  

Lee et al. (2007) explored how cultural differences in uncertainty avoidance affect 

product perception. They manipulated product uncertainty by labeling products with unfamiliar 

COO. Results showed that in cultures with a high uncertainty avoidance scores, products with 

high level of uncertainty (from an unfamiliar COO) were less favourably assessed and held 

weaker behavioural intentions than in cultures with lower uncertainty avoidance. The effect of 

cultural dimensions on individuals’ perceptions and intentions toward products (like that of 

uncertainty avoidance and power distance on product choice, and particularly the interaction of 

uncertainty avoidance with product uncertainty) demonstrates that there is still need for further 
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research. Specifically, there is a need to identify the moderating effects of culture in products 

with labels from foreign countries.  

One of the gaps in this research area is that the majority of studies about COO is North 

America centered (Gurhan-Canli & Maheswaran, 2000), more specifically, the majority of 

studies in this field were conducted in the USA. A large number of studies have also been 

conducted with Western European individuals (Balabanis & Diamantopoulos, 2004).  Asian, 

Eastern European and South American countries have been used as stimuli, but seldom have 

been a source of sample before (Giraldi et al., 2008), perhaps because these areas had less 

expressive economies. The research is therefore limited in terms of culture. For example, large 

emerging economies, like countries labeled the BRIC - Brazil, Russia, India and China - (O’Neil, 

2001, p.3), have received little attention from researchers in both COO effects and cultural 

dimensions fields. Promoting research in these countries would serve two particular ends; first, it 

would bring diversity to the findings of both fields by supplying perspectives of countries 

besides the US and Europe. Second, it would provide insightful knowledge into consumer 

behaviour in these fast growing economies. This leaves several opportunities to test COO effect 

on the perspective of these countries.  

 

The dimension of Power Distance  

The research on the impact of Hofstede’s cultural dimension in COO has provided an 

opportunity to widen the knowledge of COO by exploring the role played by one of Hofstede’s 

dimensions: power distance. This dimension has been related to “human inequality” (Hofstede, 

2001, p. 79). Individuals in cultures that score higher in power distance are more likely to accept 

and even to expect hierarchical and social class differences. In societies where power distance Is 
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high, deference to higher levels is expected. Individuals are also more respectful towards elders. 

In these societies there is a tacit legitimacy of inequality of power distribution.  Inequalities are 

expressed in various areas of a society, such as “physical and mental abilities; power; laws, 

rights and rules; wealth; and social status and prestige” (Hofstede, 2001, p.79). Hofstede (2001) 

argues that a certain level of inequality is necessary to impose the order and efficiency in social 

institutions. Although the implicit rules that govern power distance in various social institutions 

may be different from one another, power distance, like the other dimensions observed by 

Hofstede, are reflected and reinforced by the cultural values that are largely shared by 

individuals in a given society. Therefore, power distance should also be reflected in marketing 

phenomena. 

 

Power distance and social status  

As said earlier, the power distance index reflects acceptable inequalities around social 

status.  In high power distance cultures, the act of signaling social status reinforces the power 

distance structure. Teimoupour and Hanzaee (2011) support that flagging social status cues are 

particularly relevant in cultures with high power distance, so that individuals understand the 

power distance structure of among the group he/she is inserted into and also understand how to 

address others members of the group.  Therefore, central to the power distance dimension is the 

individual need to implicitly or explicitly differentiate himself/herself from others through 

symbols of power (deference to hierarchy) and of social status. The consumption of prestige 

branded products represents such a tool to flag the social position an individual retains. 
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Power Distance, consumption and social status 

Symbols of social status have often been used as an instrument to incite consumer’s 

interest in products.  Products are often marketed to confer an image of higher (or lower) social 

status to those who use them. Souiden, M’Saad and Pons (2011) reflect that “branded products 

are usually purchased to convey social status and image” (p.330).  Therefore, consumers’ interest 

in luxury or prestige products or brands usually serves their need to display social status. 

According to Eastman, Goldsmith, and Flynn (1999), “the more a consumer seeks status, the 

more he/she will engage in behaviours, such as the consumption of status symbols that increase 

their status” (p. 3). As stated earlier, power distance is by definition connected with the 

demonstration of social status. Therefore, the desire for products and brands that can be used to 

express a higher social status may be influenced by the dimension of power distance. Yet power 

distance has been little explored in the marketing realm. 

 

Power Distance, prestige consumption and price sensibility 

Research on price elasticity and consumption motivated by status demonstrates that 

consumers who seek brands that convey status tend to be price insensitive for these brands 

(Eastman, Flynn and Goldsmith, 1996). Therefore, the greater the aspiration for a branded 

product, the more likely a consumer is to accept a higher price point for that particular branded 

product.  Goldsmith, Flynn and Kim (2010) concluded that status consumption has an effect on 

price elasticity, and that “status seekers will pay more … [because] in the eyes of status 

conscious consumers, the purchase price buys more than quality and functionality” (p.334).  

They attribute the extra benefit to the prestige conferred by the brand along with other benefits of 

the purchase. Therefore, the literature suggests that consumers who prefer prestige branded 
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products would pay more for those products. It is unknown whether consumers from a high 

power distance culture, which may be more likely to choose prestige products than those 

individuals from low power distance culture, may be more likely than those individuals from low 

power distance to be price insensitive for prestige products. 

 

Prestige branded product and COO congruity 

The brand is one of the main identifiers of products, although not the only one. COO has 

also been used as a relevant product identifier. The consumption of foreign products has been 

interpreted by consumers as a signal of wealth and status (Teimoupour & Hanzaee, 2011), 

particularly in developing countries. Therefore, it is suggested that a branded product made in a 

foreign country is likely to have a greater appeal among individuals from high power distance 

culture than among those from low power distance culture. Along the same line, Josiassen (2009) 

demonstrated that “higher perceived product-origin congruency increases the perceived 

reliability of COO image held by consumers” (p. 25), therefore impacting more in their choice 

decision. Therefore the literature suggests that a positive country product image should influence 

the preference for foreign branded products.  

 

Addressing gaps in the COO and cultural framework literature 

Based on the extant literature there is value in linking the COO and cultural framework 

literatures. As stated, Hofstede power distance dimension is an appropriate identifier of the 

similarities and differences in how people of high and low PDI cultures relate to product 

consumption. In order to address a gap in the literature as it relates to these concepts, this study 

will compare the preference of prestige and non-prestige products (t-shirts and leather bags) in 
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two cultures with different power distance indices. It will also explore whether preferences may 

be enhanced (or reduced) by the inclusion of COO as a product attribute. Tolerance to price 

elasticity will also be compared between these two cultures. 

For this research, a culture that scores low in power distance, Canada, and a culture that 

scores high in power distance, Brazil, will be used. Comparisons of preferences for prestige and 

non-prestige branded product will be utilized to address the identified gap in the literature. 
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Chapter 3: Research objectives and hypotheses 

This chapter describes the objective of this research. In order to address the identified 

gaps in the literature, three main objectives were detected: (1) the prestige facet of branded 

products, (2) the effect of COO on the preference of prestige branded products, and (3) price 

elasticity for prestige and non-prestige branded products. Research questions and hypotheses are 

delineated.  

 

Research objectives 

Given research noted previously, this study proposes to investigate the influence of 

cultural aspects on the choice of foreign labeled products, in the light of Hofstede’s cultural 

framework, more specifically exploring the effects of power distance index.  This study has three 

main objectives. First, it examines whether power distance is related to the preference for 

prestige branded products or non-prestige branded product. This study proposes to investigate 

whether the preference for prestige branded goods is relatively greater within individuals from 

high power distance culture than it is within individuals from low power distance culture.  

 Second, it explores whether COO can moderate the preference for prestige branded 

products, by either intensifying or minimizing this preference, in these two power distance 

settings. Therefore, it is suggested that the congruity of the COO with the concept of fashion (i.e. 

country where fashionable goods are produced) (Souiden et al., 2011) may mediate the appeal of 

the foreign branded product. Fashion congruity may more likely be associated with choices made 

by individuals from high power distance culture than those made by individuals from a low 

power distance culture.  
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Third, it investigates the tolerance in price increase for prestige products in a high and a 

low power distance culture. The literature suggests that the more individuals seek for prestige 

products, the more tolerant they are to increases in prices of these products (Eastman et al., 

1996). Therefore this study suggests that individuals from a high power distance culture will be 

more tolerant to price increase of prestige branded products than individuals from low power 

distance culture. 

Secondary objectives will also be addressed. This study will add to the group of studies 

that have used Hofstede’s cultural dimensions framework to explain the effects of COO. In 

addition, this study will expand the knowledge of Hofstede’s framework by exploring the effects 

of power distance, into the area of product choice.  Moreover, one study relates power distance 

to the preference for luxury goods (Souiden et al., 2011); however, a discrete choice experiment 

(DCE) has not been applied on this type of study. The current study proposes to reduce this gap, 

by applying a DCE that will include not only the COO but also two other relevant factors for 

choice: brand and price. Lastly, this research proposes surveying people in countries outside the 

United States and Western European axis. This study will compare two samples with different 

PDI, one sample with low PDI from Canada, and another sample with high PDI from Brazil. 

 

Research questions 

Expressions of power distance are cultural components which are reflected in product’s 

preference. The literature shows that prestige products are chosen to display social status 

(Teimoupour & Hanzaee, 2011). Displays of social status are culture bound and are associated 

with the intensity of power of distance within the culture (Souiden et al., 2011). Therefore, the 

preference for prestige products will be higher among those individuals from a culture that scores 
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higher on Hofstede’s dimension of power distance, than among a culture that scores lower for 

this same index.  

Additionally, the literature demonstrates that a foreign made product may be considered 

symbol of higher social status (Teimoupour & Hanzaee, 2011). Therefore individuals are more 

likely to prefer a product that is made abroad, particularly in a product congruent country, than a 

product that is made in a country that is non-congruent with the product type. Country product 

congruity will intensify the preference for prestige branded products. 

Lastly, the literature demonstrates that consumers who seek brands that convey status 

tend to be price insensitive for these brands (Eastman et al., 1996). Therefore, price sensitivity 

for prestige branded product will be greater for individuals from cultures where power distance is 

lower, than for individuals where power distance is higher.  

In order to address the gap in the literature, certain questions should be addressed. 

Overall, how does culture influence on consumer choice? 

1. How will the dimension of power distance influence the choice of prestige versus 

non-prestige branded products?  

2. How will country of origin influence levels of preference for prestige versus non-

prestige branded product?  

3. How will price impact the preference for prestige versus non prestige branded 

products? 
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Hypothesis 

With these questions in mind and with the literature review presented earlier, the 

following hypotheses are proposed: 

 

Power distance and prestige products 

H1a) There will be a difference in the level of preference for prestige branded products 

between individuals from a high power distance culture and individuals from a low 

power distance culture.  

 

H1b) The preference for a prestige branded product will be higher than the preference 

for a non-prestige branded product in both high power distance and low power distance 

cultures. 

 

H1c) Preference for prestige branded products will be higher among individuals from a 

high power distance culture than among individuals from a low power distance culture.   

 

Power distance and COO  

H2a) Country of origin will have a similar influence on the preference for branded 

products in both cultures (low and high power distance). A fashion congruent COO 

(France and Italy) will have a more positive effect than a fashion non-congruent COO 

(China and India).    
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H2b) COO will have a greater impact on the preference for prestige brands than on the 

preference for non-prestige brands among individuals from a culture with high power 

distance.  

 

H2c) COO will have a greater impact on the preference for prestige branded products 

among individuals from a high power distance culture than among individuals from a 

low power distance culture.  

 

H2d) The impact of country of origin on the preference for non-prestige brands in a 

culture high in power distance will be similar to that from culture low in power distance.  

 

Power distance and price 

H3a) Individuals from culture with high power distance will be willing to pay more for 

prestige branded products than individuals from cultures low in power distance.  

 

H3b) Increases in the price point of a branded product will cause a decrease in 

preference for that product (either prestige or non-prestige branded) in both high and 

low power distance cultures.  

 

H3c) When price increases, the preference for prestige branded products show a greater 

decrease among individuals from a low power distance culture than among individuals 

from a high power distance culture.  
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Chapter 4: Methodology 

This chapter outlines methods and techniques applied to this research. It starts by 

discussing the use of a Discrete Choice Experiment (DCE) and the use of universities in Brazil 

and in Canada as a research site. Next, it describes the procedures for pre-testing the data 

collection instrument and how the sample was planned.  Next, the data collection methods is 

discussed; the recruitment procedures, the instrument design, stimuli and measures used in this 

research are explained. Finally, the data analysis plan is specified.  

 

 

Figure 2: Summary of methodology. 
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The Discrete Choice Experiment 

A Discrete Choice Experiment (DCE) is a well-established method to evaluate choice in 

a changing environment (Albertini, 1995; Wang, Menictas & Louviere, 2007). The influence of 

cultural dimensions on the choice of luxury products was tested by Souiden et al. (2011).  They 

have explored the influence of individualism and power distance through the use of a Structural 

Equation Model (SEM).  Their research concluded that individualism has an effect on the choice 

of luxury products; however, results were inconclusive for power distance (Souiden et al., 2011).  

There are several advantages of using a DCE exercise in studies involving choice 

models. First, the choice task avoids self-reporting bias because it accesses revealed preferences 

as opposed to stated preferences (Louviere & Woodworth, 1983).  DCE presents respondent with 

‘choice tasks’ or scenarios, where respondents have to choose one of the possible options given a 

certain number of attributes. This is different from regular rating scales, which ask direct 

questions therefore revealing the objectives of the questions to respondents. The DCE approach 

avoids revealing the real intention of the question and aims to reduce self-reporting bias (which 

is participants’ tendency to respond accordingly to what they think it is expected from them).  

Secondly, DCE presents a more realistic choice problem, by offering respondents a product with 

several attributes. When individuals choose the product they often factor in more than one 

product attribute. Differently from rating scales, a DCE enables that the researcher presents 

different options of product (Leizerovici, 2009), each option described by different attributes, 

which confers a more realistic exercise when participants respond to the survey.  Finally, a DCE 

has analytical and operational advantages; first, it allows the understanding the utility or 

relevance of each attribute being measured in one exercise; second, the model permits to manage 

the sample effectively. 
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The DCE model, originally proposed by Louviere and Woodworth (1983) is based on 

random utility theory (RUT) that posits that individuals seek to choose the most optimal choice 

from a set of competing options (Wang et al., 2007). This model allows simulating any real 

choice situation by eliciting consumer preference data (Wang et al., 2007).  In this model, each 

choice set represents an option. Options are described by attributes, which may have several 

levels. Choice sets (options) are organized into choice tasks. These choice tasks are presented to 

each respondent a number of times. The respondent is required to make a choice in every choice 

task. The choice tasks are composed with the help of statistics software that will ensure that, at 

the end of the exercise, each choice set was shown in a comparable number of times, in as many 

combinations as possible. Different choice observations are recorded in data base. The DCE 

elicits the preferences and utilities of each attributes by applying statistics methods.  

Therefore, a DCE is an appropriate methodology to analyze individuals’ choices (Wang et al., 

2007). It elicits importance of attributes relative to other attributes presented in the experiment. 

The DCE minimizes self-report bias and bringing to light the relative importance of attributes 

that draw individuals’ choices. 

 

Brazil and Canada as a source of sample 

Research on the effect of PDI should be conducted in countries that scores differently in 

this index. According to Hofstede (2001) Canadian and Brazilian cultures fulfill this 

requirement. These countries show relative difference in PDI. As shown on Figure 3, for 

example, Canada with 39 points, scores lower than Brazil, with 69 points in PDI. Therefore a 

case can be made to use these two countries as a source of samples for studies exploring 

differences in power distance.   
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Figure 3:  Comparison between Hofstede’s dimensions in Brazil and in Canada Adapted from “Geert Hofstede Cultural 
Dimensions”, by Geert Hofstede, 1967-2009 all rights reserved, itim international, retrieved September 2011, from 

website: http://www.geert-hofstede.com/hofstede_dimensions.php. 

 

The reason to use two samples, one from Brazil and one from Canada is that Brazil’s PDI 

is higher than Canada’s PDI. Moreover, this study makes a further effort to compensate for some 

of the gaps in the research area COO. As mentioned earlier, countries other than the USA and 

countries from the Western Europe have rarely been used in studies about cultural dimensions 

and COO. Having a sample from Brazil also addresses the absence of South American countries 

in research made in the fields of cultural frameworks and COO.  

The interest in using a Brazilian sample is also due to the fact that Brazil is one of the 

fastest growing economies in the world. With a population of over 190 million people according 

to Brazilian census IBGE, the country passed through the economic instability that affected 
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many countries in 2008 almost without greater consequences to its internal economy. Moreover, 

since the turn of the millennium, Brazil has often been well rated by international credit rating 

agencies, which increasingly brings a good international image to this country. Being part of the 

BRIC countries (the acronym for Brazil, Russia, India and China) Brazil is part of a group of 

densely populated poorer countries which is undergoing advancements in the economic 

development. The importance of Brazil in the international scenario is growing; yet it is 

surprising that within the BRIC states, Brazil has the least growth in import / export trade with 

Canada (Molot, 2006). The use of Brazil as sample source may contribute to the depth of 

knowledge about the cultural differences between these two countries. 

 

Pre-test 

Pre-tests serve to identify potential problems in the questionnaire, and a standard 

practice in survey research (Groves, Fowler, Couper, Lepkowski, Singer & Tourangeau, 2004). 

For this research, two types of pre-tests were performed. The first pre-test aimed to confirm a list 

of prestige and non-prestige branded products that will be used in this research. The branded 

products used in this research are fashion products, t-shirts, and leather bags. Fashion products 

were chosen as stimuli because of their conspicuous properties, as they are used to display 

wealth (Souiden et al., 2011). These two products also addressed the intention to simulate a 

product choice scenario that is relatively frequent and common among the sample source. 

Firstly, two lists of brands, one for each type of product, were generated with 

brainstorming; five individuals, grad students in Canada, and six individuals, undergrad students 

in Brazil answered to the brainstorming questions “Please name as many brands of t-shirts [or 

bags] as you can remember. Remember to include both brands that are more prestigious as those 



 

34 

 

which are not as prestigious”. This pre-test resulted in 16 brands of t-shirts and 17 brands of 

bags. While there is no set number for the amount of individuals in a pre-test, Groves et al., 

(2004) indicate that pre-tests are usually done with a “relatively small sample” (p. 247). Next, a 

sample of 20 individuals ranked the brands by the social prestige that these brands could confer. 

The pre-test questionnaire was developed following the guidelines for ranking task by Groves et 

al. (2004) and the wording of questions was discussed by a panel of experts. Two questions were 

asked from respondents; (1) “which of these brands have you heard of before today?”, and (2) 

“which of these brands of t-shirts (or leather bag) convey higher social status? Please rank, being 

1 the brand with most prestige and 12 the brad with the least prestige.” Refer to appendix B for 

pre-test questionnaire with complete list of brands. The top three brands and bottom three brands 

were selected to represent respectively, high social prestige, and low social prestige brands, in 

the main questionnaire.  The best effort was made to keep similar brand lists in both countries; 

however, the same brand may be considered prestigious in one research site and not prestigious 

in the other research site. This was the case of the brand Tommy Hilfiger, for example. This 

brand was ranked among the top three prestige brands in the sample with high power distance 

from the University of Santa Catarina State, Brazil (henceforth UDESC), but was not ranked as 

high in the sample with low power distance  from the University of Guelph, Canada (henceforth 

UoGuelph). Therefore, the final list of brands in the main questionnaire had different brands in 

each of the research sites.    

The second pre-test tested the various measurement tools in the main questionnaire. 

This test was administered with a total of 26 individuals. Results were analyzed for variability 

between components of the DCE, clarity of language used in the questions, and length of time 

for completion. As a result, the meaning of social prestige was included in the questionnaire 
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before question “5 PT3” and the wording of the scale on question “46. PTD6” was adjusted. See 

appendix C for a copy of the questionnaire. 

 

Sampling plan and sample size 

Surveys were administered to undergraduate students from first and second years from 

business programs in both the University of Guelph (UoGuelph), in Guelph, Ontario, Canada; 

and the University of Santa Catarina (UDESC), in Florianópolis, Santa Catarina, Brazil. The 

sample group was selected based on two criteria: convenience and suitability to building 

Hofstede’s indices. Hofstede’s indices require that samples are comparable and equivalent 

(Hofstede, 2001; Hofstede, de Hilal, Malvezzi, Tanure & Vinken, 2010), which is the case for 

the samples used in the study. Both cities are considered mid-size cities in their countries and the 

universities play a central role in the lives of both cities. Moreover, demographics (i.e. age, 

gender) were expected to be similar. 

The calculation of the DCE sample is below. Assuming the following (Leizerovici, 

2009): 

z = 1.96, the value of normal distribution at 95% confidence level 

p =  6 options, therefore the proportion of each option availability in the choice set is 0.17 

q = 1-p = 1-0.17 = 0.83 ; the number of times a brand option will not be selected 

r= 12, the number of choice sets in the experiment 

a = assumed as 0.1, allowable sampling error 

Therefore: n> z2 q/rpa2 

n > (1.962  * 0.83) / (12 * 0.17 * 0.12
)  

n > 156.3 
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n approx. 160 

According to the DCE sample size calculations, a minimum sample of 160 participants was 

sought. 

 

Data collection methods 

Recruitment and incentives 

The recruitment methods were slightly different in Canada and Brazil. The recruitment in 

UoGuelph was completely done via online invitations. A web link to the survey was posted on 

students’ webpages through a university’s tool named “courselink”. Students could access the 

online survey at any time of the day at their discretion. Canadian participants received 3% 

course-credits as incentives.  In UDESC, a local professor invited students to participate in the 

survey during class time. The invitation was made at least two weeks before the agreed class 

time. Students who were interested in participating came to class and were sent to a computer 

lab. A research coordinator who prepared the lab gave the students the URL to access the survey. 

After completing the survey respondents were given a small token of appreciation for their 

participation (chocolate). No credit marks were given in UDESC. 

 

Data collection schedule 

Surveys with UoGuelph were administered March 27th to April 5th 2012 and with 

UDESC, from May 2nd to 7th, 2012.  

 The length of the questionnaire was on average 20 minutes.  
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Instrument 

A self-administered computer assisted questionnaire was used for the interviews. The 

questionnaire was hosted by Survey Monkey, free online survey software. First, respondents 

answered to brand awareness and brand prestige ranking, which were repeated from the pre-test 

questionnaire for control.  Second, respondents were presented with a battery of value questions, 

which are extracted from Hofstede’s (2001) and were used to build power distance indices. 

These questions were originally written for a manager/employee context and were modified to fit 

the reality of individuals from sample who were all students (Purohit & Simmers, 2006).  Third, 

respondents were presented with the DCE questions. Choice tasks were presented 12 times for 

each of the two categories of products (t-shirts and bags). Finally, demographic measures were 

collected.  

 

Stimuli 

The choice exercise proposed in this research was performed for two categories of 

fashion products: one item representing clothing (T-shirts) and one item representing leather 

accessories (purse or men’s bag).   

 

Status and prestige branded products  

The adjectives ‘luxury’ and ‘prestige’ have been used interchangeably in the literature to 

describe branded products that confer on individuals an aspired status. Teimoupour and Hanzaee 

(2011) remind us that the definition of luxury encompasses a series of descriptions, including 

“symbols of wealth, status, high quality and price, providing pleasure, prestige and non-essential 

items (p.311). Nonetheless, it seems that social status and power are conceptually connected. It is 
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well documented in the literature that the purchase of prestige branded products is motivated not 

only by utilitarian needs but also by social needs (Goldsmith, Flynn & Kim, 2010; Souiden et al., 

2011), like the need one has to show its position within a group. Therefore, fashionable products 

like t-shirts and leather bags, which carry either a prestige or a non-prestige brand name, are used 

as stimuli in this research. 

It is presented in the literature that the drive for prestige branded goods over non-prestige 

branded goods is likely to be manifested by individuals from both low and high power distance 

societies (Souiden et al., 2011, p.339).  However, it is unknown whether the preference for 

prestige branded goods is relatively greater within individuals from high power distance culture 

than it is within individuals from low power distance culture.  

 

A matter of terminology: prestige versus luxury 

An attempt to differentiate the definitions of luxury’ from that of ‘prestige’ is made by 

Phau and Prendergast (2000). They posit that luxury good is an extreme manifestation of a 

prestige good. In this thesis, the use of the term ‘prestige’ (as opposed to luxury) is used to avoid 

the surveyed population to have an extremist interpretation of the products being presented as 

stimuli.  

 

Translation 

The original questionnaire and other materials used in data collection (such as invitation 

to the survey and consent agreement letter) were written in English. Materials were translated 

into Brazilian Portuguese by the researcher, who is a Portuguese native speaker, and translated 

back by another individual who is also Portuguese-English speaker. Back translation commonly 
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performed in cross cultural studies (Brislin, 1970) and serve to validate the translation of the data 

collection instrument. Differences in translation were sorted by deliberation between researcher 

and back translator. Copies other materials are in the Appendix D. 

 

Measures and model specifications 

The independent measure of this study is the country of origin of the sample. One major 

assumption of this study is that the individuals from UoGuelph would represent individuals from 

a low power distance culture and the individuals from UDESC would represent individuals from 

a high power distance culture. This assumption is based on Hofstede’s cultural dimensions, 

where Canada scores 39 for power distance index (PDI) and Brazil indexes 69 for PDI. The three 

questions that are used in Hofstede’s work as the basis for calculating PDI were replicated in this 

study. The objective of this replication is to explore alternative explanations for differences 

between the hypothesis and results of this research that were observed. 

The dependent measures are the choice responses collected with the DCE.  Preferences 

were collected 12 times, for each of the two product categories, t-shirts and bags. For each of the 

12 scenarios offered, there was a choice task with six options for respondents to choose from. In 

each choice task respondents had six options to choose from. The options presented different t-

shirts or leather bags with varying attributes: brand, country of origin, and price.  

 

Brands 

The prestige aspect of a product was manipulated by showing either a prestige brand or a 

non-prestige brand. The total number of brands for each option was six, three prestige brands and 

three non-prestige brands. Each of the brands appeared once in each choice task. However, brand 
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names were not consistent across samples, because brands considered prestigious by UoGuelph 

participants are not the same ones for UDESC. The brands used in this research were a result of 

the pre-test described in the methods section. Separation into prestige and non-prestige brands 

resulted from a ranking exercise.  

The brands of T-shirts and bags used in this research are shown in Tables 2 and 3 below.  

 

Table 2: Brands of t-shirts shown in the questionnaire, per research site 

 
 
 

Only in the prestige branded t-shirt list, some of the brands were consistent across the sample. 

Armani and D&G were among the top three prestige brands by Canadian and Brazilian students. 

While Brazilians considered Tommy Hilfiger among the top three in Brazil, it did not show as a 

prestige brand in Canada.   
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Table 3: Brands of bags shown in the questionnaire, per research site. 

 

Like t-shirts, non-prestige brands of leather bags are different in UoGuelph and UDESC samples. 

Within the prestige brands, Gucci and Louis Vuitton were considered prestige brands in both 

research sites. Victor Hugo figured among top three prestige brands in Brazil while Prada did so 

in Canada.   

 

Country of origin 

The concept of country product congruity (Josiassen, 2009) was used to select the 

countries of origin for both products. Congruent and non-congruent countries of origin were 

selected, based on fashion congruence. The countries used as country of origin (COO) are shown 

in the Table 4.  
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Table 4: Brands of t-shirts shown in the questionnaire, per research site 

 

Because the t-shirts and bags are both in the category of fashion goods, France and Italy 

appeared as the country of origin congruent with a fashion. Conversely, India and China 

appeared as the countries of origin that were non-congruent with a fashion category.  

 

Price 

Price points were researched from the retailers in the research sites (i.e. Guelph, Canada and 

Santa Catarina, Brazil) for each of the brands for each of the research sites. The prices in Brazil 

have taxes included, in Canada taxes are not included and they correspond to 13% of the 

product’s price. An average price was calculated for each item, and then an average for price for 

prestige-branded product and another average for non-prestige branded products were selected.  

Starting from the average prices, price ranges were calculated as 10%, 20% and 30% higher than 

average and 10%, 20% and 30% lower than average. These ranges were chosen for this research 

because they simulate realistic differentiation in price. This exercise resulted in price ranges that 

could be used in the DCE. Using price ranges is atypical for a DCE. DCE choice tasks usually 

show price points. Price ranges were used, as opposed to price points, because the prices of the 

same branded good vary slightly across retailers. Therefore we did not want to commit to one 
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unrealistic price point and preferred presenting individuals with a range of possible prices for 

each of the options in the choice task. Moreover, prices vary across different styles of t-shirts and 

leather bags, so price ranges were used to cover for style variation.   

As mentioned earlier the use of price point is typical for DCE analysis. To analyse the 

price sensitivity in this research we used the average price point. This average was calculated 

from the mid-range. So for example, the price point used in the analysis of a prestige branded t-

shirt in Canada is CAD$175, which is the average of the price range $165 - CAD$185. 

Following the same rule, the average price point for a prestige branded bag in Canada is $1,355, 

and the average price points for non-prestige t-shirts and leather bags in Canada are CAD$35 and 

CAD$110 respectively. The price points used in the analysis of Brazilian data are: BRL$245 and 

BRL$1,800 for prestige branded t-shirts and leather bags respectively; and BRL$37 and 

BRL$480 for non-prestige t-shirts and leather bags respectively. The currency exchange as of 

September 12, 2012 is CAD$1 = BRL$2.08. 

The price ranges used in this research are listed in the Tables 5 and 6.  
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Table 5: Price ranges for T-shirt by type of product, by research site. 

 

 

The set of T-shirt prices on the left side show the ranges of prices for prestige branded t-shirts in 

Brazil and in Canada. The prices in Brazil and in Canada are equivalent, in the sense that they 

are prices of brands with equivalent level of prestige (prestige branded t-shirts either in Canada 

or Brazil).  In a similar way, the prices on the right side show the ranges of prices for non-

prestige branded t-shirts in both countries. 
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Table 6: Price ranges for bags by type of product, by research site 

 

Similarly to the prices of t-shirts, the prices of bags on the left side show the ranges of prices for 

prestige branded bags in Brazil and in Canada. The prices in Brazil and in Canada are equivalent, 

in the sense that they are prices of brands with equivalent level of prestige (prestige branded bags 

either in Canada or Brazil).   

 

Choice tasks 

Choice tasks were composed by using the command MPROC from SAS 9.0. The SAS 

syntax is in the Appendix E.  Before being presented with the choice tasks, respondents read a 

series of instructions. These instructions aimed at neutralizing the effects of any other attributes 

that might have influenced their choices. These instructions can be seen in the questionnaire in 

the appendix C.  Respondents were then presented with the following question. “Which of the 

six options would you be MOST likely to choose? (Select one only)”.  
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Two examples of choice task, one for t-shirt and one for bag, are shown on Figures 4 and 

5.  Please refer to appendix F to see a copy of all choice tasks presented in this research. 

 

 
Figure 4: Example of choice task for t-shirt 

 

 
Figure 5: Example of choice task for leather bags. 

 

The choice tasks did not show an image of the products so that biasing choices with 

images could be avoided. Respondents were divided into two groups; one group saw t-shirts first 

and bags after, and the other group saw bags first and t-shirts after.  

 

Data analysis plan 

This study looked into a few relationships. The main objective was to look into the 

variability of choice across individuals from the UoGuelph, Canada, and UDESC, Brazil. 

Therefore, the data analysis encompassed: describing and contrasting the samples from 

UoGuelph and from UDESC in demographic terms; and observing differences of demand for 
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products in the discrete choice experiment across samples. A supplementary analysis explored 

whether the samples replicated the PDI differences captured with Hofstede’s study.  

 

Demographics analysis 

The demographic analysis used dynamic excel tables from the package MSOffice 2010. 

This software was chosen because it is compatible with the data file extracted from Survey 

Monkey and the tables generated by the software excel are suitable for more simple analysis like 

a preliminary descriptive analysis. Descriptive frequencies from each sample were calculated and 

compared across samples.  Demographic analyses include country of data collection, age, 

gender, years of education and time of employment, if any.  

 

DCE analysis 

The analysis of the data collected through the DCE was analysed using SAS 9.0, 

particularly PROC MDC.  The DCE included three types of attributes: brand, country of origin, 

and price. The attribute and number of attribute levels are explained below. 

- Brand: this attribute has a total of six brands in each country. These six levels are 

grouped in a two-level attribute (prestige and non-prestige brands), each of these 

levels were represented by three brands. Some brands are different across the sample 

because they were selected to describe brands that currently exist in the research site. 

As mentioned earlier, the association of brands and prestige was pre-tested in a 

ranking exercise. The results of the pre-test fed the DCE design.  

- Country: this is a four level attribute (i.e. four countries) that can be grouped in two-

level attribute (fashion-congruent and fashion non-congruent). Canada and Brazil are 
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not used as COO to avoid influence of ethnocentrism. Ethnocentrism is a domestic 

country bias studied by Sharma and Shimp (1987). Because of ethnocentrism 

consumers are more predisposed to prefer products manufactured in their home 

country.  

- Price: this is a seven-level attribute, represented by price ranges. An average price 

range was used as the central price and three other price ranges were defined; three 

lower price points (-10 , -20% and -30% the ‘central’ price); three higher price points 

(+10% , +20% and +30% the ‘central’ price). The central price points for a prestige 

branded product and for a non-prestige branded product were collected from the 

market in each of the research sites. Therefore, the price points for prestige branded 

products and non-prestige branded products are realistic (i.e. prestige brands will be 

more expensive than non-prestige brands) in each of the sampled countries.  

Respondents were presented with six options in each of the twelve choice tasks and were 

asked to indicate their preference for the option they are “most” likely to choose. The discrete 

choice experiment enables researchers to map choices to preferences for attributes. A copy of all 

choice tasks is available in appendix F.  

 

Model description 

The discrete choices that respondents are asked can be mapped to utility using Random 

Utility Theory (RUT). This theory postulates that individual select alternative so as to maximize 

utility (McFadden, 1974). The RUT also postulates that overall preference for an alternative is 

composed of systematic and random parts. The standard utility equation is presented below, 

where the utility (Ui) for option ‘i’ is represented as (Leizerovici, 2009): 
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Uin = Vin +εin 

Here Vin is the systematic utility, which is composed of the utilities of the attributes 

tested in this research. In other words, Vin represents the systematic component of the choice, 

while εin is a random and unobserved component. Uin is a function of the predictors which are 

represented by the parameters in a generalized regression function; and εin is the unobserved 

portion.  

The systematic part of the utility, Vin, can be specified as a function of each attribute’s 

parameters. The utility of the options presented in this study can be summarized by the following 

equation:  

 

Vi = β1Br1 +  β2Br2 + β3Br3 + β4Br4 + β5Br5 + β6C1 + β7C2 + β8C3 +  βpPp +  βnpPnp 

 

Where, for t-shirts in Canada: 

Br1 = 1 if brand is Versace, -1 if brand is Guess and 0 otherwise. 

Br2 = 1 if brand is Armani, -1 if brand is Guess and 0 otherwise, 

Br3 = 1 if brand is D&G, -1 if brand is Guess and 0 otherwise, 

Br4 = 1 if brand is H&M, -1 if brand is Guess and 0 otherwise, 

Br5 = 1 if brand is GAP, -1 if brand is Guess and 0 otherwise,  

C1= 1 if country of origin is India; -1 if country of origin is Italy, 0 otherwise, 

C2 = 1 if country of origin is China; -1 if country of origin is Italy, 0 otherwise, 

C3 = 1 if country of origin is France; -1 if country of origin is Italy, 0 otherwise, 

Pp (prestige) is price for prestige brands,  

Pnp (non-prestige) is price of non-prestige brands.  
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For T-shirts in Brazil:  

Br1 = 1 if brand is Tommy Hilfiger, -1 if brand is Catitice and 0 otherwise. 

Br2 = 1 if brand is Armani, -1 if brand is Catitice and 0 otherwise, 

Br3 = 1 if brand is D&G, -1 if brand is Catitice and 0 otherwise, 

Br4 = 1 if brand is C&A, -1 if brand is Catitice and 0 otherwise, 

Br5 = 1 if brand is Hering, -1 if brand is Catitice and 0 otherwise,  

C1= 1 if country of origin is India; -1 if country of origin is Italy, 0 otherwise, 

C2 = 1 if country of origin is China; -1 if country of origin is Italy, 0 otherwise, 

C3 = 1 if country of origin is France; -1 if country of origin is Italy, 0 otherwise, 

Pp (prestige) is price for prestige brands,  

Pnp (non-prestige) is price of non-prestige brands.  

 

For hand bags in Canada:  

Br1 = 1 if brand is Gucci, -1 if brand is Danier and 0 otherwise. 

Br2 = 1 if brand is Prada, -1 if brand is Danier and 0 otherwise, 

Br3 = 1 if brand is Louis Vuitton, -1 if brand is Danier and 0 otherwise, 

Br4 = 1 if brand is Aldo, -1 if brand is Danier and 0 otherwise, 

Br5 = 1 if brand is Adidas, -1 if brand is Danier and 0 otherwise,  

C1= 1 if country of origin is India; -1 if country of origin is Italy, 0 otherwise, 

C2 = 1 if country of origin is China; -1 if country of origin is Italy, 0 otherwise, 

C3 = 1 if country of origin is France; -1 if country of origin is Italy, 0 otherwise, 

Pp (prestige) is price for prestige brands,  

Pnp (non-prestige) is price of non-prestige brands.  
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For hand bags in Brazil:  

Br1 = 1 if brand is Gucci, -1 if brand is Arezzo and 0 otherwise. 

Br2 = 1 if brand is Victor Hugo, -1 if brand is Arezzo and 0 otherwise, 

Br3 = 1 if brand is Louis Vuitton, -1 if brand is Arezzo and 0 otherwise, 

Br4 = 1 if brand is Evvidence, -1 if brand is Arezzo and 0 otherwise, 

Br5 = 1 if brand is Via Marte, -1 if brand is Arezzo and 0 otherwise,  

C1= 1 if country of origin is India; -1 if country of origin is Italy, 0 otherwise, 

C2 = 1 if country of origin is China; -1 if country of origin is Italy, 0 otherwise, 

C3 = 1 if country of origin is France; -1 if country of origin is Italy, 0 otherwise, 

Pp (prestige) is price for prestige brands,  

Pnp (non-prestige) is price of non-prestige brands.  

 

The objective of the statistical model is to maximize fit between respondent choices by 

generating appropriate parameters (B1-B8, Bp and Bnp). One such approach to derive parameters 

is the maximum likelihood estimation. McFadden (1974) has shown that when random part of 

utility is extreme value type 1 distributed and consumer maximize utility, choice probability may 

be expressed as:  

 

 

 

 

 

Prob(yi = 1)  =     exp(Vi)    . 

                                   Σ     exp(Vj) 
K 

j=1 
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Where 

yi denotes that option i is selected, 

K is the total number of alternatives in DCE and  

Vi is described above.  

 

This probability is deduced from the Multinomial Logit Model – MNL (Louviere & 

Woodworth, 1983). There are two critical assumptions of this model formulation: choice maker 

maximizes utility, and distribution of random component is extreme value type 1. Both of these 

assumptions are dependent upon nature of respondents, number of choices and context of choice 

settings.  

MNL assumes homogeneity of variance (homoscedasticity) and response parameters. The 

opposite of homoscedasticity is hetereoscedasticity.  There are two types of heteroscedasticity to 

be dealt with in this research. The first is related to variations caused the nature of respondents. 

As Guadagni and Little (1983) and others have assumed, in the current research respondents 

treated all of the manipulated variables in similar way, and this is accounted for in the systematic 

portion of the utility. 

A second form of heteroscedasticity arises when random component varies  

according to latent segment or due to pre-determined variables like loyalty (a consistent 

preference toward a specific brand) or gender. To deal with this problem the model can introduce 

a “customer loyalty attribute define as a weighted sequence of past purchases of a brand” 

(Guadgani & Little, 1983).  It is assumed that variation in random component is not modeled as a 

function of individual or latent components.  
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Model fit 

The Discrete Choice experiment was analyzed through the Multinomial Logit Model 

using Proc MDC in SAS version 9.0. In order to test the significance of each parameter, nested 

models were fitted to the data and the difference in their Log-likelihood was accessed using the 

Chi-square distribution (O’Doherty, 2010). The first model, M1, included only the six brands 

coded using effect coding. A second model, M2, included brand and COO was then fitted and 

showed significantly larger log-likelihood. Then, model M3 was nested with the second model 

with the only difference being the inclusion of a price variable. Again the increase in the log-

likelihood statistic was significant showing that price was important in the model, after brand 

and COO. Given that there were two categories (prestige and non-prestige) of brands that 

differed substantially in terms of their price range a fourth model, M4, was built nested with the 

previous one by adding the interaction between price and prestige brand. This interaction was 

created by multiplying a dummy variable for prestige brands with price. The creation of a 

dummy variable was necessary because price and prestige appeared in the DCE as two separate 

sets of attribute.  Thus, the choice tasks accounted for two sets of prices: one set of prices (higher 

price points) for prestige branded products and another set of prices (lower price points) for non-

prestige branded products. The dummy variable summarizes the effect of price and the respective 

category of product. Again the improvement in the model fit was significant as accessed by the 

chi-square statistic. Model M4 was then considered the final model, from which the conclusions 

in this text were drawn. Tables 7, 8, 9 and 10 show a summary of model goodness of fit.  
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Table 7: Model goodness of fit from UoGuelph T-shirt 

UoGuelph       

T-shirt Model 1 Model 2 Model 3 Model 4 

  
Brand 
Intercepts Add COO Add Price Effect 

Add Prestige 
Price Effect 

_LIKLHD_ -7609.82 -7438.29 -7365.12 -7259.70 

DF 5 8 9 10 

Chi-square 343.05 146.34 210.84 

Prob(Chi-sq) 0.00 0.00 0.00 

rho-square   0.02 0.03 0.05 

 

Table 8: Model goodness of fit from UDESC T-shirt 

UDESC           

T-shirt Model 1 Model 2 Model 3 Model 4 

  
Brand 
Intercepts Add COO 

Add Price 
Effect 

Add Prestige 
Price Effect 

_LIKLHD_ -2654.09 -2565.68 -2528.79 -2527.68 

DF 5 8 9 10 

Chi-square 176.83 73.77 2.23 

Prob(Chi-sq) 0.00 0.00 0.14 

rho-square   0.03 0.05 0.05 

 

Table 9: Model goodness of fit from UoGuelph leather bags 

UoGuelph       

leather bags Model 1 Model 2 Model 3 Model 4 

  
Brand 
Intercepts Add COO 

Add Price 
Effect 

Add Prestige 
Price Effect 

_LIKLHD_ -7934.33 -7770.40 -7727.08 -7544.33 

DF 5 8 9 10 

Chi-square 327.86 86.64 365.50 

Prob(Chi-sq) 0.00 0.00 0.00 

rho-square   0.02 0.03 0.05 
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Table 10: Model goodness of fit from UDESC bags 

UDESC            

leather bags Model 1 Model 2 Model 3 Model 4 

  
Brand 
Intercepts Add COO 

Add Price 
Effect 

Add Prestige 
Price Effect 

_LIKLHD_ -2752.53 -2684.07 -2672.52 -2652.85 

DF 5 8 9 10 

Chi-square 136.91 23.10 39.34 

Prob(Chi-sq) 0.00 0.00 0.00 

rho-square   0.02 0.03 0.04 

 

Brand shares were calculated using the parameters obtained from the models. These 

brand shares predicted by the model were compared to brand shares observed in the sample. The 

comparison revealed that both shares are very similar [tables 11 and 12]. 
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Table 11: Model validity based on T-shirt data: UoGuelph and UDESC. 

T-shirt 

 UoGuelph   UDESC      

Brands 
Predicted 

shares  
Observed 

percent 

Predicted 

share minus 

observed Brands 
Predicted 

shares  
Observed 

percent 
Predicted share minus 

observed 

Versace 0.08 0.08 
-0.00 

Tommy Hilf 0.25 0.26 
-0.01 

Armani 0.11 0.10 
0.01 

Armani 0.22 0.19 
0.03 

D&G 0.06 0.07 
-0.01 

D&G 0.15 0.16 
-0.01 

H&M 0.28 0.27 
0.01 

C&A 0.09 0.09 
0.00 

GAP 0.16 0.17 
-0.01 

Hering 0.24 0.24 
-0.00 

Guess 0.32 0.31 
0.01 

Catitice 0.04 0.04 
0.00 
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Table 12: Model validity based on bags data: UoGuelph and UDESC 

Bags 

UoGuelph UDESC  

Brands Predicted shares  
Observed 

percent 
Predicted share 

minus observed Brands 
Predicted 

shares  
Observed 

percent 
Predicted share 

minus observed 

Aldo 0.22 0.22 
0.00 

Evvidence  0.11 0.11 
-0.00 

Adidas 0.24 0.26 
-0.02 

Via Marte 0.12 0.12 
-0.01 

Danier 0.23 0.22 
0.01 

Arezzo 0.28 0.27 
0.01 

Gucci 0.10 0.10 
0.00 

Gucci 0.11 0.12 
-0.01 

Louis 

Vuitton 0.12 0.11 
-0.01 

Louis Vuitton 0.24 0.24 
0.00 

Prada 0.09 0.09 
0.00 

Victor Hugo 0.15 0.14 
0.01 
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Chapter 5: Research Findings 

This chapter presents descriptions of sample characteristics, model specifications and 

research findings. First, an exploratory analysis was conducted to determine sample 

characteristics. Following this, hypothesis analysis was conducted. The following is a summary 

of research findings. 

 

Characterization of the sample 

A total of 610 surveys were collected from students from the University of Guelph 

(UoGuelph), ON, Canada and from the University of Santa Catarina (UDESC), SC, Brazil. In 

this convenience sample, a total of 521 were complete and usable surveys, -- 388 from 

UoGuelph and 133 from UDESC. A complete survey was one in which respondent had answered 

all three questions related to Hofstede’s power distance index and to all choice tasks from both 

versions of the discrete choice experiment. Moreover, the answers in the discrete choice were 

required to show variability.  

Socio-demographic data included gender, age, years of education and length of 

employment. Of the entire sample 63% were males and 37% were females. Males were 

predominant in the UoGuelph sample (70% males, 30% females), while gender was more 

balanced in the UDESC sample (44% males, 56% females). Overall, there were few differences 

across sample with regard to age: just over 80% of the respondents in both samples were youth 

between the ages of 17 and 20 years. The UDESC sample was slightly younger with 71% of 

UDESC students between the ages of 17 and 19 years old, while the same age range for 

UoGuelph comprised 22% of the sample. In terms of education, the two samples were very 

similar: a majority had either 11-13 years of formal education -- 60% of the UoGuelph 
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participants and 54% of the UDESC ones -- or 14-16 years of education with 28% of the 

UoGuelph participants and 35% of the UDESC ones). There was a marked difference between 

the groups for ‘Years of employment’ with more UoGuelph participants (73%) than UDESC 

participants (17%) have worked more than 1 year under the supervision of a manager. 

 

Overall choices 

The data collected with the DCE resulted in a data set of preferences.  After each 

participant stated their preferences in each scenario, the design revealed an overall preference. 

The data set populated with participants choices reveal the share for each product. Statistics are 

derived from the data set to build a model. This model summarizes respondents’ choices given 

the conditions (brand, COO and price) determined in task choices in the survey.  

One assumption of this model is that prices are the same for all three brands within the 

same category from each sample. Even though respondents saw seven price ranges for each 

category of product (i.e. prestige/non-prestige), for each product (i.e. t-shirts and leather bags), 

the analysis requires that the researcher select the prices to be tested. We could have selected 

prices that may be occurring in one chain of stores for example.  For this research an average 

price was selected, because it represents the average of the prices practiced by the retailers in 

both research sites.  Thus, the price for any given prestige branded t-shirt (or leather bag) is the 

average of the price ranges shown for prestige branded t-shirts (or leather bag). Similarly, the 

price for any given non-prestige branded t-shirt (or leather bag) is the average of the price ranges 

shown for non-prestige branded t-shirts (or leather bags). Therefore the prices in Canada are: 

CAD$175 for a prestige t-shirt and CAD$1,355 for a prestige leather bag; CAD$35 for a non-

prestige t-shirt and CAD$110 for a non-prestige leather bag.  In Brazil prices are: BRL$245 for a 
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prestige t-shirt and BRL$1,800 for a prestige leather bag; BRL$37 for a non-prestige t-shirt and 

BRL$480 for a non-prestige leather bag. 

Examples of respondents’ choices are summarized below in tables that display the share 

of brand names.  The tables in this section show the results from participants’ preferences for 

brands given a certain price point.  These prices are average prices calculated from price ranges 

that were collected from the market. Therefore the share of each brand is the share at that price 

point. When prices change, products’ shares also change according to a rule that is revealed by 

the model.   

One thing to be noted in Table 13 is that that the share predicted by the model and the 

share observed in the data set are very similar; in most of the cases is the same. This means that 

the model is working according to the real responses from the sample.  This validates our model.  

 

Table 13: Predicted and observed choice share of prestige branded t-shirts among UoGuelph (Canada) and UDESC 
(Brazil) samples 

PRESTIGE 

BRANDS OF   

T-SHIRTS CANADA 
Predicted 

share (%) 

Observed 

share 

(%) BRAZIL 
Predicted 

share (%) 

Observed 

share 

(%) 

Brand names Versace 8% 8% Tommy Hilf 25% 26% 

Armani 11% 10% Armani 22% 20% 

  D&G 7% 7% D&G 15% 17% 

Price $175     $245     

 

Table 13 shows the share of prestige branded t-shirts in UoGuelph and UDESC samples 

at the average price point in each of the market places. Prices are expressed in local currency, 

Canadian dollar for UoGuelph and Real for UDESC. Prestige brands were chosen substantially 

more often by the UDESC sample than by the UoGuelph sample.  
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Table 14: Predicted and observed choice share of non-prestige branded t-shirts among UoGuelph (Canada) and UDESC 
(Brazil) samples 

NON-

PRESTIGE 

BRANDS OF T-

SHIRTS CANADA 

Predicted 

share 

(%) 

Observed 

share 

(%) BRAZIL 

Predicted 

share 

(%) 

Observed 

share 

(%) 

Brand names H&M 28% 27% C&A 9% 9% 

GAP 16% 17% Hering 24% 24% 

  Guess 32% 31% Catitice  5% 4% 

Price $35     $37     

 

Shares of non-prestige t-shirts are very different from the prestige branded t-shirts. This is 

shown on Table 14. Overall, the choice of a non-prestige branded product occurred more often 

within the UoGuelph individuals than within UDESC individuals.   

 

Table 15: Predicted and observed choice share of prestige branded bags among UoGuelph (Canada) and UDESC (Brazil) 
samples 

PRESTIGE 

BRANDS OF 

BAGS CANADA 

Predicted 

share 

(%) 

Obse

rved 

shar

e (%) BRAZIL 

Predict

ed 

share 

(%) 
Observed 

share (%) 

Brand names Gucci 10% 10% Gucci 11% 12% 

Prada 10% 9% Victor Hugo 15% 14% 

  Louis Vuitton 11% 11% Louis Vuitton 24% 24% 

Price $1,355     $1,800     
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The scenario composed by prestige branded bags is somewhat different from the scenario 

shown by prestige branded t-shirts. Still the predicted share is very similar to the observed share.  

This is shown on Table 15. 

 

Table 16: Predicted and observed choice share of non-prestige branded bags among UoGuelph (Canada) and UDESC 
(Brazil) samples 

NON-PRESTIGE 

BRANDS OF 

BAGS CANADA 

Predicted 

share 

(%) 

Observed 

share 

(%) BRAZIL 

Predicted 

share 

(%) 
Observed 

share (%) 

Brand names Aldo 22% 22% Evvidence 11% 11% 

Adidas 24% 26% Via Marte 11% 12% 

  Danier 23% 23% Arezzo 28% 27% 

Price $110     $480     

 

Table 16 shows that, again, the choice of a non-prestige brand is higher within the 

UoGuelph sample than within the UDESC sample. The choice of a non-prestige branded product 

from UoGuelph individuals was twice as much than that from UDESC individuals.  The one 

exception is the brand Arezzo in UDESC sample, which shows a pattern that is different than the 

one revealed by the other non-prestige branded bags. One possible explanation for this is that 

Arezzo is seen as more prestigious brands than the other two brands in the non-prestige branded 

products group.  

 

Supplementary analysis on Power Distance Index (PDI)  

This study was developed to explore the effects of prestige, COO and pricing on the 

preference for branded products across two cultures that differ in power distance. As said in the 

methodology section, the main reason to compare samples in Canada and in Brazil is that these 
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countries score differently in PDI. According to Hofstede, Canada’s PDI is 39 while Brazil’s PDI 

is 69. By definition, subsamples selected from these two countries should replicate the cultural 

differences reflected by the power distance dimension (Hofstede, 2001), though indices may not 

be exactly the same. To analyze that the sample replicated Hofstede’s indices, the advice from 

previous research (Purohit & Simmers, 2006) was followed and the current research used 

Hofstede’s PDI questions as control questions. The questions were, however, adapted to a 

student sample, a procedure that had been done earlier by Purohit and Simmers (2006). 

Questions number seven, eight, and ten in the appended questionnaire (appendix C) show the 

wording of PDI questions after the adaptation.   

In this research, however, the difference of PDI between both samples is not as large as 

shown in Hofstede’s 2001’s publication. UDESC individuals scored a PDI of 54, while 

UoGuelph individuals scored a PDI of 50. While the hypothesis for this study were postulated 

based on the existing differences in PDI that is theorized by Hofstede, the empirical data does  

not replicate the same differences of PDI across the selected samples. The results of this research 

are clouded by the lack of differentiation in PDI between both samples. Therefore, the results of 

this research cannot be attributed to differences of PDI across samples. 

 

Hypothesis testing 

Although the effects observed in the data set cannot be attributed to variations of PDI 

between samples, there are remarkable differences between the samples of UDESC and 

UoGuelph.  These differences are analysed in the remainder of this section.  
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H1a: Difference in preference between samples 

Hypothesis 1a stipulates that:   

H1a) There will be a difference in the level of preference for prestige branded products 

between individuals from a high power distance culture (UDESC) and individuals from a 

low power distance culture (UoGuelph).   

 

This hypothesis is tested by comparing the shares of prestige and non-prestige brands 

from both samples. A significant difference between UoGuelph and UDESC means that the 

hypothesis is supported. As expected, differences in preferences across the samples were 

observed. This is evident in the third column “∆ UoGuelph-UDESC”.  These differences are 

significant and hold for both the t-shirts and leather bags. Differences are revealed in the right 

column on Tables 17 and 18.  

 

Table 17: Share of t-shirts per type of product per sample 

T-shirt 

  

UoGuelph UDESC 

∆ UoGuelph-

UDESC 

Prestige 0.24 0.61 -0.37 

Non prestige 0.76 0.39 0.37 

 

The share of a prestige branded t-shirt for UDESC is significantly different than that for 

UoGuelph. Similarly, the share of a non-prestige branded t-shirt for UDESC is significantly 

different than that for UoGuelph. 
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Table 18: Share of leather bags per type of product per sample 

Bag 

  
UoGuelph UDESC 

∆ UoGuelph-

UDESC 

Prestige 0.30 0.49 -0.19 

Non prestige 0.70 0.51 0.19 

 

The share of a prestige branded bag for UDESC is significantly different than that for 

UoGuelph. Similarly, the share of a non-prestige branded bag for UDESC is significantly 

different than that for UoGuelph. Although these differences in share cannot be attributed to the 

variation in PDI on these samples, differences across samples are remarkable.  

 

H1b: Level of preference for prestige branded products over non-prestige 

branded products 

Hypothesis 1a stipulated that:   

H1b) The preference for a prestige branded product will be higher than the preference 

for a non-prestige branded product in both high power distance (UDESC) and low power 

distance culture (UoGuelph).   

 

This hypothesis is tested by comparing the shares of prestige branded products against 

the shares of non-prestige branded products within each of the two samples. The preference for 

prestige branded t-shirt or bags over non-prestige branded t-shirts or bags within UoGuelph and 

UDESC samples confirm our hypothesis. The preference for a prestige branded t-shirt over a 

non-prestige branded t-shirt is higher only among individuals from UDESC.  Interestingly, in the 
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UoGuelph sample, the preference for a non-prestige branded t-shirt is higher than a prestige t-

shirt. These findings are illustrated in Figure 6 below. 

 
Figure 6: Preference for prestige vs. non prestige branded t-shirts across samples 

 

The results related to t-shirt shows that a prestige product is preferred over a non-prestige 

product only among individuals from UDESC.  

The preferences for prestige and non-prestige branded bags are similar within individuals 

from UDESC. However, non-prestige branded bags are preferred over prestige branded bags 

within individuals from UoGuelph. This is shown in Figure 7.  
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Figure 7: Preference for prestige vs. non-prestige branded bags across samples 

 

For this hypothesis to be supported, prestige branded t-shirts and bags should have been 

preferred over non-prestige branded ones within each of the samples.  However, this only 

happens for t-shirts for UDESC individuals.  Interestingly, individuals from UoGuelph 

consistently prefer the non-prestige branded product (t-shirts or leather bags). Although these 

differences of preferences between individuals from UDESC and from UoGuelph cannot be 

attributed to the variations of PDI across both samples, it is interesting to notice that, contrary to 
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H1c) Preference for prestige branded products will be higher among individuals from a 

high power distance culture (UDESC) than among individuals from a low power distance 

culture (UoGuelph).  

 

This hypothesis is tested by comparing the preference for only prestige branded products 

across both samples.  The preference for prestige branded t-shirts or bags in UDESC must be 

higher than the preference for prestige branded t-shirts or bags in UoGuelph for our hypothesis to 

be confirmed. As expected, preferences for prestige t-shirts and bags are significantly higher 

among individuals from UDESC than among individuals from a UoGuelph. This is illustrated in 

Figure 8. 

 
Figure 8: Comparison of preference for prestige branded products among individuals from a low power distance culture 
and a high power distance culture. 
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prestige branded products is higher among individuals from UDESC than among individuals 

from UoGuelph and this difference is in line with what was hypothesised to both samples. 

 

H2a: Influence of fashion congruent and fashion non-congruent COO on 

prestige and non-prestige branded products 

Hypothesis 2a stipulates that:   

 

H2a) Country of origin will have a similar influence on the preference for branded 

products in both cultures. A fashion congruent COO (France and Italy) will have a more 

positive effect than a fashion non-congruent COO (China and India).    

 

This hypothesis is tested by comparing the utility of fashion congruent COOs to the 

utility of fashion non-congruent COOs. Utility is a representation of preference for a given 

attribute over a set of attributes. Utility is a relative preference; therefore it is a standardized 

measure. For our hypothesis be confirmed, the utilities of fashion congruent COOs (France and 

Italy) must have positive utilities, meaning that products with these COOs are more likely to be 

preferred than other products described in the choice task. Conversely, the utilities of fashion 

non-congruent COOs (China and India) must have negative utilities, meaning that products with 

these COOs are less likely to be preferred than other described products. These results should be 

consistent for t-shirts and bags, in UoGuelph and UDESC samples. 

As expected, the effect of the COO shows similar patterns in both samples: fashion non-

congruent COOs have a negative effect while fashion congruent COOs have a positive effect for 

individuals from both UDESC and UoGuelph samples. See Figure 9 and 10. 
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Figure 9: Effect of COO on t-shirts and bags across samples. 

 

India and China as COOs for t-shirts have a negative utility, while France and Italy 

represent a positive utility. This is consistent across both UoGuelph and UDESC samples.  

 

 
Figure 10: Effect of COO on t-shirts and bags across samples 
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Similarly, the utilities of India and China for bags are negative in the UDESC and in the 

UoGuelph samples while the utilities of France and Italy are positive in the UDESC and in the 

UoGuelph samples.  

The data supports that having India and China as COO impacts the preferences for t-

shirts and leather bags negatively, while having France or Italy as COO impacts the preferences 

for these products positively.  

 

H2b: COO effect on choice of prestige branded products in a high power 

distance culture 

Hypothesis 2b stipulates that:   

 

H2b) COO will have a greater impact on the preference for prestige brands than on the 

preference for non-prestige brands among individuals from a culture with high power distance 

(UDESC).  

 

This hypothesis is tested by comparing the effect of COO on the preference (share) of 

prestige branded products to the preference of non-prestige branded products in UDESC.  

Analyzing the effect of COO on the preference for t-shirts, we observe that a prestige 

branded product obtains a larger share than a non-prestige branded product. As shown in Figure 

11, having India and China as a COO has an effect on the share of a prestige branded t-shirt more 

than three times the effect on the share of a non-prestige branded t-shirt. Having France and Italy 

as COO has an effect on the share of a prestige branded t-shirt more than twice the effect on the 

share of a non-prestige branded t-shirt.  
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Figure 11: Effect of COO on prestige and non-prestige branded t-shirts among individuals from a high power distance 
culture (UDESC) 

 

Figure 12 shows that the preference for prestige branded bags is similar to the preference 

for non-prestige branded ones, regardless of the COO. 

 

 
Figure 12: Effect of COO on prestige and non-prestige branded bags among individuals from a high power distance 
culture (UDESC) 
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Although these results cannot be attributed to the power distance score of UDESC 

sample, these findings demonstrate that only for t-shirts the COO has a greater impact for 

prestige branded product.  This effect is therefore bound to product. 

 

H2c: COO impact on prestige branded products across samples  

Hypothesis 2c stipulates that:   

H2c) COO will have a greater impact on the preference for prestige branded products 

among individuals from a high power distance culture (UDESC) than among individuals 

from a low power distance culture (UoGuelph).    

 

This hypothesis is tested by comparing the share of prestige branded products with a 

given COO from UDESC to that from UoGuelph. It is expected that the shares of prestige 

products from UDESC sample is greater than the shares from UoGuelph sample.  

As predicted, the share of prestige branded t-shirts is greater among individuals from 

UDESC than among individuals from UoGuelph. This is shown in Figure 13. However, these 

differences cannot be attributed to variances of PDI between both samples. 
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Figure 13: Comparison of share of prestige branded t-shirt among individuals from low PDI culture and high PDI 
culture. 

 

However, Figure 14 shows that the share of prestige branded bags is greater among 

individuals from UoGuelph than among individuals from UDESC. The finding from bag data set 

does not support H2c. 

 
Figure 14: Comparison of share of prestige branded t-shirt among individuals from low PDI culture and high PDI 
culture. 
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H2d: COO impact on non-prestige branded products across samples 

Hypothesis 2d stipulates that:   

H2d) The impact of country of origin on the preference for non-prestige brands in a 

culture high in power distance (UDESC) will be similar to that from culture low in power 

distance (UoGuelph).    

 

This hypothesis is tested by comparing the shares of non-prestige branded products from 

UoGuelph sample to the shares of non-prestige branded products from UDESC. Non-significant 

differences across samples confirm the hypothesis.   

A non-prestige branded t-shirt, of either congruent or non-congruent COO is more 

preferred by individuals from UoGuelph than by individuals from UDESC. This is shown in 

figure 15, and this result does not support the hypothesis H2d. 

 

 

Figure 15: Effect of COO on non-prestige branded t-shirts across samples 
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Similarly, the share of COO on non-prestige branded bags from UoGuelph is greater than 

that from UDESC.  This is evident in Figure 16, and this result does not support the hypothesis 

H2d. 

 
Figure 16: Effect of COO on non-prestige branded bags across samples 

 

In short, there are differences in the choice of non-prestige branded t-shirts and bags 

across both samples. This is contrary to what was postulated. 
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This hypothesis is tested by comparing the price premiums for prestige branded products 

obtained from UoGuelph sample to that obtained from UDESC sample.  

 The price premium that individuals from UDESC are willing to pay for a prestige 

branded bag is substantially higher than the price premium individuals from UoGuelph are 

willing to pay. Results are illustrated in the Table 19. 

 

Table 19: Price premium 

UoGuelph UDESC 

Prestige Branded T-shirt CAD$144.34 BRL$130.95 

Prestige Branded Bag CAD$289.93 BRL$1049.62 

 

While results cannot be attributed to variations in PDI across cultures, the results from 

the leather bag data set support that individuals from UDESC are less price sensitive for prestige 

branded bags than individuals from UoGuelph. The findings from the t-shirt database are 

inconclusive.   

 

H3b: Impact of price on preference 

Hypothesis 3b stipulates that:   

H3b) Increases in the price point of a branded product will cause a decrease in 

preference for that product (either prestige or non-prestige branded) in both high 

(UDESC) and low power distance (UoGuelph) cultures.    
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This hypothesis can be tested by observing the demand curves of prestige and non-

prestige products. As prices increase, the share of the product decreases.  

As expected, Figure 17 shows that the increase in price reduced the preference for 

prestige branded products.  

 

 
Figure 17: Preference for prestige t-shirts decrease as price point increases, in UoGuelph 

 

An increase of CAD$5 in a prestige branded t-shirt reduces the demand in 1 percent 

point.   
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Figure 18: Demand of non-prestige t-shirts decrease as price point increases, in UoGuelph 

 

An increase of CAD$5 in a non-prestige branded t-shirt reduces the demand in 4 percent 

points. 

 This is consistent across prestige and non-prestige branded t-shirts and bags, from both 

UoGuelph and UDESC samples. Therefore, increases in price points of a branded product 

decrease the preference for that product in both UoGuelph and UDESC. 

Other demand charts for t-shirts in Brazil and for bags in Canada and in Brazil can be 

seen in the appendix G. 

 

H3c: Sensitivity for price increase 

Hypothesis 3c stipulates that:   

H3c) When price increases, the preference for prestige branded products shows a greater 

decrease among individuals from a low power distance culture (UoGuelph) than among 

individuals from a high power distance culture (UDESC).   
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This hypothesis is tested by comparing the price sensitivity factors obtained from 

UoGuelph to the ones obtained from UDESC. The more negative the factor the higher the 

sensitiveness to the price. Price sensitivity of UoGuelph should be more negative than price 

sensitivity of UDESC for the hypothesis to be supported. 

Table 20 shows that individuals from UDESC are more sensitive to price increases of 

prestige branded t-shirts than are individuals from UoGuelph. That means, individuals from 

UoGuelph are more tolerant of price increases in prestige branded t-shirts than individuals from 

UDESC. This finding is contrary to what was postulated. 

 

Table 20: Price sensitivity per product across samples 

T-shirt 

Canada Brazil 

Brands 

Price 

Sensitivity  Brands 

Price 

Sensitivity  

Versace -0.745 Tommy Hilfiger -1.167 

Armani -0.720 Armani -1.214 

D&G -0.753 D&G -1.312 

Average 

prestige 

branded 

products 

-0.739   -1.231 

 

A different pattern is observed with branded leather bags in the Table 21.  
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Table 21: Price sensitivity per product across samples 

Bags 

Canada Brazil 

Brands 

Price 

Sensitivity  Brands 

Price 

Sensitivity  

Gucci -0.537 Gucci -0.267 

Louis Vuitton -0.533 Louis Vuitton -0.230 

Prada -0.538 Victor Hugo -0.256 

Average 

prestige 

branded 

products 

-0.536   -0.251 

 

Table 21 shows that individuals from UDESC are less sensitive to price increases of 

prestige branded leather bags than are individuals from UoGuelph. That means, individuals from 

UDESC are more tolerant of price increases in prestige branded bags than are individuals from 

UoGuelph. This finding is in line with what was postulated. 

Although the findings cannot be attributed to variations of PDI across both samples, 

individuals from UDESC and from UoGuelph show different sensitiveness to price increases. It 

was expected that individuals from UDESC would be less sensitive for variations in prices of 

prestige branded products than would individuals from UoGuelph. However, individuals from 

UDESC are less sensitive for variations of price of bags than are individuals from UoGuelph. 

Conversely, individuals from UDESC are more sensitive for variations in prices of t-shirts than 

are individuals from UoGuelph. Price sensitiveness may be bound to type of product.  
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Supplementary analysis 

It is interesting to notice that the demand curve for a non-prestige branded product is 

steeper than the demand curve for a prestige branded product.  That means that individuals are 

more price sensitive for non-prestige branded products than for prestige branded product. 

Therefore an increase in price of a prestige branded product causes a smaller decrease in demand 

than an increase in price of a non-prestige branded product.  
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Figure 19: Demand curves for prestige and non-prestige branded T-shirts UoGuelph 

 

The demand for a prestige branded t-shirt decreases at a lower rate than the demand for a non-prestige branded t-shirt.  
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Figure 20: Demand curves for prestige and non-prestige branded bags in UoGuelph. 

 

The demand for a prestige branded bag decreases at a lower rate than the demand for a non-prestige branded bag.  
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Figure 21: Demand curves for prestige and non-prestige branded T-shirts in UDESC 

 
The demand for a prestige branded t-shirt decreases at a similar rate than the demand for a non-prestige branded t-shirt.  
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Figure 22: Demand curves for prestige and non-prestige branded bags in UoGuelph 

 
The demand for a prestige branded bag decreases at a lower rate than the demand for a non-prestige branded bag.  
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Chapter 6: Discussion 

This chapter discusses the results of this research and offers a few alternative 

explanations for the results found.  This section starts by discussing the results of supplementary 

analysis done on the PDI of the sample studied and the finding that PDI indices theorized by 

Hofstede may not be replicated within subsections of a culture.  The remainder of this section 

discusses the results of this study which are three-fold. First, it shows that the cues “prestige” and 

“non-prestige” products impact the choices of products differently within similar group of 

individuals, although PDI is not attributed to this impact. Second, there is still a need for 

clarification about the interaction COO (i.e. on the preference for foreign branded products) on 

preference of products.  Third, Sensitivity to price of prestige branded products can change with 

individual’s country of origin, but this impact may be bound to product type. 

 

PDI replication 

This research failed to replicate the differences of PDI across a sample from Canada and 

an equivalent sample from Brazil. According to Hofstede, individuals from these two cultures 

(Canadian and Brazilian cultures) demonstrate different PDIs. Brazil has a higher PDI (69) than 

Canada (39). According to Hofstede (2001) culture’s dimensions should be reflected across 

subcultures of a country. Clearly this is not the case of PDI within student sample in this 

research. Obtaining a PDI within students that is consistent with Hofstede’s sample of workers 

and managers may not be as simplistic as it sounds.  A deeper look into the university system 

from UoGuelph and UDESC is necessary. Teaching systems may be differentiated with regards 

to types of learning environments, which may be classified as student-centered and teacher-

centered learning environments (Elen, Clarebout, Leonard & Lowyck, 2007). Teaching 
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environments in UDESC and UoGuelph seem to be very different. The teaching style at 

UoGuelph seems to be student-centered, while the teaching style at UDESC seems to be more 

professor-centered. In a student-centered style, like in the UoGuelph, professors encourage 

discussion and empower students as the main source of knowledge. In contrast, in a professor-

centered style, like in UDESC, professors are the main source of knowledge. (Cross-cultural 

Teaching assistant Peer Mentorship Program, 2011). Lectures and speeches are the main 

teaching techniques used. These differences in teaching style could be associated to different 

expressions of power distance. Professor centered style (UDESC) more related to high PDI and 

student centered style (UoGuelph) more related to low PDI. Observing these differences in 

teaching system, one would expect that both cultures to hold a substantial difference in the PDI. 

Additionally, according to Hofstede’s work, years of work experience is positively related to a 

low PDI. In this study individuals from UoGuelph had significantly more years of work 

experience than individuals from UDESC. This finding is another reason to expect that PDIs 

from both samples would hold significantly different scores. However, these differences did not 

appear in the PDI collected for this research. The results from the analysis done on the PDI data 

show that UoGuelph and UDESC samples had different PDI indices, but differences are not as 

expressive as expected.  

These are some of the alternative explanations for this research failing to replicate the 

differences in PDI across the subsamples of students from Canada (UoGuelph) and the 

subsample of students from Brazil (UDESC).  

First, although the PDI observed in the UDESC sample is higher than the PDI observed 

in the UoGuelph sample, which was expected from this research, this difference is only 

directional. In fact, an exact replication of indices was not expected. One of the reasons for not 
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expecting an exact replication is that the data for this research was collected about ten years later 

than Hofstede’s. In his work, Hofstede acknowledges that, although indices are a still picture of 

the moment, dimensions may change over the time.  Therefore the lack of difference between 

indices observed by Hofstede and indices observed in this research may be caused by time; over 

the time some countries may have the indices “blurred out”.  This is an alternative explanation 

that needs to be further researched.  

Another reason for discrepancies between the PDI in this research and the PDI observed 

by Hofstede may be due to wording changing in the original PDI questions. The wording of the 

questions used to calculated PDI in this research were adapted to better fit student’s reality, 

according to Purohit and Simmers (2006). Even though this adaptation had been successfully 

applied before, there might be particularities in the relationship between students and professors 

in Brazil and in Canada that impact the replication of the power relationship that exists between 

managers and subalterns from the sample used by Hofstede.  The discrepancies in PDI from this 

research indicate that there is room to develop ways to calculate PDI among students.   

Another reason for the PDI differences observed in the literature not being replicated 

with the sample used in this research is the type of the sample. Much of the marketing literature 

based on Hofstede’s indices uses student sample (Markus & Kitayama, 1991; Rhodes et al., 

2003; Giraldi et al., 2005, Kirkman et al., 2006; Purohit & Simmers, 2006; Lee et al., 2007; 

Giraldi, et al., 2008). Similarly, this study used student sample that are equivalent (i.e. both 

samples are of students from first and second year in the business program), which is the ideal 

condition to make comparisons based on Hofstede. However students are individuals that 

undergo profound changes in values. This may be another reason for PDI differences observed in 

the literature not to be replicated with the sample used in this research. Besides, there might be a 
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case that the PDI is not particularly well replicated by student’s sample. This is an interesting 

finding in itself, because it reinforces the need for building an appropriate tool to measure PDI 

among students.  

Thus, results from this research may be clouded by this lack of differentiation in PDI 

between both samples. Therefore, variations of PDI cannot be attributed to the findings of this 

research. A more comprehensive study about replication of PDI in subsamples, like in student 

subsamples, could help in the further explorations about this dimension. 

 

Prestige branded products 

The results of this research support that: (1) the preference for prestige and non-prestige 

branded products varies with individual’s country of origin; (2) the preference for prestige 

branded products across samples can be influenced by the individual’s country of origin, but 

based on this research, cannot be attributed to PDI; and (3) that a prestige branded product is not 

always more desirable than a non-prestige branded product; other factors may influence 

individual’s preferences.   

Same group of individuals from different countries make different choices. That is, 

people from different countries put different weight on product attributes which results in 

different levels of preference across very similar groups of individuals. This research 

demonstrated that there are differences in preference for prestige branded t-shirts and leather 

bags in UoGuelph and UDESC. 

Interestingly, products which brands denote prestige are consistently more preferred by 

individuals from UDESC than by individuals from UoGuelph. T-shirts and leather bags with a 

prestige brand were consistently more preferred within individuals from UDESC than within 
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individuals from UoGuelph.  Although in this research the higher preference for prestige branded 

product in UDESC (than in UoGuelph) cannot be attributed to variations of PDI scores. 

Although socio-economic differences are not explored by this research, the discrepancies in 

preferences might be correlated with social structure of each country. For example, the socio-

economic structure in Brazil is composed of more layers than the socio-economic structure in 

Canada. Therefore the consumption of prestige branded products, aiming to display a higher 

social class, might be more desirable by Brazilian individuals than by Canadians. Another 

cultural factor, like the dimension of collectivism may be behind these findings.  Brazil scores 

higher in collectivism than Canada. Therefore it might be more relevant to Brazilians to flag their 

social status by using prestige branded products, to show that they “belong” to a given group. 

Among Canadians, who share a more individualistic culture, showing that they belong to a given 

group may not be as evident as in Brazil. 

However, the hypothesis that prestige branded products would be preferred over non-

prestige branded products in both samples was not as strongly supported. This is dissonant with 

previous research, which found that, regardless of the power distance index, conspicuous 

consumption is mainly influenced by the need to demonstrate that individuals belong to a high 

social status. Therefore, conspicuous consumption drives preference for prestige products in both 

groups. The current research expected that the preference for prestige branded products would be 

greater than the preference for non-prestige branded products in both samples. This was not the 

case. An alternative explanation for this issue may be found in the discussion about values and 

age of individuals. As stated earlier, students are known to be a group of individuals who 

undergo value changes. Therefore, the process by which individuals internalize cultural 

dimensions may not be solidified among students. A strong evidence of this fact is that this study 
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failed replicating the cultural differences in PDI between Brazilian and Canadian individuals by 

surveying a student sample. 

 

COO  

According to the results of this research: (1) non-congruent COO negatively impacts 

preference while congruent COO positively impacts preferences in both groups of individuals; 

(2) there is no evidence in this research that a foreign origin (expressed by COO) will enhance 

the preference for a prestige branded product more than it will enhance the preference for a non-

prestige branded product; (3) there is no evidence that supports that the choice of a prestige 

branded product will be more impacted by COO in UDESC than in UoGuelph. The impact of 

COO may be bound to product (accessory or clothing); (4) there is no support to the hypothesis 

that COO will have similar impact on the preference of non-prestige branded product in both 

UDESC and UoGuelph samples.  

This research found that a COO congruent with the concept of “fashion” (like France and 

Italy) impacts the preference for fashionable products (t-shirts and bags) positively. On the other 

hand, a COO that is not congruent with the concept of “fashion” (like India and China) impacts 

the preference for fashionable products negatively. This is in line with previous research showing 

that COOs have an image that can be congruent or non-congruent with the type of product they 

label.  For example, Germany has been associated with production of cars; similarly, Japan has 

been associated with production of high technology goods. And that congruity tends to enhance a 

product’s preference. It is interesting to notice that those countries’ images are not homogeneous.  

Having France or Italy as a COO affects product’s preference positively; and the preference for a 

t-shirt or leather bag made in France is similar to the preference for a t-shirt or leather bag made 
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in Italy. On the other hand, India or China as a COO affects product’s preference negatively. 

However, while the negative impact of India and China on the preference for bags is similar 

across samples, the negative impact of India and China on the preference for t-shirts is not 

consistent across the samples. India had a more negative impact among individuals from 

UoGuelph than among individuals from UDESC. Conversely, China had a more negative impact 

among individuals from UDESC than among individuals from UoGuelph.  

On another note, foreign origin (expressed by COO) has been associated with a higher 

prestige in the literature.  Therefore, this research expected that a foreign COO would enhance 

the preference for prestige branded products more so than the preference for non-prestige 

branded products. Along the same line, because prestige is more likely to be valued among 

individuals from a high power distance culture (UDESC) than among individuals from a low 

power distance culture (UoGuelph), it was postulated that COO would enhance the preference 

for prestige branded goods more so among individuals from a high power distance than among 

individuals from a low power distance. Although power distance cannot be attributed to the 

findings, both statements were confirmed only by the t-shirt data set, but not by the leather bag 

data set. A deeper look into gender shopping experiences may offer an explanation for this issue. 

In the sample, 36% of males have never done this type of purchase, but only 3% of females have 

never bought a leather bag. Therefore, differences in gender experiences may be clouding these 

results.  

 

Price sensitivity for prestige branded product 

The results of this research support that: (1) willingness to pay for a prestige branded 

product can vary across two similar groups of individuals from two different countries; (2) As 



 

94 

 

with any product, price increase causes a decrease in the demand for a prestige product; and (3) 

price sensitivity varies with the country of origin of individuals and with type of product. 

Results from this research show that individuals from UDESC are willing to pay higher 

price premium for leather bags than are individuals from UoGuelph. Although the difference 

between the willingness to pay from UDESC and UoGuelph is in line with what was postulated 

in the hypothesis, this finding cannot be attributed to theorized variations of PDI. Still it is 

interesting to notice that the price premium for a prestige branded bag among individuals from 

UoGuelph is at least five times lower than the real average price of this product in that market. In 

contrast, the price premium for a prestige banded bag among individuals from UDESC is only 

0.4 times higher than the market average. This difference in price premium means that even 

though both samples prefer prices that are lower than the average market price, the results shown 

by individuals from the UoGuelph reveal a much greater discount for this product.  That both 

samples would prefer lower prices is no surprise, given that the samples are of students who may 

have budget restraints. But the difference in the price premium is an interesting finding which 

demonstrates that the origin of individuals can play a role in the amount they are willing to pay 

for prestige branded goods.  

The findings around price sensitivity are also very interesting. The results support that an 

increase in the price point of a prestige branded product in UoGuelph is likely to impact 

(decrease) the demand more intensely than an increase in price point of a prestige branded 

product in a UDESC. This reveals that individuals from UDESC are more tolerant of price 

increases for a prestige branded product than are individuals UoGuelph. Although this effect 

cannot be attributed to PDI in this research, it is expected that, when prices of a prestige branded 
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product increase in UoGuelph, the demand is expected to fall at a greater rate than it would in 

UDESC.  

Finally, the results revealed by using t-shirts as a stimulus did not support the hypotheses 

around culture and price sensitivity for a prestige branded product.  Therefore it seems that these 

findings may be bound to product type. There might be intrinsic differences between t-shirts and 

leather bags that are driving this inconsistency in the results. For example, t-shirts are worn, 

while bags are an accessory. The functional utility of these goods may be behind these 

differences. One product may carry prestige more clearly than others. For example, leather bags 

are an item usually encountered in the wardrobe in lower quantity than t-shirts. In addition, the 

price points for leather bags are usually higher than the price points for a t-shirt, even when the t-

shirt is from a prestige brand. Thus, bags may be more closely related to the concept of social 

prestige display than t-shirts. The exploration of price sensitivity for other categories of product 

may shed light on this issue, and there is room for further research. 

Although this research failed to replicate PDI theorized variations between Brazil and 

Canada within the samples sourced from these two cultures, some of the differences postulated 

across samples were supported by the findings of this research. Particularly, individuals from 

UDESC were more likely to choose a prestige branded product than were individuals from 

UoGuelph. Although this finding cannot be attributed to variations of PDI, differences in the 

socio economic structure from these two research sites (Brazil and Canada) may offer an 

alternative explanation. Because the socio pyramid from Canada is flatter than that from Brazil, 

individuals from Canada may be less likely to flag their social status through the consumption of 

products that display wealth than those individuals from Brazil. Another explanation is that other 

cultural dimensions may influence the preference for products that convey wealth and prestige. 
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For example individuals from collectivistic cultures are more likely to engage in conspicuous 

consumption as a way to indicate that they pertain to a certain group of individuals (Chen, 2002). 

According to Hofstede, Brazilian individuals are more collectivistic, while Canadian individuals 

are more individualistic. Therefore, the preference for prestige branded product may be 

influenced by the collectivistic aspect of the UDESC sample, however this dimension was not 

measured by the current research.  
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Chapter 7: Contribution, Limitation and Future Research 

This study attempted to address some gaps in the literature of country of origin (COO) 

and cultural frameworks. More specifically, this research aimed to compare the effects of 

prestige consumption and COO on product choice across two different cultures according to 

Hofstede’s power distance index - PDI. The following is a discussion on the theoretical, 

methodological and managerial contributions of this research, as well as its limitations and future 

research. 

 

Theoretical contributions 

This study revealed differences in choice patterns across individuals from two different 

countries, one represented by University of Santa Catarina (UDESC), Brazil and the other 

represented by the students from the University of Guelph (UoGuelph), Canada. This study 

showed that individuals from each group reflected a different level of impact prompted by the 

cues “prestige” and “COO” on the choice of products t-shirts and leather bags. By demonstrating 

these differences, this study added knowledge to the fields of COO and of cultural frameworks.  

This study adds to the body of knowledge about power distance. Even though other 

cultural dimensions of Hofstede’s, like individualism-collectivism and masculinity-femininity, 

have been largely explored and associated with marketing phenomena, power distance has been 

little used in the academic arena to explain variations in marketing issues, like product choice. 

However, this study failed in replicate the PDI differences across two groups of individuals 

which theory (Hofstede, 2001) states to score differently in PDI.  By failing in replicating the 

PDI differences across two theoretically different groups this study raises a concern about the 

replication of power distance scores within student groups. Although student sample has been 
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used in explorations about other Hofstede’s dimensions (i.e. individualism/collectivism, 

femininity/masculinity), this study observes that researchers should refrain from using student 

sample to explore the effects of power distance on product choice. Alternatively, a better tool to 

measure PDI among students should be developed before further explorations about the effects 

power distance on product can use student samples. 

Finally, this study explores a comparative perspective between the cultures in North 

America and in South America. Because earlier cross-cultural studies on COO have limited their 

scope to North America and Western Europe, and to a lesser degree Eastern Europe and Asia, 

this study adds a relevant perspective by broadening the research site to South America. 

 

Methodological contributions 

In using a discrete choice experiment, this study made a relevant contribution to the 

field of COO effects.  In fact, the main criticism of the research about country of origin resides in 

the fact that most studies use country of origin as a single cue. Critics sustain that this approach 

would artificially intensify the COO relevance given a product cue (Bilkey & Nes, 1982; 

Peterson & Jolibert, 1995; Liefeld, 2004). In fact, Johansson, Douglas and Nonaka (1985) have 

concluded that several of the studies have overstated the importance of country of origin. 

Through a DCE, the present study included the COO as one of a set of product cues, together 

with two other important product cues: brand and price. This is not to say that our DCE 

replicated a true market choice exercise. Surely, in a real store, consumers are faced with other 

attributes such as styles and colours, types of fabrics and quality of finishing. Although the best 

efforts were taken to minimize impacts of these other attributes, we still observed that COO 

played a relevant role in individuals’ preferences.  The conclusion is that for t-shits and leather 
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bags, a COO that is fashion congruent can influence preferences of individuals from low and 

from high power distance cultures more positively than a COO that is not fashion congruent. 

This is in agreement with the product-country match interaction observed by Roth and Romeo 

(1992), in which certain countries have an image of expertise about a certain type of product and 

that the best case scenario for a product’s performance in a foreign market is when the product 

type is backed up by a country’s image.  

 

Managerial contribution 

This study provided some managerial contributions in that it allows for the understanding 

of how the demand for products can be influenced by the designation of prestige product and of 

the COO. That is, different groups of individuals will react differently to these cues. Therefore, 

companies marketing their products to groups from different countries, like individuals from 

UDESC (from Brazil) and individuals from UoGuelph (from Canada), have the chance to 

delineate more tailored marketing campaigns for these types of individuals. For example, 

positioning a product as a prestigious product or brand may be more rewarding in a market like 

Brazil than in a market like Canada. This type of positioning provides more opportunities to gain 

patrons in certain countries than in others. This can have an impact on strategic communication, 

like overall positioning of product across different markets, as well as on tactic communication, 

like in specific text used in advertising campaigns.  

Another contribution of this research is that certain groups of individuals display a 

greater tolerance to price of products that are positioned as having prestige. This information is 

relevant in product pricing strategies.  
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In terms of COO, the implications of these findings may not be as easy for marketers to 

use in their favour. The rules that designate whether a product can be labeled as being from a 

certain country are complex and were not subject of this research. However, the COO carried on 

a product’s label seems to have an impact on preference. This information is important not only 

to marketers but also to high managers, like CEOs, because the decision about where to produce 

certain goods, as this research indicates may hinder or motivate the consumption of these goods.  

 

Limitations 

The first limitation in this study involves the sample which was used. The use of a 

student sample from the University of Guelph and from the University of Santa Catarina was 

chosen to comply with an important requirement when calculating Hofstede’s indices: that both 

samples are matched. However, these samples fall under the category of convenience which 

limits how much of the findings can be generalized. 

Also with regards to the sample, while we reached more than the target number of 

students at the University of Guelph, in the University of Santa Catarina a number slightly lower 

than target was reached. There are two possible reasons for this.  One is that the University of 

Santa Catarina has fewer students enrolled in the first semesters of the business program. The 

other is that, unlike students in Guelph, the students from the University of Santa Catarina did 

not receive credit for participating in the research. Therefore students from University of Guelph 

were more motivated to take part in the survey. 

Another limitation is with regards to PDI reproduction. Although samples were collected 

from a high power distance and from a low power distance culture, this study failed to reproduce 

the differences seen with Hofstede’s indices calculation. Still, differences in preference patterns 
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observed across the sample have replicated what was expected from high and low power distance 

cultures. 

Two limitations of this research originate from the COO subject. The first relates to the 

meaning of COO as it is understood by consumers and the second relates to the relevance of 

COO as an attribute in product selection. To date there is no consensus in the literature on how 

country image should be conceptualized, but researchers agree that COO is becoming an 

increasingly complex concept (Roth & Diamantopoulos, 2009). In today’s globalized world parts 

of a product are made in different countries and assembled in others. Taking leather bags for 

example, the leather may come from one country, the style is created in another country, and the 

bag is assembled in a third country. Besides, the origin of a brand is often strongly associated 

with its name. For example, Gucci is an Italian brand and many individuals who know this brand 

may automatically associate the product to Italian origins. The current study did not explore 

these other perspectives of the COO as a product cue. The most common interpretation of COO 

is “made in”, however this research does not clarify which dimensions of the production process 

individuals considered when answering to the survey. Therefore, there is room for further 

research on product preference and meaning of COO. The other limitation regarding COO relates 

to the importance of COO as an attribute to be considered during the selection of a product. A 

Discrete Choice Experiment permits the evaluation of an attribute’s importance relatively to 

other attributes included in the design. The current research included only three attributes (brand, 

COO and price). This research does not mean to overstate the importance of COO by choosing 

these three attributes. Additionally, determining the importance of COO over the other attribute 

was not part of the objectives of this research. Still, it is relevant to mention that research on the 

importance of COO reveals that the results exaggerated the importance of this cue. For example, 
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Liefeld (2004) found that only 8% of consumers leaving the cash register knew where the 

products they purchased came from. We could argue that most of the products involved in 

Liefeld’s research consisted of ‘low involvement’ purchase.  While the current research explores 

the effect of COO on the preference for branded products across two groups of individuals, it 

does not bring insightful information about the importance of COO during the product selection. 

Future research on COO effect should explore the importance of this cue for the category of 

products being explored. Further research could also explore the importance of COO in the 

preference for low and high involvement purchases. 

Respondents in this research saw a price range, as opposed to a specific price point, for 

each of the product options presented in the choice task. The main reason for this is that a price 

range would cover variations in prices that are caused by a variation in styles of product. We 

acknowledge that this is atypical for a DCE. We conducted analysis to explore the impact of 

price ranges. First we used the lower end of the price range and second we use the higher end of 

the price range. The analysis showed that price ranges appear not to have affected the way 

respondents make their choices.  

The products used in this research also constitute a limitation. T-shirts and bags were 

chosen for being accessible to students and for playing the role of displaying social status. The 

findings from this research cannot be extrapolated to other categories of product. 

 

Future research 

This section discusses areas of improvement for future research that may be undertaken 

in the field of country of origin and cultural frameworks.  
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First, although PDI variations were not replicated across the samples, some of the 

expected effects were observed in the results of this research. Some of the alternative 

explanations for these effects relate to either the socio economic structures of both countries 

where the samples were sourced from or the differences in individualism/collectivism between 

Canada and Brazil (Brazil is more collectivistic than Canada). Therefore future research 

exploring the preference for prestige branded products and foreign made products should include 

socio economic measures like income and employment situation to name a few. Also, further 

research about the current topic should add other cultural dimensions to the set of variables, 

which could better explain the variations found in the results of this research. 

Second, with respect to the sample, this study has only gone as far as gathering 

respondents from first and second year from the business programs in two universities. These 

convenience samples may not be representative of the Canadian and Brazilian populations at 

large. A random sample extracted from general population could be used in future research. 

Third, this research followed the suggestion from Purohit and Simmers (2006) of 

replicating the questions related to power distance and of calculating a power distance index for 

the studied sample, as opposed to just referring to indices calculated by Hofstede in his work.  

However, the differences of power distance indices in this study did not replicate the differences 

observed by Hofstede’s cultural dimension framework. Although some of the postulated 

differences across samples were supported by the findings from this study, one cannot attribute 

the effects observed to variations of power distance across both samples. Perhaps the sample 

from which the data was collected was too narrowly defined in terms of age (i.e. most students 

fall into the age ranging from 17 to 19 years old) so that the power distance index did not vary as 

expected. One way to address this issue is again by widening the base of respondents, for 
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example, by randomly sampling the general population. Another measure that could be taken 

into consideration is the development of a better instrument to measure PDI within students. 

Fourth, one of the methodological contributions of this study was the use of DCE design. 

This design made it possible to address a previous issue in the COO research which is the case of 

COO being used as a single cue. However, the current study used only other extrinsic attributes 

such as brand and price besides COO. Future research should explore intrinsic attributes like 

quality of product components, colour, design and style to name a few.  

Fifth, another limitation of this study is that it did not offer an independent measure of the 

product country congruity for each of the products used as stimuli. This congruity could be 

further explored.  

Sixth, the fact that non-prestige products were more preferred than prestige products by 

the UoGuelph sample contradicts the social status research done by Souiden and other 

researchers (2011).  This may be the result of pre conceived ideas that were not taken into 

consideration for this research, therefore were not part of the instruction given through the 

questionnaire to participants. For example, prestige branded products may be considered out of 

reach for students, therefore individuals from the UoGuelph would have automatically limited 

their options to within the non-prestige category of products. More research on choice of prestige 

versus non-prestige products in cultures with low PDI should shed light on this issue. 

Finally, research on country of origin and on cultural frameworks is commonly 

conducted in countries in North America and in Western Europe. One of the objectives of this 

study was to address a current deficit of research on COO and cultural dimensions on large 

emerging market economies like countries that participate of the BRIC - Brazil, Russia, India 

and China. In the future, more research on these two subjects should be developed in the BRIC 
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countries. Promoting research in these countries would serve two main objectives. First, it would 

bring diversity to the findings of both fields by supplying the perspectives of countries besides 

the US and Europe. Second, it would provide insightful knowledge of consumer behaviour in 

these fast-growing economies. 

Explaining consumption phenomena though Hofstede’s cultural frameworks is a 

fascinating area of study. This field offers a series of opportunities and several challenges.  This 

study, for example, found that researchers should not take for granted the replication of indices 

within subsamples. The PDI extracted from subsamples of students from Brazil and Canada did 

not replicate the variations in PDI that are reported for these countries in the theory. Researchers 

who study PDI measures, particularly, should beware of this fact. Rather than merely applying 

theorized indices, researcher should first observe if the hypothesized differences are present in 

the researched sample. 
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Appendix A: Hofstede’s Cultural Dimensions 

 

Individualism and Collectivism (IDV) 

In Hofstede’s work (2001), the terms individualism and collectivism are used to describe 

the relationship between an individual and society. In individualistic societies, people see 

themselves as loosely, as opposed to tightly, related to the collectivity he or she is part of. It is 

named individualism, rather than collectivism, because the higher Hofstede’s index, the looser is 

the tie between individual and the society. This dimension is reflected in the way individuals 

interact with the group. The types of family formation (i.e. in nuclear families, extended families 

or tribes (Hofstede, 2001, p.209) is reflected in this dimension. Individualism and collectivism 

also affect the desire of individuals to aspire independence. In societies high in individualism, 

independence is a stimulated trait and is passed on to young members through education. 

Interdependence is accepted and even desirable as a norm in collective societies. As Hofstede 

(2001) states; “the culture provide us with an independent or an interdependent self-construal” 

(p.210). So, individuals in collective societies are more likely to build their identity reflecting 

their role in the society.  

The ways in which individualism influences societies, cultures and individuals is the 

topic of a continuous debate among scholars. The topic dates as far back as the late seventeenth 

century (Hofstede, 2001, p.210). Among the five Hofstede’s dimensions, this topic produced the 

largest body of knowledge. (Gouveia & Ros, 2000; Triandis, 2004; Kirkman et al., 2006; Purohit 

& Simmers, 2006). Modernization and economic advances accelerate the move towards 

individualization. 
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Masculinity and Femininity (MAS)  

Hofstede utilizes the dimensions of masculinity and femininity to capture the duality of 

genders. Some societies are considered to be more ‘masculine’ than others. Masculinity refers to 

assertiveness, ego goals, self-achievement, “heroism, severity, and material success” (Gouveia & 

Ros, 2000, p.26). The higher the index in this dimension, the more masculine features of a 

society are expressed and reinforced by its institutions. Masculine societies demonstrate more 

“clearly distinction between genders” (Hewett et al., 2006, p.368). 

 The higher the index in this dimension the more the masculine features of a society will 

be expressed and reinforced by its institutions. In contrast, societies that score low in masculinity 

are considered to be feminine. These societies are labeled under the opposite pole of the 

dimension. Femininity refers to a preference for less ego related goals. It is expressed through 

nurturing roles, prioritization of relationships and helping others. The higher the index in this 

dimension means more likelihood that the society values modesty and shows little difference 

between gender roles. Feminine societies are more likely to be egalitarian.  They are also more 

likely to develop welfare states. 

 

Uncertainty Avoidance (UAI) 

Uncertainty avoidance refers to the degree of comfort that individuals feel when dealing 

with uncertainty and ambiguity. In other words, it indicates the level of tolerance that individuals 

have towards the unknown and unfamiliar. As Hofstede points out, “uncertainty about the future 

is a basic fact of human life with which we try to cope through the domains of technology, law 

and religion” (2001, p.145). Societies with high level of uncertainty avoidance are more likely to 



 

119 

 

develop artifacts to minimize anxiety. Their rituals, rules and laws, and the authority of rules 

often reflect the uncertainty avoidance. The higher the index of uncertainty avoidance in a 

society, the more individuals struggle with the levels of instability. On the other extreme, 

individuals from more uncertainty accepting societies are more receptive to new ideas. They are 

also more tolerant to opinions of others that differ from their own.  Societies that scale high on 

the levels of uncertainty have fewer rules and bureaucracy in general. 

Hofstede (2001) warns that uncertainty should not be confused with risk. Uncertainty is 

shapeless and not measurable; it is a very abstract concept that appeals to unconscious states and 

is reflected in non-rational behaviours.  Risk, on the other hand, can be measured. 

 

Power Distance (PDI) 

Power distance refers to the level acceptance of individuals inequality, by less powerful 

members of the society. Individuals in cultures that score higher in power distance are more 

likely to accept and even expect hierarchical and class structures. As Hofstede states, “Inequality 

can occur in areas such as prestige, wealth, and power; different societies put different weights 

on status consistency among these areas” (2001, p.79). For example, societies where power 

distance is high, deference to higher levels are expected. Individuals are also more respectful 

towards elders. In these societies there is a tacit legitimacy of inequality of power distribution. 

Individuals in the lower socio-economic positions expect those in higher positions to command 

and direct.  

Hofstede (2001) argues that certain level of inequality is necessary to impose the order 

and efficiency in social institutions. Therefore, this dimension exists in every society. However, 

some societies have what Hofstede calls ‘crisscross structures’ that serve as a cushion that 
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attenuates the differences across classes. The crisscross layers permits social mobility to take 

place. Societies with crisscross structures are called pluralists. In pluralist societies, the gap 

between classes is not as clear as it is in elitist societies, which have a larger gap between classes. 

Such societies show no crisscross structures and provide little opportunity for interchange across 

society level.  

 

Long Term Orientation (LTO) 

This dimension was added to the original list after a review. It refers to the preference for 

living a virtuous life, regardless of truth. Thrift and perseverance are values associated with long 

term realizations, while respect for tradition, and fulfilling social obligations are associated with 

short term orientation. In cultures that score high on long term orientation “family life is a 

pragmatic arrangement, based on real affection and with attention paid to small children” 

(Hofstede, 2001. P.360). Individuals learn not to expect immediate results from their enterprises. 
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Individualism and Collectivism (IDV) 

 

 

Individualism index values for 50 countries and three regions. Adapted from  Hofstede, G. H. (2001). 

Culture's consequences: Comparing values, behaviors, institutions, and organizations across nations. 

Thousand Oaks, CA: Sage, p. 215. 
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Masculinity and Femininity (MAS)  

 

 

Masculinity index values for 50 countries and three regions. Adapted from  Hofstede, G. H. (2001). 

Culture's consequences: Comparing values, behaviors, institutions, and organizations across nations. 

Thousand Oaks, CA: Sage, p. 286. 
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Uncertainty Avoidance (UAI) 

 

 

Uncertainty avoidance index values for 50 countries and three regions. Adapted from Hofstede, G. H. 

(2001). Culture's consequences: Comparing values, behaviors, institutions, and organizations across nations. 

Thousand Oaks, CA: Sage, p. 151. 
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Power Distance (PDI) 

 

 

Power distance index values for 50 countries and three regions. Adapted from  Hofstede, G. H. 

(2001). Culture's consequences: Comparing values, behaviors, institutions, and organizations across nations. 

Thousand Oaks, CA: Sage, p. 87. 
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Long Term Orientation (LTO) 

 

 

Long term orientation index values for 23 countries and three regions. Adapted from  Hofstede, G. 

H. (2001). Culture's consequences: Comparing values, behaviors, institutions, and organizations across 

nations. Thousand Oaks, CA: Sage, p. 556. 
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APPENDIX B: Pre Test Questionnaire 

I am pre-testing a list of brand that will be included in a questionnaire which will be used 

for data collection for my thesis.  There are basically two questions: awareness of brands 

and ranking of brands.  This exercise will take approximately 2 minutes. 

 

Pre test 

 

Which of these brands have you heard of before today? (Check all that apply) 

 

List for Canada List for Brazil 

 

T-shirts 

Adidas 

Armani 

Burberry 

D&G 

Deiesel 

Desigual 

GAP 

Gucci 

H&M 

Joe Fresh 

Tommy Hilfiger 

Versace 

 

 

T-shirts 

Adidas 

Armani 

Burberry 

D&G 

Diesel 

Desigual 

Pool 

Guess 

C&A 

Katitice 

Hering 

Tommy 

Hilfiger 
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Leather Accessories 

Aldo 

Coach 

Crocs 

Danier 

Fendi 

Geox 

Gucci 

Hush 

Puppies 

Luis 

Vuitton 

Prada 

Timberland 

Victor 

Hugo 

 

 
 

 

Leather Accessories 

Arezzo 

Azaléia 

Fasolo 

Fendi 

Gucci 

Guess 

Luis 

Vuitton 

Paquetá 

Prada 

Samelo 

Via Marte 

Victor 

Hugo 

 

 

 

 

 

Prestige brands 

 

Which of these brands of t-shirts convey higher social status? Please rank, being 1 the 

brand with most prestige and 12 with the least prestige. (Use all numbers from 1 to 12) 
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List for Canada List for Brazil 

 

T-shirts 

Adidas 

Armani 

Burberry 

D&G 

Deiesel 

Desigual 

GAP 

Gucci 

H&M 

Joe Fresh 

Tommy Hilfiger 

Versace 
 

 

T-shirts 

Adidas 

Armani 

Burberry 

C&A 

D&G 

Desigual 

Diesel 

Desigual 

GAP 

Guess 

Gucci 

H&M 

Katitice 

Hering 

Pool 

Tommy 

Hilfiger 
 

 

Which of these brands of leather accessories convey higher social status? Please rank, 

being 1 the brand with most prestige and 12 the least prestige. (Use all numbers from 1 to 

12) 
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List for Canada List for Brazil 

 

Leather Accessories 

Aldo 

Coach 

Crocs 

Danier 

Fendi 

Geox 

Gucci 

Guess 

Hush 

Puppies 

Luis 

Vuitton 

Prada 

Timberland 

Victor 

Hugo 
 

 

Leather Accessories 

Aldo 

Arezzo 

Azaléia 

Coach 

Crocs 

Fasolo 

Fendi 

Geox 

Gucci 

Guess 

Luis 

Vuitton 

Paquetá 

Prada 

Samelo 

Timberland 

Via Marte 

Victor 

Hugo 
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APPENDIX C: COPY OF THE MAIN QUESTIONNAIRE 
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136 
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139 
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NB: Option 6 is hidden because of a limitation of the pdf file. All six options were seen by respondents in the html version.  This 

question repeats 24 times, please refer to appendix F to see all choice tasks. 
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APPENDIX D: OTHER MATERIALS USED IN DATA COLLECTION 

Recruitment form from UoGuelph (standard) 

 

Research Study Component – MCS 1000, MCS 2020 

Adriana CordeiroSocha – The influence of national culture on product choice: an exploration 

of effects of cultural traits the choice of branded foreign products.  

WHAT is the study about? • We are conducting an academic research to understand more 
about consumer choices. 

WHO can participate in this study?   • All students aged 17 + are eligible for participation in this 

study. 

WHEN can I participate? • You may participate until the deadline which is April 5th  
2012.  You have exactly 7 days to hand in your report 
following participation in the research study! 
 

WHERE are these research study 

sessions conducted? 

• There is no physical presence required for this study.  All 
survey questions can be completed online. 

HOW do I sign up?   

 

• Please visit the following URL to begin taking the survey: 
[link to be inserted after programming is finished] 

• Please make note of the date/time that you completed this 
study online – your report is due 7 days later! 

WHAT will I have to do in this study? • This online survey will take approximately 15- 20 minutes to 
complete. 

• Participants will be asked to complete an online survey that 
asks questions about values, will present hypothetical product 
choice situations for evaluation and ask a few demographic 
questions. 

• By completing the survey you will receive 3% credit in your 
course. 

ADDITIONAL INFORMATION • IMPORTANT: At the end of the study survey questions, 

you will be directed to follow a link to a different website in 

order to provide your name, student ID#, course code, and 

section number for course credit.   

• This information will not be attached to your responses and 
will be used to ensure you receive credit for participation after 
you submit your research study report. 

• Take note of the date on which you completed the study!!!    

Your report for this study is due in the Research 

Component Dropbox a minimum of seven (7) calendar 
days after you complete the study – but the FINAL 

DEADLINE FOR ALL REPORTS FOR THIS STUDY IS 
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April 5th at 11:59PM 

• For further information about this study, please contact 
Adriana CordeiroSocha at acordeir@uoguelph.ca 

 

 

Note  

Participants must be able to withdraw without penalty. This means that they must receive the course credit. In the 

MCS pool, this means that if they drop out of the research project, but complete the required ‘paper’ and submit it to 

the pool coordinators, they must receive credit. This will be communicated to pool coordinators. 
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APPENDIX E: SAS SYNTAX AND DESIGN 

SAS SYNTAX 

 

proc format ; 

value price 1 = 'Price 1' 2 = 'Price2' 3 = 'Price 3' 4 = 'Price 4' 5 = 'Price 5'; 

value origin 1 = 'Country 1' 2 = 'Country 2' 3 = 'Country 3' 4 = 'Country 4'; 

run; 

 

%mktex (4**6 5**6 , n = 12, seed = 123, ridge = 0.01) 

 

proc print; run; 

proc print data = randomized; run; 

 

data sasuser.des; 

set randomized; 

format x1 - x6 origin.; 

format x7 - x12 price.; 

label x1 = 'Brand 1' x2 = 'Brand2' x3 = 'Brand3' x4 = 'Brand4' x5 = 'Brand5' x6='Brand6' 

       x7 = 'Brand 1' x8 = 'Brand2' x9 = 'Brand3' x10 = 'Brand4' x11 = 'Brand12' x13='Brand6'; 

    run; 

 

proc print data = sasuser.des label; 

run; 
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PROC EXPORT DATA= sasuser.des 

            OUTFILE= "I:\SAS_Insight\msanches\Dri\Design 1 version.csv"  

            DBMS=CSV REPLACE; 

RUN; 

 

/* 2 versions */ 

 

%mktex (4**6 5**6 2 , n = 24, seed = 123, ridge = 0.01) 

 

proc print; run; 

proc print data = randomized; run; 

 

data sasuser.des2; 

set randomized; 

format x1 - x6 origin.; 

format x7 - x12 price.; 

label x1 = 'Brand 1' x2 = 'Brand2' x3 = 'Brand3' x4 = 'Brand4' x5 = 'Brand5' x6='Brand6' 

       x7 = 'Brand 1' x8 = 'Brand2' x9 = 'Brand3' x10 = 'Brand4' x11 = 'Brand12' x13='Brand6'; 

    run; 

 

proc print data = sasuser.des2 label; 

run; 
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PROC EXPORT DATA= sasuser.des2 

            OUTFILE= "I:\SAS_Insight\msanches\Dri\Design 2 versions.csv"  

            DBMS=CSV REPLACE; 

RUN; 

 

/* 3 versions */  
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DCE DESIGN 

 

CODE 

 

Version Task Factor Option1 Option2 Option3 Option4 Option5 Option6 

1 1 1 105 101 103 104 106 102 

1 1 2 203 201 203 202 204 204 

1 1 3 303 302 305 301 304 306 

1 2 1 106 105 103 102 101 104 

1 2 2 202 202 201 201 204 203 

1 2 3 307 306 301 303 305 302 

1 3 1 101 105 106 102 104 103 

1 3 2 202 201 203 203 201 204 

1 3 3 303 305 306 301 304 307 

1 4 1 105 101 106 103 102 104 

1 4 2 204 203 204 202 202 201 

1 4 3 307 304 301 302 305 306 

1 5 1 103 104 106 102 101 105 

1 5 2 204 204 201 202 203 202 

1 5 3 306 303 302 305 307 304 

1 6 1 103 101 104 102 105 106 

1 6 2 201 203 204 201 203 202 

1 6 3 304 306 302 307 301 303 

1 7 1 101 104 105 106 102 103 

1 7 2 204 202 201 203 203 201 

1 7 3 301 307 302 305 304 303 
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1 8 1 101 103 105 104 106 102 

1 8 2 202 202 204 203 201 204 

1 8 3 304 301 305 303 306 302 

1 9 1 106 105 104 103 101 102 

1 9 2 204 204 201 203 201 202 

1 9 3 303 304 305 302 307 306 

1 10 1 103 105 101 102 104 106 

1 10 2 203 202 202 204 203 201 

1 10 3 307 301 302 303 306 304 

1 11 1 106 105 101 102 104 103 

1 11 2 202 203 201 203 204 202 

1 11 3 306 302 301 304 307 305 

1 12 1 105 104 103 106 101 102 

1 12 2 202 201 204 203 204 201 

1 12 3 303 304 306 301 305 307 
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FORMAT 

 

Version Task Factor Option1 Option2 Option3 Option4 Option5 Option6 

1 1 Brand Brand 5 Brand 1 Brand 3 Brand 4 Brand 6 Brand 2 

1 1 Country Country 3 Country 1 Country 3 Country 2 Country 4 Country 4 

1 1 Price Price 3 Price 2 Price 5 Price 1 Price 4 Price 6 

1 2 Brand Brand 6 Brand 5 Brand 3 Brand 2 Brand 1 Brand 4 

1 2 Country Country 2 Country 2 Country 1 Country 1 Country 4 Country 3 

1 2 Price Price 7 Price 6 Price 1 Price 3 Price 5 Price 2 

1 3 Brand Brand 1 Brand 5 Brand 6 Brand 2 Brand 4 Brand 3 

1 3 Country Country 2 Country 1 Country 3 Country 3 Country 1 Country 4 

1 3 Price Price 3 Price 5 Price 6 Price 1 Price 4 Price 7 

1 4 Brand Brand 5 Brand 1 Brand 6 Brand 3 Brand 2 Brand 4 

1 4 Country Country 4 Country 3 Country 4 Country 2 Country 2 Country 1 

1 4 Price Price 7 Price 4 Price 1 Price 2 Price 5 Price 6 

1 5 Brand Brand 3 Brand 4 Brand 6 Brand 2 Brand 1 Brand 5 

1 5 Country Country 4 Country 4 Country 1 Country 2 Country 3 Country 2 

1 5 Price Price 6 Price 3 Price 2 Price 5 Price 7 Price 4 

1 6 Brand Brand 3 Brand 1 Brand 4 Brand 2 Brand 5 Brand 6 

1 6 Country Country 1 Country 3 Country 4 Country 1 Country 3 Country 2 

1 6 Price Price 4 Price 6 Price 2 Price 7 Price 1 Price 3 

1 7 Brand Brand 1 Brand 4 Brand 5 Brand 6 Brand 2 Brand 3 

1 7 Country Country 4 Country 2 Country 1 Country 3 Country 3 Country 1 

1 7 Price Price 1 Price 7 Price 2 Price 5 Price 4 Price 3 

1 8 Brand Brand 1 Brand 3 Brand 5 Brand 4 Brand 6 Brand 2 

1 8 Country Country 2 Country 2 Country 4 Country 3 Country 1 Country 4 
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1 8 Price Price 4 Price 1 Price 5 Price 3 Price 6 Price 2 

1 9 Brand Brand 6 Brand 5 Brand 4 Brand 3 Brand 1 Brand 2 

1 9 Country Country 4 Country 4 Country 1 Country 3 Country 1 Country 2 

1 9 Price Price 3 Price 4 Price 5 Price 2 Price 7 Price 6 

1 10 Brand Brand 3 Brand 5 Brand 1 Brand 2 Brand 4 Brand 6 

1 10 Country Country 3 Country 2 Country 2 Country 4 Country 3 Country 1 

1 10 Price Price 7 Price 1 Price 2 Price 3 Price 6 Price 4 

1 11 Brand Brand 6 Brand 5 Brand 1 Brand 2 Brand 4 Brand 3 

1 11 Country Country 2 Country 3 Country 1 Country 3 Country 4 Country 2 

1 11 Price Price 6 Price 2 Price 1 Price 4 Price 7 Price 5 

1 12 Brand Brand 5 Brand 4 Brand 3 Brand 6 Brand 1 Brand 2 

1 12 Country Country 2 Country 1 Country 4 Country 3 Country 4 Country 1 

1 12 Price Price 3 Price 4 Price 6 Price 1 Price 5 Price 7 
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DESIGN 

 

Version Task Concept Brand Country Price 

1 1 1 5 3 3 

1 1 2 1 1 2 

1 1 3 3 3 5 

1 1 4 4 2 1 

1 1 5 6 4 4 

1 1 6 2 4 6 

1 2 1 6 2 7 

1 2 2 5 2 6 

1 2 3 3 1 1 

1 2 4 2 1 3 

1 2 5 1 4 5 

1 2 6 4 3 2 

1 3 1 1 2 3 

1 3 2 5 1 5 

1 3 3 6 3 6 

1 3 4 2 3 1 

1 3 5 4 1 4 

1 3 6 3 4 7 

1 4 1 5 4 7 

1 4 2 1 3 4 

1 4 3 6 4 1 

1 4 4 3 2 2 

1 4 5 2 2 5 

1 4 6 4 1 6 
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1 5 1 3 4 6 

1 5 2 4 4 3 

1 5 3 6 1 2 

1 5 4 2 2 5 

1 5 5 1 3 7 

1 5 6 5 2 4 

1 6 1 3 1 4 

1 6 2 1 3 6 

1 6 3 4 4 2 

1 6 4 2 1 7 

1 6 5 5 3 1 

1 6 6 6 2 3 

1 7 1 1 4 1 

1 7 2 4 2 7 

1 7 3 5 1 2 

1 7 4 6 3 5 

1 7 5 2 3 4 

1 7 6 3 1 3 

1 8 1 1 2 4 

1 8 2 3 2 1 

1 8 3 5 4 5 

1 8 4 4 3 3 

1 8 5 6 1 6 

1 8 6 2 4 2 

1 9 1 6 4 3 

1 9 2 5 4 4 

1 9 3 4 1 5 

1 9 4 3 3 2 
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1 9 5 1 1 7 

1 9 6 2 2 6 

1 10 1 3 3 7 

1 10 2 5 2 1 

1 10 3 1 2 2 

1 10 4 2 4 3 

1 10 5 4 3 6 

1 10 6 6 1 4 

1 11 1 6 2 6 

1 11 2 5 3 2 

1 11 3 1 1 1 

1 11 4 2 3 4 

1 11 5 4 4 7 

1 11 6 3 2 5 

1 12 1 5 2 3 

1 12 2 4 1 4 

1 12 3 3 4 6 

1 12 4 6 3 1 

1 12 5 1 4 5 

1 12 6 2 1 7 
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Personal Info Questionnaire (required by students research poll administrators in Canada 

only) 

 

Please respond to the questions below.  They will ensure you get your credits. 

This information will be stored in a separate set of data.  Personal information will not be 

connected with your answers to the previous research. 

 

QID1. Are you doing this study for course credit?(Select one) 

Yes 

No 

 

QID2. What is your name? (Please enter full name) 

[insert open end box] 

 

QID3. What is your student ID number? (Please enter accurate number) 

[insert open end box] 
 

QID4. What course are you in? (Select one) 

MCS 1000 Section 1 

MCS 1000 Section 2 

MCS 1000 DE 

MCS 2020  

MCS 2020 DE 
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QID4. Date of survey completion.(Please enter accurate date, eg. mm-dd-yy) 

[insert open end box] 
 

 

 

Thank you for your participation in this survey. 
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APPENDIX F: CHOICE TASKS IN UOGUELPH AND UDESC 

SAMPLES 

 

Choice Tasks T-shirt in UoGuelph 

Choice task 1 

 

 

Choice task 2 

 

 

Choice task 3 
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Choice task 4 

 

 

Choice task 5 

 

 

Choice task 6 

 

 

Choice task 7 
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Choice task 8 

 

 

Choice task 9 

 

 

Choice task 10 

 

 

Choice task 11 
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Choice task 12 
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Choice Tasks T-shirts in UDESC 

 

Choice task 1 

 

 

Choice task 2 

 

 

Choice task 3 

 

 

Choice task 4 
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Choice task 5 

 

 

Choice task 6 

 

 

Choice task 7 

 

 

Choice task 8 
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Choice task 9 

 

 

Choice task 10 

 

 

Choice task 11 

 

 

Choice task 12 
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Choice Tasks Bags in UoGuelph 

 

Choice task 1 

 

 

Choice task 2 

 

 

Choice task 3 

 

 

Choice task 4 
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Choice task 5 

 

 

Choice task 6 

 

 

Choice task 7 

 

 

Choice task 8 
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Choice task 9 

 

 

Choice task 10 

 

 

Choice task 11 

 

 

Choice task 12 
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Choice Tasks Bags in UDESC 

 

Choice task 1 

 

 

Choice task 2 

 

 

Choice task 3 

 

 

Choice task 4 
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Choice task 5 

 

 

Choice task 6 

 

 

Choice task 7 

 

 

Choice task 8 
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Choice task 9 

 

 

Choice task 10 

 

 

Choice task 11 

 

 

Choice task 12

 

 

  



 

171 

 

APPENDIX G: DEMAND CURVE OF PRESTIGE AND NON-

PRESTIGE T-SHIRTS AND BAGS IN UoGuelph and UDESC 

 

 
Preference for prestige t-shirts decrease as price point increases, in UoGuelph 
 

An increase of CAD$5 in a prestige branded t-shirt reduces the demand in 1 percent 

point.   
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Figure: Demand for non-prestige t-shirts decrease as price point increases, in UoGuelph 

 

An increase of CAD$5 in a non-prestige branded t-shirt reduces the demand in 4 percent 

points. 

 
 Figure: Demand for prestige t-shirts decrease as price point increases, in UDESC 
 
An increase of BRL$5 in a prestige branded t-shirt reduces the demand in less 1 percent 

point.    
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Figure: Demand for non-prestige t-shirts decrease as price point increases, in UDESC 

 

An increase of BRL$5 in a non-prestige branded t-shirt reduces the demand in 1 percent 

point.   

 

 
Figure: Demand for prestige bags decrease as price point increases, in UoGuelph  
 

An increase of CAD$50 in a prestige branded bag reduces the demand in 1 percent point.  
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Figure: Demand for non-prestige bags decrease as price point increases, in UoGuelph 
 

An increase of CAD$50 in a non-prestige branded bag reduces the demand in 20 percent 

points. 

 
Figure: Demand for prestige bags decreases as price point increases, in UDESC 
 

An increase of BRL$100 in a prestige branded t-shirt reduces the demand in 1 percent 

point.    
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Figure: Demand for non-prestige bags decrease as price point increases, in UDESC 

 

An increase of BRL$100 in a non-prestige branded t-shirt reduces the demand in 6 

percent points.   
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APPENDIX H: DEMOGRAPHIC TABLES 

 

GENDER 

Canada Brazil 

Freq (%) Freq (%) 

Male 268 69% 58 44% 

Female 118 30% 75 56% 

Missing 2 1% 0 0% 

Total 388 100% 133 100% 

  

  

  

AGE 

Canada Brazil 

Freq (%) Freq (%) 

17-18 84 22% 95 71% 

19-20 233 60% 23 17% 

21+ 69 18% 15 11% 

Missing 2 1% 0 0% 

Total 388 100% 133 100% 

  

  

  YEARS OF 

EDUCATION 

Canada Brazil 

Freq (%) Freq (%) 

Less than 11 18 5% 22 17% 
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 11 - 13 205 53% 92 69% 

 14 - 16 153 39% 12 9% 

 17+ 10 3% 7 5% 

Missing 2 1% 0 0% 

Total 388 100% 133 100% 

  

  

EMPLOYMENT 

Canada Brazil 

Freq (%) Freq (%) 

I have not worked so 

far 26 7% 55 41% 

Less than one year 77 20% 56 42% 

 1 - 2  61 16% 9 7% 

 3 - 4  164 42% 6 5% 

5+ 58 15% 7 5% 

Missing 2 1% 0 0% 

Total 388 100% 133 100% 

 

 


