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SESSION OVERVIEW
With the emergence of China and India as drivers of global 

growth there has been a corresponding increase among Western com-
panies to market effectively to consumers in these countries (Ecker, 
2008; Tse, 2010).  Global marketers often guide their market deci-
sions by contrasting the more collectivist orientation of Easterners 
with Westerners’ individualist orientations (Shavitt, Lee & Torelli, 
2008). Building on the notion that Easterners and Westerners differ 
in their conceptions of individual versus collective autonomy (Me-
non et al., 1999), this symposium sheds light on how these culturally-
patterned conceptions of autonomy shape people’s judgments and 
behaviors. In doing so, we uncover the psychological mechanisms 
underlying people’s tendencies to: a) switch brands when facing 
unsatisfactory product experiences, b) favor brands that symbolize 
individual autonomy, and c) rely on bribery as a business tool for 
gaining competitive advantage. 

The first paper by Ng, Kim & Rao examines how Westerners’ 
(Easterners’) emphasis on individual (collective) autonomy affects 
their attributions and degree of counterfactual thinking, and their 
subsequent brand-switching intentions. In three studies, the authors 
demonstrate that for East Asians (Westerners), brand-switching in-
tentions were higher (lower) when encountering an unsatisfactory 
product experience attributed to an exercise of individual versus col-
lective autonomy (i.e., an individual vs. a group choice). In contrast, 
East Asians (Westerners) exhibited lower (higher) brand-switching 
intentions when the unsatisfactory product experience was attrib-
uted to the failure to exercise individual versus collective autonomy. 
Furthermore, the effect of unsatisfactory product experiences due to 
an exercise (or lack thereof) of a culturally-nurtured conception of 
autonomy on brand switching was mediated by the experience of 
counterfactual thinking and regret. 

The second paper by Keh, Torelli, Hao & Chiu investigates 
how younger, educated Chinese consumers evaluate different types 
of translations (semantic, phonetic, and phonosemantic) of Western 
brand names, as a function of their symbolism of individual auton-
omy values as well as consumers’ own cultural value priorities. Re-
sults from two studies demonstrate that young Chinese consumers 
are more likely to infer individual autonomy values from phonetic or 
phonosemantic brand name translations than from semantic transla-

tions, particularly for products with high and very high levels of val-
ue-expressiveness. In addition, semantic and phonosemantic transla-
tions create the favorable impression that the marketer is sensitive 
to Chinese culture. As phonosemantic translations benefit from both 
kinds of effects, they are the most favorably evaluated. Findings also 
reveal that phonetic translations are evaluated more positively than 
semantic translations, indicating that the effect of value inference is 
stronger than that of marketer cultural sensitivity. This is corrobo-
rated by findings showing that consumers who endorse autonomy 
values attribute higher levels of value congruence to the phonetic and 
phonosemantic brand name translations and hence like them better.

The final paper by Mazar and Aggarwal investigates the extent 
to which a lowered sense of personal responsibility fostered by a 
collective conception of autonomy influences the likelihood to bribe 
when entering a foreign market. In a business to business context, 
three studies find a significant effect of the degree of collectivism 
versus individualism present in a national culture on the propensity 
to offer bribes abroad. Furthermore, the effect is mediated by the 
lowered sense of personal responsibility. Together, the results sug-
gest that the collective conception of autonomy nurtured in collec-
tivist cultures promotes the propensity to offer a bribe in a business 
exchange through lower perceptions of personal responsibility for 
one’s actions.

This session discusses very important issues in cross-cultural 
consumer behavior and presents the completed work from three pa-
pers. In keeping with the theme of ACR 2011, this session ‘connects’ 
research on culturally-patterned conceptions of individual versus 
collective autonomy to inform marketing researchers about the psy-
chological mechanisms underlying cultural patterns of judgments 
and behaviors in the global marketplace. We anticipate this session 
will attract not only those interested in global, specific marketing is-
sues (e.g., branding, advertising), but those interested more generally 
in cross-cultural consumer behavior.  We will save 20-25 minutes for 
Ana Valenzuela, an expert in cross-cultural psychology, to discuss 
the presentations and to receive questions from the audience. Dr. Va-
lenzuela will spend a few minutes integrating the implications of the 
three streams of research to bridge connections between the current 
projects and will provide a roadmap for future research. She will then 
moderate questions and comments from the audience.

“Sins of Omission and Sins of Commission: Differences 
in Brand-Switching Intentions Due to Culturally 

Different Theories of Agency”

ExTENDED ABSTRACT
People naturally make mistakes. When events unfold in an un-

savory fashion, humans experience regret and mentally picture how 
those events could have unfolded differently, if they had either by 
acted differently, or if they had not acted in a manner that led to the 
unsavory outcome. Such counterfactual thinking can lead to a modi-
fication of the individual’s future behavior (Roese 1994).

Recent advances in psychology have documented cross-cultural 
differences in the construal of agency (Menon, Morris, Chiu, and 
Hong 1999; Morris, Menon, and Ames 2001). In Western cultures, 
individualism is emphasized, while in Eastern cultures collectiv-
ism is emphasized. This difference in emphasis of individual versus 
group action has an impact on the degree of counterfactual thinking 
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that individuals might experience. That is, Westerners might experi-
ence counterfactual thinking to a greater degree due to their indi-
vidual behavior, while Easterners might experience counterfactual 
thinking to a greater degree due to their group’s collective behavior. 
Such differences in counterfactual thinking have implications for 
perceptions of regret and the intention to change behavior in the fu-
ture. We examine this issue in a consumption context by varying cul-
tural orientation, action or inaction as the cause of a regret-inducing 
purchase, and whether the individual or group was the agent making 
the original purchase decision; our dependent variable is people’s 
brand- switching intentions as a result of the regret-inducing pur-
chase experiences.

In study 1, we examined our core premise that Eastern and 
Western cultures differ in the extent to which individuals or groups 
are perceived to engage in action. To this end, a 2 (Cultural prime: 
Chinese vs. US prime) ´ (Decision Unit: Individual vs. Group) be-
tween-subjects experiment was conducted. In order to manipulate 
different cultural orientations, we employed cultural priming (Chen, 
Ng, and Rao 2005; Ng and Houston 2006). In addition, we varied the 
decision context (a decision to adopt a new medicine) by stipulating 
that the decision was to be made either individually or collectively 
among a group of medical patients. An ANOVA run on consumers’ 
propensity to act (i.e., choose the new medicine) revealed a signif-
icant two-way interaction (F(1, 55) = 6.54, p < .05), indicating a 
greater expectation for the individual to act in the US culture and 
greater expectation for the group to act in the Chinese culture. These 
results corroborate the idea that people’s implicit theories of indi-
vidual versus group agency vary across culture.

In study 2, we tested our main hypotheses by examining the 
degree of counterfactual thinking and brand-switching intentions. 
For this purpose, we employed a 2 (Cultural prime: Chinese vs. US 
prime) ´ 2 (Frame: Action vs. Inaction) ´ 2 (Decision Unit: Individual 
vs. Group) design, in the context of a computer purchase for a per-
sonal or family business. First, the ANOVA run on the number of 
counterfactual thoughts revealed a significant three-way interaction 
(F(1, 275) = 27.13, p < .01). Further analyses involving contrasts 
showed that Chinese-primed participants generated more counter-
factual thoughts when the negative event occurred as a consequence 
of the individual’s (vs. the group’s) action (F(1, 275) = 4.26, p < 
.05). Conversely, US-primed participants generated more counter-
factual thoughts when the negative event occurred due to actions of 
the group (vs. the individual; F(1, 275) = 15.76, p < .01). Similarly, 
participants in the Chinese prime condition generated more counter-
factual thoughts when the group (vs. individual) failed to act (F(1, 
275) = 5.21, p < .05), whereas the opposite was true for US-primed 
ones (F(1, 275) = 3.28, p < .09). These results indicate that individu-
als’ propensity to experience counterfactual thinking due to an action 
or inaction changes when the domain of decision-making shifts from 
the individual to the group.

The same analysis on brand-switching intentions also revealed 
a similar set of findings (F(1, 275) = 17.31, p < .01). Specifically, 
brand-switching intentions were higher among Chinese-primed par-
ticipants when the sub-par outcome occurred due to the individual’s 
(vs. group’s) actions (F(1, 275) = 3.58, p < .05), while failure due to 
group inaction led to greater brand-switching intentions than failure 
due to individual inaction. In contrast, US-primed participants ex-
hibited the opposite pattern. Moreover, meditational analysis using 
the bootstrapping method confirmed the indirect effect of counter-
factual thinking on brand-switching intentions.

Study 3 replicated the finding of study 2, using a different con-
sumption context (i.e., investment brokerage firm). Similar to study 
2, participants were asked to imagine that they encountered unsatis-

factory investment outcomes due to poor advice from their brokerage 
firm that had encouraged action (to sell their stocks) or had encour-
aged inaction (to not sell their stocks). The participants assigned to 
the group decision-making condition were asked to imagine that they 
were members of a finance team that invests in the stock market. In 
this study, we measured feelings of regret (as a proxy for counterfac-
tual thinking) and brand-switching intention (switching to another 
investment brokerage firm). As expected, the 2 (Cultural prime) ´ 
2 (Frame) - 2 (Decision Unit) ANOVA revealed significant three-
way interactions on both feelings of regret (F(1, 201) = 28.83, p < 
.01) and switching intentions (F(1, 201) = 31.83, p < .01). Further, 
it was found that feelings of regret mediated participants’ switching 
intentions. 

Taken together, the results provide converging evidence con-
cerning cultural differences in counterfactual thoughts and brand-
switching behavior due to differences in the expectations of group 
versus individual action and inaction. Theoretically, this research 
contributes to the emerging discipline of cross-cultural psychology 
and its application to consumer behavior. In particular, one novel 
advance includes identifying the role of the agent (the individual 
or group) who engages in an action (or stays passive), in the mani-
festation of regret. In addition, from a practical perspective, our re-
search is likely to be of value to organizations contemplating entry 
into growing Eastern markets (e.g., China and India), where brand-
switching intentions are shaped and formed differently than in the 
West, and where decisions are frequently made by groups rather than 
by individuals.

The Effects of Brand Translations and Their 
Cultural Symbolisms on Brand Evaluation among 

Young Chinese Consumers

ExTENDED ABSTRACT
A good brand name reduces the burden on marketing commu-

nications to build awareness and link brand associations, and plays 
a crucial role in influencing product evaluation and purchase deci-
sions (Keller, Heckler, and Houston 1998). Consequently, for glob-
al brands, failure to provide proper brand name translation in the 
local language may lead to disastrous results (Zhang and Schmitt 
2001). Due to language and cultural differences, brand name trans-
lation from Western languages into Chinese tends to be a difficult 
task (Zhang and Schmitt 2004). While many Western languages are 
phonographic, which uses either letters or syllables to represent the 
sound components of the spoken language, Chinese is a logographic 
language that is visually represented by 50,000 characters (Schmitt, 
Pan, and Tavassoli 1994).

There are three common ways of translating brand names into 
Chinese: by sound (phonetic translation), by meaning (semantic 
translation), and by sound plus meaning (phonosemantic transla-
tion). The present research examines how younger, educated Chi-
nese consumers evaluate these three different types of translations of 
Western brand names as a function of their symbolism of individual 
autonomy values as well as consumers’ own cultural value priorities. 

Specifically, we contend that different methods of brand name 
translations may elicit different cultural meanings, particularly 
among the younger, educated Chinese consumers who are highly fa-
miliar with both Chinese and Western cultures (Zhang 2010). Among 
these consumers, phonetic translations will directly remind of the 
brand’s Western origin and the dominant individual autonomy val-
ues in the West, whereas semantic translations that are decoded with 
reference to the Chinese language will call out associations with the 
conservatism values in Chinese culture (Schwartz 1992). Finally, a 


