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Compliments are conducive to social interactions and communications. However, cross-cultural research on compliment giving and

acceptance has mostly been anecdotally studied by social linguists. In this work, we use self consturals as a proxy to study cultural

difference in compliment acceptance, its psychological underpinnings (Study 1) and to examine its implications in brand usage

contexts (Study 2 and 3).
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gameplay.  We created a common two and half minute non-violent segment to which we interspersed one minute of additional footage cor-
responding to the condition.  All clips were designed to be equally exciting and the latter two clips were designed to be equally violent.  The 
final clips used the same 30 second introduction, had a common (arousing) soundtrack, and were three and a half minutes long.  The primary 
dependent variable was attitude towards the videogame (measured by five items, α = .93).

ANOVA revealed a Gender by Violence interaction (F(2, 154) = 3.36, p < .05).  Follow-up analyses within gender revealed that women 
liked the game less when it contained any violence (MNo Violence = 3.19 vs. MHigh Dominance = 2.36 vs. MLow Dominance = 2.60; only the first mean dif-
fered from the others), whereas men liked the game less only when the protagonist was dominated (Ms = 4.16 vs. 4.34 vs. 3.56; only the 
latter mean differed from the former).  Violent content did appear to lower attitudes, except in men when the violence portrayed high levels 
of protagonist domination.

ExPERIMENT 3
Experiment 3 was designed to investigate the role of justice in the enjoyment of violence.  Participants read a (made-up) passage from a 

book that described a scene of intense violence enacted by one man on another.  Violence was manipulated by providing physical details of 
the violent acts versus simply naming the acts (e.g. “castration” versus a description of it).  We manipulated the justice motive by including 
a very brief reference that suggested the “victim” was responsible for the death of the enactor’s wife, leading to a 2 (Violence) x 2 (Justified) 
x 2 (Gender) between-subjects design.  The primary dependent variable was attitude towards the book (three items, α = .93).  An ANOVA re-
vealed a marginally significant three-way interaction (F(1, 95) = 2.81, p < .10).  Follow-up analyses indicated that within men, higher levels of 
violence led to more positive attitudes only when the violence was justified (Ms = 3.60 vs. 2.52; F(1, 95) = 3.45, p < .07).  Within women, at-
titudes towards the book were uniformly low, but increased with low levels of justified violence (Ms = 1.50 vs. 2.59; F(1, 95) = 6.27, p < .05).

Overall, our results suggest that men, but not women, approach violent content in media.  The violence itself, however, appears to reduce 
enjoyment in both men and women unless it satisfies some other motive.  Both men and women enjoyed violence that satisfied the justice 
motive, although they responded to quite different forms of violence.  Men enjoyed extreme justified violence; women only enjoyed reduced 
forms of justified violence.  Only men enjoyed vicarious domination, although it was, at least in our experiment, equally offset by negative 
reactions to the violence itself.
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I Love Your Gucci Glasses, You Have Taste vs  I Love Your Joe Glasses, You are Smart 
The Role of Self Construal and Brand Status in Compliment Appreciation
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Pingping Qiu, Monash University, Australia

Compliments are conducive to social interactions and communications. Little research has been done to examine the psychological un-
derpinnings of the observed cultural differences in compliment giving and acceptance. Even more scarce attention has been given to extend 
research on compliments to consumer contexts and study the impact of compliments related to brand usage on consumers’ evaluations and 
preferences of the focal brand. Our work set out to study cultural difference in compliment appreciation (Study 1) and further investigate its 
implications in brand usage contexts (Study 2 and 3). 

CULTURAL DIFFERENCE AND COMPLIMENT APPRECIATION 
Self construals are often used as a proxy to uncover cultural differences: how individuals classify or perceive themselves according to the 

constituted cultural values they follow (Singles & Brown, 2001). In North American culture, there is a reliance on the natural separateness of 
distinct persons. The normative imperative of this culture is to become independent from others and to determine and convey one’s unique at-
tributes (Markus & Kitayama, 1991, see also Triandis, 1995). However, Asians cultures have interdependent self-concepts that emphasize the 
connectedness between themselves and others (Morris & Peng, 1994; Hong et al., 2000).   North Americans, who typically have independent 
self-construals, are likely to view social compliments as a matter of personal choice, indicative of compliment givers’ genuine liking of self, 
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therefore, are more likely to appreciate social compliments. Individuals with interdependent self construals view compliment givers as more 
likely to have ulterior motives (Park, 1998). 

Therefore we propose that individuals with independent self construals are more likely to appreciate social compliments than those with 
interdependent self construals. We further propose that the difference in independent and interdependent individuals’ reaction toward social 
compliments are due to perceived sincerity of the compliment givers. As a result, perceived sincerity of social compliments mediates the re-
lationship between self construals and compliment appreciation. We test these propositions in study 1. We predict that brand status moderates 
the relationship of self construal and compliment appreciation. Interdependent individuals will feel less appreciative than self interdependent 
individuals when receiving a compliment about their low brand status (Study 2). We further propose that interdependent individuals may 
perceive the compliment on brand usage when brand status is low to be less sincere, which mediate the relationship of the interaction of brand 
status and self construal and  compliment appreciation (study 3). 

Study1 
Study 1 examined the impact of self construal on social compliment appreciation and the mediating role of perceived sincerity of the 

compliment giver. 175 undergraduate students in a major Canadian university participated in the study for course credit. They were asked to 
read a general compliment scenario. Then they filled out a survey measuring their appreciation of the compliment with2 items (appreciation 
& grateful α = .73), perceived sincerity of the compliment giver with single item and their cultural orientations with 24 items Self-construal 
scale (Singelis, 1994), self-independent 12 items (α = .76) and self-interdependent 12 items (α = .79). 

Since our goal was to test the differences between independent and interdependent self-construal individuals; we focused on participants 
who score higher than the average score on either independents or interdependent and a relatively low score on the other.  Accordingly, we 
eliminated participants who score higher (lower) than the average score on both independents and interdependent scale. This procedure en-
abled us to use data from 79 participants, 41 independent, 38 interdependent. 

ANOVA tests on dependent variables confirmed our expectation that high independent individuals were more likely than interdependent 
individuals to felt more appreciated when receiving a compliment (F = 2.915, p = .09), and perceived the sincerity of the compliment giver 
to be higher (F = 8.292, p < .05) (Table 1a). Simple mediation analyses revealed that perceived sincerity mediated the relationship between 
self-construal and appreciation of social compliments (Table 1b). 
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Table 1a. Study 1 ANOVA Results 

 Self- Construal F value p value Independent  Interdependent 
Appreciation 6.065 5.68 2.915 .09 * 
Perceived sincerity 5.826 5.062 8.292 .013** 

• * <.09 Marginally Sig. 
• **< .05 

Table 1b. Study 1 Simple Mediation Analyses 
 

MD Path Step b SE t p 
Perceived sincerity 1 c .378 .221 1.707 .096 

2 a .764 .294 2.594 .013 
3 b .316 .106 2.980 .005 
4 c’ .161 .226 .714 .480 

Soble Test:  
 

                                            Z  Sig (p-2tailed) 
                                   1.9588               0.050 

 
Table 2a. Study 2 Manipulation Check  

 Brand status  F value p value Low (Joe) High (Gucci) 
Brand perceived to be 
prestigious  

3.258 5.031 23.123  .000*** 

Brand perceived to 
have high status  2.849 5.250 34.351  .000*** 

• **< .05 
• ***<.001 

 
Table 2b.  Study 2 (Self-Construal * Brand Status) 

 
Dependent variable Brand Status* Self-Construal F value F value p value 

 
Appreciative 

High Independent 4.36 3. 107 .09* 
Interdependent 5.43 

 
Low 

Independent 5.9 3.50 .07* 
Interdependent 5.00 

• **< .05 
• ***<.001 

 
 
 
 
 
 
 
 
 
 
 
 

Study 2  
We intended to examine the moderator effect of brand high status on feeling of appreciation when receiving social compliment.  In 

study 2 we run 2 (self construal: independent vs. interdependent) x 2 (brand status: high vs. low) experimental design.  80 university students 
participated in exchange for partial course credits. They were asked to read a scenario where a compliment was made about Gucci (Joe) sun-
glasses. The dependent variables and self construal scales were identical as in Study 1. For manipulation check, ANOVA tests on brand status 
variables were significant. Compared to Joe brand, Gucci is perceived to be more prestigious (F = 23.123, p = .000) and to have higher status 
(F = 34.351, p = .000) (Table 2a). ANOVA tests on dependent variables (appreciation) showed significant interaction effect of brand status 
and self construal, suggesting that independent self construal (vs. self interdependent construal) are more appreciative to compliment when 
they receive it on low brand status and less appreciative when they receive it on high brand status (Table 2b).  
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Study 3 
We intended to examine the effect of self construal and brand status interaction on compliment appreciation and also test the mediation 

role of perceived sincerity. 64 undergraduate students in a major Canadian university participated in the study.   We used the binary regression 
tool to categorize the indicators of self construal and brand status. The following is a description of the binary variables:  

ANOVA test resulted in a significant interaction of brand status and self construal as in Study 2, suggesting that independent individuals 
are more appreciative of brand compliment than interdependent when focal brand has low status (M =5.92 vs. M =5.00). Also, our findings 
indicate that perceived sincerity partially mediate the relationship of self construal and brand status interaction on compliment appreciation 
(Table 3). 
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Table 3. Study 3 ANOVA Results 
Mean effect 

 
DV: Appreciation 

 
F value 

 
p value 

Self-Construal .037 .848 
Brand Status 2.057 .158 
Self-Construal * Brand Status 6.516 .014** 

 
Simple Mediation 

DV: Appreciation 
 

                                                                                                 F value               p value                  
Self-Construal .804 .374 
Brand Status .831 .366 
Self-Construal * Brand Status 5.890 .019** 
Perceived sincerity  11.549 .001*** 

• **< .05 
• ***<.001 

 DISCUSSION
Our next step is to replicate our research with participants from different cultures. In addition, we plan to employ interpersonal en-

counters to add external validity to our scenario studies. Further, we will explore self construal effects on brand related variables (e.g. brand 
attachment, loyalty and discover if appreciation compliment effects brand relationship.   
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Unveiling the Underlying Mechanism for the Matching Effect between Construal Levels 
and Message Frames: How and Why Do Matches between Gain versus Loss Frames and 

Construal Levels Enhance Persuasion?
Yun Lee, University of Iowa, USA

Jing (Alice) Wang, University of Iowa, USA
Catherine A. Cole, University of Iowa, USA

This research investigates how and why different construal levels and different appeal frames jointly influence persuasion. We contend 
that individuals using high-level consturals preferentially pay attention to appeals framed by gains, whereas those using low-level construals 
selectively focus on appeals framed by losses, and thus this matching should impact persuasion. This perspective has yet to be investigated 
directly. Its consequences as well as the specific mechanism underlying these consequences are still to be unveiled. Thus, the current research 
addresses this gap. In what follows, we briefly review relevant literatures. We then report three sets of experiments and conclude with a brief 
discussion of contributions of this research.

Construal Level, Message Frames, and Functional Matching Mechanisms
Construal level theory (CLT) posits that when people use different levels of construal, they selectively include and exclude relevant 

or irrelevant features of an attitude object (Fujita et al. 2006a). Specifically, high-level construals preferentially capture abstract and global 
features of an attitude object, but low-level consturals, preferentially capture its concrete and local features.(Liberman and Trope 1998).  

A closer look at the message framing literature offers some insight into how message frames are linked with different levels of construal. 
For example, research on message frames has demonstrated that loss frames are more persuasive when individuals process them locally 
(Förster and Higgins 2005), more in-depth (Block and Keller 1995; Shiv et al. 1997) and in details (Maheswaran and Meyers-Levy 1990), 
whereas gain frames are more persuasive when people process them globally (Förster and Higgins 2005) in less details (Maheswaran and 
Meyers-Levy 1990; Shiv et al. 1997).

Given these findings suggesting that gain- versus loss frames are related with the features of high- versus low-level construals, I argue 
that individuals using high-level construals are more likely to attend to gain-framed appeals, whereas those using low-level construals are 


