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Enhancing consumer attitude toward culturally mixed symbolic products from foreign 

global brands in an emerging market setting: the role of cultural respect 

ABSTRACT 

 

The extant literature has not examined the conditions that govern integrative and exclusionary 

reactions to cultural hybrid products with sufficient detail. Within an emerging market setting, 

this study explores how culturally mixed symbolic products (CMSPs) from foreign global 

brands can avoid antagonistic consumer attitudes. Building on social categorization theory, 

we argue that foreign global brands are viewed as belonging to an out-group and may thus 

encounter difficulties in tapping local cultural capital, resulting in a negative relationship 

between brand globalness and consumer attitude toward CMSPs. However, we contend that 

product category moderates the above relationship such that there is a stronger negative effect 

for non-food products than for food-products. Moreover, we theorize that (a) cultural respect 

by foreign global companies directly enhances consumer attitudes towards CMSPs, and (b) 

cultural respect attenuates the negative brand globalness – CMSP attitude link. The above 

hypotheses are tested using a representative consumer sample from eight 

provinces/municipalities in China (n = 646). Results provide important implications for 

global companies on how to benefit from local cultural resources in their localization 

processes. 

 

 

Keywords: Global Brands; Culturally Mixed Symbolic Products; Emerging Markets; 

Perceived Brand Globalness; Product Local Iconness; Cultural Respect; Social 

Categorization Theory 
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Introduced in 2005, Starbucks moon cakes are one of the big success stories of the Seattle-

based coffee chain in China. However, they did not sell well initially. Only after combining 

“the mid-autumn festival theme with its coffee culture, creating a new kind of moon cake” 

(Wei 2015) did Starbucks manage to turn the product with the unusual Western taste into a 

desired consumer choice. From a marketing perspective, this mixing of two cultural elements 

in one product is an innovative and exciting strategy. It moves beyond simple adaptation of 

an existing product to the Chinese market to an integration of local iconic attributes into a 

new product. These include the moon cake itself (which can be traced back to the Ming 

Dynasty, 1368-1644), the special importance of “home” and the Chinese tradition of gift 

giving. The latter ones are the themes of a recent Starbucks advertising campaign for the 

moon cake (Zhang 2016). The local cultural heritage is combined with Starbucks attributes 

(e.g., the Mermaid logo and Starbucks flavors, which both have a global/Western appeal) into 

a successful new product: the Starbucks moon cake.  

 In the literature, cultural mixing refers to “the coexistence of representative symbols 

of different cultures in the same space at the same time” (Hao et al. 2016, p. 1257) and has 

been studied in relation to cultural icons (Chiu and Cheng 2007), brand names (Hao et al. 

2016), and products (Cui et al. 2016; Peng and Xie 2016). We define a culturally mixed 

symbolic product (CMSPs) as a product that blends culturally rooted local symbols with a 

foreign brand’s global symbols. Unlike adaptations of existing products, CMSPs are 

generally designed specifically for a local market. Thus, CMSPs exclude products with 

simple adaptations to local tastes (e.g., special Starbucks Frappuccino flavors) and products 

with localizations that can be easily adapted to different markets (e.g., a Starbucks mug 

depicting images from a certain country or city). Such products either lack the symbolic 

elements or merely add some local nuances to a global prototype (see Table 1 for more 

examples).  
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[-------Insert Table 1 here-------] 

 CMSPs are relevant to international marketing scholars and managers alike, because 

they can evoke two possibly contrary consumer reactions. One is a positive consumer 

attitude, such as enhanced perception of product creativity, resulting from integrative 

responses (e.g., Chiu et al. 2011; Peng and Xie 2016). Another is an antagonistic attitude of 

consumers towards CMSPs, also referred to as an exclusionary reaction (Torelli et al. 2011), 

that can result from concerns of cultural erosion or even cultural contamination (Chiu et al. 

2011; Torelli et al. 2011). Although consumers are capable of integrating theoretically 

opposed processes (Steenkamp and de Jong 2010), the two opposing consumer reactions to 

CMSPs have never been studied jointly in previous research (Table 2). As a result, little is 

known about the underlying processes of the two types of consumer reactions and the 

boundary conditions necessary for these effects. This gap in the existing literature needs to be 

filled in order to advance theory and offer useful guidance for managers. 

While two streams of research, namely standardization/adaptation and global/local 

brand positioning, are related to the phenomenon of CMSPs, neither has examined the 

conditions that govern integrative and exclusionary reactions with sufficient detail. The 

standardization research regularly considers standardization or adaptation of an existing 

product as two extremes of the same continuum and examines factors that affect the degree of 

standardization/adaptation (e.g., Krautz and Hoffman 2017; Papavassiliou and 

Stathakopoulos 1997; Westjohn and Magnusson 2017). As such, this stream of literature has 

overlooked benefits and drawbacks of a hybrid positioning strategy, formed by strong 

elements of both global and local symbolism.1 While few studies in the literature on global 

and local iconic positioning move beyond such an adaptation-standardization continuum (e.g., 

Xie, Batra, and Peng 2015; Heinberg, Ozkaya, and Taube 2017), they largely address 

consumer perceptions of local brands globalizing exclusively (e.g., Özsomer 2012; Swoboda, 
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Pennemann, and Taube 2012; Winit et al. 2014) and overlook global brands employing 

cultural adaptations (one notable exception being Sichtmann, Davvetas, and Diamantopoulos 

2018). This gap in the literature has prompted a recent call for research to address the 

“hybridization of cultural products” (Gürhan-Canli, Sarial-Abi, and Hayran 2018, p. 110). 

The purpose of the present study is thus to investigate consumers’ integrative and 

exclusionary reactions to CMSPs simultaneously and to explore boundary conditions that can 

mitigate consumers’ exclusionary reactions. We aim to fill the gaps in the existing literature, 

advance insights into the mechanism through which the two types of consumer reactions 

shape the attitude towards CMSPs, and explore how foreign global brands can mitigate 

consumers’ exclusionary reactions to CMSPs in emerging markets. Specifically, we seek to 

contribute to the literature in several ways. First, rather than studying consumers’ integrative 

and exclusionary reactions separately, like prior studies (Table 2), we investigate the two 

types of consumer reactions simultaneously and show that indeed both reactions can coexist 

and that their processes are connected. As such, exclusionary and integrative reactions 

towards CMSPs can be understood as two sides of the same coin as they are linked by a 

common mediator: product local iconness. We employ social categorization theory to 

establish that foreign global brands possess an out-group character. Building on this idea, we 

develop a general framework to show that, while exclusionary reactions are manifested in a 

negative relationship between brand globalness and CMSP attitudes, integrative reactions like 

perceived creativity and ascribed cultural respect exhibit a positive effect on CMSP attitude. 

Cultural respect was not previously discussed as an integrative process of cultural mixing, as 

the extant literature has focused solely on perceived product creativity (Peng and Xie 2016).  

[-------Insert Table 2 here-------] 

Second, we investigate product category as a contingency condition for exclusionary 

consumer reactions towards CMSPs. Product category has already been suggested as a potent 
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moderator in the global branding literature (e.g., Davvetas and Diamantopoulos 2016; 

Özsomer 2012). However, its potential effects regarding the out-group character of global 

brands are yet to be investigated. We demonstrate that the negative mediation of brand 

globalness – product local iconness – CMSP attitude is diminished in the case of food 

CMSPs and thus provide important guidance for global managers as they strive to employ 

both global and local cultural resources to develop effective marketing strategies. 

Finally, we bring a new variable, namely cultural respect, into research on global 

branding and theorize that it is not only a driver of attitudes towards CMSPs but also a 

moderator for the exclusionary consumer reaction. Despite some work related to human 

resource management or services (e.g., Conway and Swift 2000; Peltokorpi and Froese 

2014), to the best of our knowledge, ascribed cultural respect has not received much attention 

as a positive aspect of product adaptations in the international marketing literature. According 

to our theoretical argument, consumers consider the motivation of companies for introducing 

CMSPs. We argue that embedding local symbols may evoke the feeling of a deep 

understanding and respect of the host country’s culture by the foreign global brand. A local 

style of product design, or allusion to local stories in packaging and communication may 

stress cultural empathy and respect and thus diminish the out-group character of global 

brands, reducing exclusionary consumer reactions to CMSPs.  

The remainder of this article is organized as follows. We first present a pilot study to 

extract the major themes linked to CMSPs in our research context. Next, we briefly elaborate 

the overarching theory of our study, social categorization theory. After that, we develop 

research hypotheses based on the theory and the exploratory pilot study. We then test the 

research hypotheses in our main study, which is conducted in China. We conclude with a 

discussion of the findings and their theoretical and managerial implications. 
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PILOT STUDY 

 

CMSPs are not well-understood in the international marketing field. In light of the 

novelty of CMSPs, we first conduct qualitative interviews to learn the beliefs, feelings, and 

attitudes of interviewees related to CMSPs and to better understand the phenomenon. In-

depth interviews are particularly valuable to orient oneself to a new research field and to 

“identify the appropriate variables and relationships” (Laurent 2000, p. 181), which then can 

be tested in a quantitative study. The purpose of our pilot study is twofold: (1) to explore how 

consumers view CMSPs in a consumption setting; and (2) to extract the most frequently 

mentioned themes concerning CMSPs so as to provide a guide for the main study.  

Method 

We conducted ten individual interviews. The selected interviewees were educated 

urban Chinese consumers aged 26-42 (Web Appendix 1). Generally, these consumers are 

familiar with foreign global brands and pay attention to new product offerings such as foreign 

products featuring Chinese cultural elements. The interviews were conducted face-to-face in 

locations where interviewees feel comfortable such as meeting rooms in libraries or quiet 

corners in coffee shops. After obtaining approval from interviewees, the interviews were 

recorded. We used pictures to facilitate the association elicitation of interviewees (Miles, 

Huberman, and Saldana 2014). At the onset of the interviews, the interviewer first presented 

a series of pictures depicting CMSPs in a randomized order to each interviewee. The choice 

of products was based on three criteria: products needed to (1) belong to an established 

foreign global brand; (2) have had a market presence for at least two years; and (3) be clearly 

assigned to either food or non-food categories (e.g., clothes, shoes, watches, etc.) (Web 

Appendix 2 develops the rationale behind each criterion). Based on these criteria, we chose 

ten pictures depicting the following products: Starbucks moon cake, HP Peony laptop, Adidas 
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shoes with jade ring, Swatch Chinese ink painting watch, Swarovski Peking Opera thematic 

necklace, KFC Youtiao (fried bread), Ferrari “Song Dynasty’s Ge-kiln” sports car, Barbie 

girls in Chinese brides’ traditional costume, Häggen-Dazs ice-cream hot pot, Burberry Fu 

scarf.  

 After showing these products, the interviewer first discussed the products that 

interviewees were familiar with, based on a semi-structured interview guide (Marschan-

Piekkari and Welch 2004). We were especially interested in participants’ knowledge, 

experience, feelings and attitudes concerning CMSPs. After that, interviewees were invited to 

also look at the other products again and consider more general questions (e.g., what is the 

company’s intention for introducing such products, what are their future prospects, are there 

any differences among these products). Following the interview, participants were debriefed 

with a short explanation of our research objectives and each received a small gift (valued 

about 20 USD). After the interview, the recordings were fully transcribed into written form, 

resulting in a script of about 20,000 Chinese words. The transcript was complemented by 

inserting notes on the way interviewees expressed particular statements (Marschan-Piekkari 

and Welch 2004). Afterwards, the transcripts were content-analyzed, first on a within-case 

analysis, focusing on each respondent separately, and then across respondents to compare 

common themes (Miles, Huberman, and Saldana 2014). 

Themes Extracted 

Cultural Respect as Triggering Integrative Responses. Respondents recognized the 

creative aspect of CMSPs and referred to them as “unique” (male, 38 years old), “novel” 

(female, 39 years old) or “innovative products” (male, 27 years old). However, beyond this 

enhanced creativity, interviewees intriguingly also considered the motivation of firms for 

such new product launches. They unanimously concluded that CMSPs are, at least partially, a 

gesture of cultural respect to Chinese culture. One respondent (male, 36 years old) remarked 
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for example, “When foreign firms use Chinese cultural elements in their products, they try to 

tell consumers that they are interested in our market, attaching great importance to Chinese 

culture and make efforts to be culturally respectful. To me, it is definitely a good thing.” 

 Importantly, respondents connected the respect for their own culture with localization 

efforts of the global firm. As another respondent (female, 43 years old) pointed out, “by 

absorbing Chinese cultural elements into their new product design, I think they are trying to 

show that they really care about us, and they show respect to our culture.” Respondents 

often referred to this expression of respect through symbolic localization as Jiediqi (grounded 

in the local context) by the global company (male, 36 years old; male, 39 years old). In other 

words, CMSPs help to ground global brands by providing a local foundation to the product. 

The respectful way local symbols are embodied within CMSPs, therefore, seems to be an 

explanatory key for integrative responses towards this form of cultural mixing. 

 Exclusionary Reactions Possible, But Less Frequent. Quite interestingly, though the 

general attitude of interviewees was positive, a few critical comments were made by the 

interviewees. For example, one respondent (male, 36 years old) remarked that “Barbie comes 

from the West. If I only buy one Barbie for my 5-year-old daughter, I will definitely buy the 

Western style, the authentic one, not the Chinese one. The mixed one might be more for the 

purpose of collection.” Another interviewee (female, 43 years old) observed, in regard to the 

Burberry scarf, that the local element (a Chinese character) was bluntly added to the product, 

and that the Western design and the Chinese character do not combine well. As such, “it 

seems that the company does not really understand our culture, or it has not taken the mixing 

very seriously.” Both cases show that there might exist a global-local iconic antagonism; 

local iconic symbols might be inappropriately employed or just not integrate well with global 

brands. Indeed, according to the existing literature (e.g., Torelli and Ahluwalia 2012), 

exclusionary responses often result from cultural mixing; each culture activates a particular 



 

 

9 

 

schema and two schemas might be incompatible. However, it has also been remarked that 

such responses can be decreased by careful cognitive elaborations (Torelli et al. 2011). As 

such, it is not surprising that interviewees that were asked to intensely reflect on CMSPs 

might show a less negative reaction in general.   

 More Expectations for Cultural Mixing for Food Products. Being locally and 

culturally grounded, food represents a particular product category that demands more 

localization measures (Özsomer 2012). The interviewees were more familiar with culturally 

mixed food products (e.g., KFC Youtiao, Starbucks moon cake, Starbucks rice pudding, 

Häagen-Dazs moon cake) than with non-food products. They either consumed them 

frequently (KFC Youtiao) or have received them as gifts from friends previously (Starbucks 

moon cake, Häagen-Dazs moon cake). Importantly, respondents recognized that food 

products might be a special case. For example, one respondent (male, 27 years old) pointed 

out that CMSPs might be more successful for food compared to other products; “For foods, I 

like to try different things.” Other respondents emphasized that food brands need to be 

especially attentive to local habits to be successful. One respondent (male, 39 years old) 

remarked, “[…] food products are different. Wherever these brands go, they must adapt to 

the local culture. Foods are specific to ethnic groups, more than clothes or electronic 

devices.” As such food CMSPs might face a lower risk of exclusionary processes since 

consumers may be more open to and expect more cultural mixing in this product category. 

Discussion 

Interviewees reflected on both integrative and exclusionary attitudes towards CMSPs 

and it emerged that both processes might happen in parallel. For the integrative process, 

while some respondents stress the innovative/creative characteristics of culturally mixed 

products, the expression of cultural respect by foreign companies was a recurring theme in 

the interviews. In addition, we gained some preliminary evidence that consumer attitudes 
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toward CMSPs may depend upon the product category. To better understand the effects 

elicited from our qualitative study, we rely on social categorization theory, which will be 

briefly introduced below. 

 

CONCEPTUAL FRAMEWORK AND HYPOTHESES 

 

Theoretical Background 

According to social categorization theory, people categorize themselves in terms of 

groups they belong to (i.e., in-groups) or do not belong to (i.e., out-groups) to determine their 

social identities and their social belongingness (Tajfel and Turner 1979; Turner 1985). As 

individuals seek to achieve a positive self-image and a sense of self-worth, they often display 

an in-group favoritism compared to referent out-groups. For example, it has been found that 

in-group members are prescribed with more positive attributes, receive more support, and are 

allocated more rewards than out-group members (e.g., Gaertner et al. 1989; Tajfel 1970). 

Importantly, neither the groups nor the biases are set in stone. Former out-group members can 

be re-categorized to an in-group status or face less discrimination after cooperation between 

both groups (Gaertner et al. 1989). Moreover, respect shown by out-group members can 

increase the tolerance of in-group members (Simon and Schaefer 2018) and decrease the bias 

that in-group members hold against them (Simon, Mommert, and Renger 2015). 

 Research has shown that consumers form their self-identity and communicate to 

others through their brand choices (e.g., Fournier 1998). As such, the social cognition effects 

of the out-group / in-group categorization also translate to brands. In-group brands (i.e., 

brands associated with groups individuals feel a part of) are rewarded with favorable 

consumer attitudes, whereas out-group brands (i.e., brands associated with groups individuals 

do not feel a part of) receive less positive attitudes. Research has revealed that consumers 



 

 

11 

 

exhibit strong self-brand connections to in-group brands but weak self-brand connections to 

out-group brands (e.g., Escalas and Bettman 2005). Although preliminary research has 

indicated how out-group brand attitudes can be overcome, for example by a moral identity of 

the in-group (Choi and Winterich 2013), it is not clear what out-group brands can contribute 

to overcome the unfavorable attitudes from in-groups towards their products.  

 In the current research, foreign global brands and global companies are out-groups for 

local consumers. However, in the case of foreign global brands, such an out-group status does 

not imply that consumers hold negative image or quality perceptions toward global brands 

(Strizhakova and Coulter 2015; Xie, Batra, and Peng 2015). Even for consumer animosity, 

which presents an extreme case of social categorization, it has been shown that consumers 

can have unbiased quality judgements of out-group brands (Klein, Ettenson, and Morris 

1998). As foreign global brands outperform local brands in emerging markets in terms of 

brand image and quality, such an out-group bias would only show strongly in the marketplace 

if compared to local brands of similar image and quality (Dimofte, Johansson, and Ronkainen 

2008). At present, such local brands are rare in emerging markets; however, we have recently 

witnessed a surge in brand equity of emerging market brands and it has been predicted that 

the out-group status of foreign global brands in emerging markets will be revealed more 

openly in the future (Credit Suisse 2018). Indeed, the out-group status of foreign global 

brands has already been indicated by consumers disapproving the mixing of global and local 

elements (Heinberg, Ozkaya, and Taube 2017). However, by absorbing local cultural 

symbols in a respectful way, we anticipate that foreign global brands may overcome the out-

group bias of local consumers and in turn enhance consumer attitudes towards CMSPs. This 

argument is developed in greater detail below. 

Research Hypotheses Development 
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Exclusionary Reactions to CMSPs. The literature has long recognized the positive 

effects of a global brand positioning on product evaluations. Brand globalness, usually 

defined by a brand’s global reach and embodied consensus values of globalization (Özsomer 

2012), is known to enhance brand attitudes (Batra et al. 2000), and to foster brand quality and 

brand image perceptions which in turn enhance brand purchase likelihood (Steenkamp, Batra, 

and Alden 2003). However, the literature also reports some conflicting results. The link 

between brand globalness and prestige did not always cross the significance threshold in 

previous studies (e.g., Özsomer 2012). Moreover, Dimofte, Johansson, and Ronkainen (2008) 

argue that the association of brand globalness with quality might originate from a selection 

bias, because the global brands used in existing analyses are usually strong brands. 

 For CMSPs, we anticipate a negative relationship between brand globalness and 

consumer attitudes towards CMSPs, after controlling for established cognitive and affective 

effects associated with global brands (e.g., Xie, Batra, and Peng 2015). According to social 

categorization theory, consumers hold unfavorable attitudes towards brands associated with 

an out-group (Escalas and Bettman 2005). We argue that the more global a foreign brand is 

perceived, the more CMSPs will be seen as part of the out-group, which would lead to 

unfavorable consumer attitudes. 

 Concretely, foreign global brands may evoke feelings of perceived competition, or 

even threat to the local culture. Globalization presents challenges to emerging market 

consumers as it may lead to confusion about their cultural identity and alienation between 

generations (Heinberg, Ozkaya, and Taube 2017). Moreover, consumers are also directly 

vulnerable to globalization through threats like job losses (Hampson, Ma, and Wang 2018; 

Shimp and Sharma 1987). Thus, globalization may even cause consumers to perceive foreign 

brands as invaders to the local culture (Heinberg 2017). Applied to CMSPs, an exposure to 

symbols of two different cultures may lead consumers to attribute themselves more to the in-
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group, increasing the felt distance to the out-group (i.e., foreign global brands) (Chiu, 

Mallorie, and Keh 2009; Torelli et al. 2011). The mixing of home culture and a foreign/global 

culture might then result in strong exclusionary reactions like concerns of cultural erosion or 

cultural contamination (Chiu and Cheng 2007; Cui et al. 2016; Torelli et al. 2011; Yang et al. 

2016). Such responses to culturally mixed objects stem from an underlying fear of 

foreign/global cultures. Consumer reactions thus can be viewed as “emotional, reflexive 

responses evoked by perceived threats to the integrity and vitality of one’s heritage culture” 

(Chiu et al. 2011, p. 667). Therefore, we hypothesize: 

 

 H1: Brand globalness is negatively related to consumer attitude towards CMSPs. 

 

According to the above argument, the negative influences of brand globalness on 

attitudes towards CMSPs are rooted in an antagonism between the global positioning inherent 

in the foreign global brand (out-group brand) and the local symbolism of culture, heritage, 

and country embedded in the product (i.e., product local iconness; Özsomer 2012) and 

cherished by local consumers (in-group). This perceived antagonism among emerging market 

consumers has already been noted in the literature in the form of global company animosity 

or consumer reactance to the acquisition of local brands by global companies (Alden et al. 

2013; Heinberg, Ozkaya, and Taube 2016). Importantly, because of our focus on CMSPs, we 

are interested in product local iconness. As such, it is the product that is initially charged with 

local iconic attributes, not the brand. The brand itself is a global brand and feedback effects to 

brand perception would be another research avenue. Therefore, our approach is distinct to 

previous studies, which are mainly concerned with brand local iconness (e.g., Özsomer 2012; 

Steenkamp, Batra, and Alden 2003). Local iconness can be gained if objects are associated 

with symbols of local culture, heritage, and country (Özsomer 2012); a Cappuccino machine, 
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for example, may trigger an Italian cultural schema (Torelli and Ahluwalia 2012). As such, 

also CMSPs, which are built around local symbols, may enjoy such a local iconic status. 

Different from previous literature where brand globalness and localness were put in a 

parallel position (e.g., Steenkamp, Batra, and Alden 2003; Swoboda and Hirschmann 2016), 

we argue that they build a causal chain, connecting brand globalness, product localness and 

consumer responses. The logic to explain the causation is the antagonism between the foreign 

global brand and the local iconness of the product. Özsomer (2012) has taken a similar 

sequential logic, but from the opposite angle of local brands globalizing. We argue that the 

reason why brand globalness reduces the attitude towards CMSPs is that a global brand 

positioning decreases the symbolic value of the particular product as an icon of local culture. 

In other words, brand globalness has a negative effect on attitudes towards CMSPs, because it 

is an out-group brand that sells or creates an in-group product. As such, the mental boundary 

between out-group and in-group becomes mixed, leading to exclusionary reactions. Recent 

findings have shown that consumers in emerging markets view brands that are global and 

local iconic at the same time as less attractive than those that are either global or local iconic 

(Heinberg, Ozkaya, and Taube 2016). Other studies on culture mixing find similar 

exclusionary reactions (Chiu, Mallorie, and Keh 2009; Torelli et al. 2011). These consumer 

reactions may encompass an enlarged perceived distance between two cultures or concerns of 

‘cultural contamination’ (Cheon, Christopoulos, and Hong 2016; Yang et al. 2016).  

In summary, to test the chain of argument that the attractiveness of CMSPs of global 

brands is inhibited by the perception of a cultural antagonism of a foreign global brand (out-

group) and a local iconic product (in-group), we hypothesize:  

 

H2: Product local iconness mediates the negative relationship between brand 

globalness and consumer attitude towards CMSPs. 
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The global branding literature has long recognized that consumers jointly consider the 

origin of the brand and the product category (Davvetas and Diamantopoulos 2016; Özsomer 

2012; Strizhakova and Coulter 2015). One important reason for this joint consideration is that 

the social categorization introduced above applies not only to brands, but to product 

categories as well. Specifically, certain product categories may be associated more with the 

in-group than others (Aguirre-Rodriguez, Bóveda-Lambie, and Montoya 2014). Food, in 

particular, is commonly “regarded as the product category that is most often consumed in 

traditional and locally idiosyncratic ways” (Alden et al. 1999, p. 79). Johansson and 

Ronkainen (2005, p. 346), for example, find that the “globality of product categories” is 

lowest for snacks and processed foods. In fact, food is considered as something that is closely 

tied to local culture, lifestyles and tradition, and thus is more frequently positioned by 

highlighting local cultural elements (Alden, Steenkamp, and Batra 1999; Steenkamp 1997). 

Such efforts will lead to a higher perception of localness of food than other product 

categories, regardless of brand origin. Furthermore, this in-group association of food products 

is also driven by a stronger need for localization of food products. Freshness is a key quality 

attribute and evaluation criterion for food across countries. In fact, freshness is much more 

important than other evaluation criteria like ease of use, appearance, or the packaging for 

food products (Steenkamp 1997). Therefore, a certain amount of localization is inevitable for 

food categories, no matter where the brand originates from (van Mesdag 2000). In addition, 

localization of food products is also prudent for firms, since consumers at large may prefer 

food products from their own country to those from other countries (Gineikiene, 

Schlegelmilch, and Ruzeviciute 2016) and consumers view local brands superior to global 

brands in food categories, but inferior in non-food categories (Davvetas and Diamantopoulos 
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2016). The preference bias of consumers for local food again translates to a stronger 

localization of food products compared to non-food products.  

We argue that food CMSPs are viewed as closer to the in-group than non-food 

CMSPs; as such, the out-group bias (in our case the negative effect of brand globalness on 

product local iconness) is attenuated. The reason is that the food product category already 

demands a certain localization from global brands, and thus associates them more with the in-

group. For example, out-group parent brands with in-group product category extensions are 

perceived as more culturally fitting than in-group parent brands with an out-group product 

category extension (Aguirre-Rodriguez Bóveda-Lambie, and Montoya 2014). Therefore, the 

“misfit” between global and local symbols of CMSPs is perceived as less severe for food 

products and the bicultural exposure effect (Chiu et al. 2009; Torelli et al. 2011) would play a 

less relevant or even a non-significant role for food products. However, for non-food 

categories, the global brand image is connected to stronger out-group associations, feeding 

the antagonism of the global – local iconic perception.  

 The findings in our pilot study also support the above logic; interviewees are more 

likely to accept culturally mixed food products than those from other categories. Empirical 

research provides further evidence. A recent study has shown that products higher in value 

expressiveness like clothing or perfume have more pronounced effects of cultural mixing 

than products low in value expressiveness like mineral water or crackers (Keh et al. 2016). 

Another study has also demonstrated that the negative relationship between consumer global 

connectedness and local brand (relative to global brand) purchase is non-significant for food 

(Strizhakova and Coulter 2015). Therefore, we hypothesize: 

  

H3: The negative effect of brand globalness on product local iconness is stronger for 

non-food CMSPs than for food CMSPs. 



 

 

17 

 

 

Integrative Reactions to CMSPs. Cultural respect is defined as the extent to which 

global/foreign brands/firms skillfully and tactfully take account of local consumers’ feelings 

regarding local traditions, symbols, and cultural heritage in their company actions. Such 

respect represents an attitudinal appraisal or tactful embracing of local culture by an out-

group, in our case foreign global brands/firms. 

Drawing on social categorization theory, two theoretically distinct processes triggered 

by respect have been identified. First, respect expressed from the out-group may enhance the 

tolerance of the in-group towards the out-group (Simon and Schaefer 2018). Second, respect 

from the out-group may lead to a re-categorization of out-group and in-group (Simon et al. 

2015). These effects are theoretically distinct, as tolerance does not imply that “people give 

up their objections to out-group norms and practices but rather mutual accommodation.” 

(Verkuyten and Yogeeswaran 2017, p.72). Re-categorization as a common group, however, 

implies “a higher level of social inclusiveness” (Simon, Mommert, and Renger 2015, p. 617), 

which diminishes differences between in-group and out-group. In the following we argue that 

cultural respect may trigger both effects, whereas the former would lead to an increase of 

attitudes towards CMSPs, the latter implies a moderation of the negative out-group effects, 

which would result in an attenuation of the negative link between brand globalness and 

product local iconness. 

According to the idea of pluralism, successful integration consists of two processes, 

out-group members aspiring to become part of a larger collective (in our case the in-group) 

and the in-group to value and welcome diversity brought about by various out-groups (Glazer 

1997). Out-group respect plays a critical role in facilitating such integration because it 

triggers the reciprocal respect of the in-group and enhances their tolerance (Simon and 

Schaefer 2018). Verkuyten and Yogeeswaran (2017) established acceptance as a key 
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component of tolerance, indicating that out-group practices will be better accepted as a result 

of tolerance. Although social tolerance has been mainly studied in pluralistic societies where 

majority groups and minority groups interact, the out-group and in-group distinction is 

applicable to the marketplace where global/foreign brands encounter local consumers and 

local brands (Gineikiene, Schlegelmilch, and Ruzeviciute 2016). Empirical studies from the 

cultural mixing literature have provided initial evidence. From an individual’s cultural 

sensitivity point of view, a culturally polite advertising message may evoke the perception of 

the inflow of the foreign brand as a “polite visit” in the local community” (Li, Kreuzbauer, 

and Chiu 2015, p. 217) and bring about favorable consumer attitudes. Moreover, people tend 

to engage in a cultural protection mind-set and negatively evaluate culturally mixed products, 

when consumers perceive that the local culture is modified by a foreign culture (Cui et al. 

2016). Cultural respect of the out-group may then have the opposite effect, increase tolerance 

of the in-group, and lead to a cultural learning mind-set, which tends to view foreign cultures 

as resources that complement local culture (Leung and Chiu 2010). On the basis of these 

arguments and the preliminary findings of our pilot study, we hypothesize:  

 

 H4: Cultural respect is positively related to consumer attitude towards CMSPs. 

 

Further, we posit that product local iconness mediates the relationship between 

cultural respect and CMSP attitude. This reflects the idea of pluralism that sees integration of 

an out-group as a two sided process: a considerate move of the out-group towards the in-

group is mirrored by enhanced tolerance and acceptance from the in-group (Glazer 1997). 

The mediation hypothesis thus resembles this notion. If consumers perceive that CMSP 

introduction is motivated by cultural respect, we would expect that this process is facilitated 

by an attempt of the out-group, i.e., the global brand, to position its products to become more 
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locally appealing. As such, consumers may believe that the product is specially designed for 

local people, better fits local needs and tastes, and thus becomes more locally iconic. In other 

words, CMSPs can be viewed as introducing home culture into global products. 

 Additionally, as elicited from the interviews in our pilot study, global companies 

launching products with Chinese cultural elements are viewed to be on the ground. The 

Chinese phrase Jiediqi very well signifies the importance of being grounded in local context, 

not in abstract terms. Showing local responsiveness through CMSPs thus may help to better 

connect a global brand to local consumers. 

 All these arguments point to a positive relationship between cultural respect and 

product local iconness. Local iconness, in turn, may facilitate more positive consumer 

attitudes toward CMSPs. Products with higher local iconness possess rich cultural capital, 

help consumers identify with their local culture, and thus lead to more favorable consumer 

responses (Steenkamp, Batra, and Alden 2003; Özsomer 2012). Therefore, we hypothesize:  

 

H5: Product local iconness mediates the relationship between cultural respect and 

consumer attitude towards CMSPs. 

 

While the above arguments build on an increase in tolerance of in-group members 

triggered by cultural respect from out-group members (Simon and Schaefer 2018), we now 

turn to a second potential effect of cultural respect. Simon, Mommert, and Renger (2015) 

established that respect from out-group members facilitates re-categorization of the original 

in-group and out-group as a common group. This implies a lowering of distance towards the 

out-group (Choi and Winterrich 2013), instead of its mere tolerance. Re-categorization may, 

therefore, enhance the attractiveness of former out-group members (Gaertner et al. 1989). 
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 Applied to CMSPs in particular, such a re-categorization would imply that the out-

group bias would decrease when local consumers perceive the launch of CMSPs by foreign 

global companies as a gesture of cultural respect, leading to a reduction of the inherent 

tension and possible conflict between global and local cultures. As stated above, the 

exclusionary reactions toward CMSPs result mainly from consumers’ concern about local 

cultural contamination even erosion, viewing CMSPs as forms of cultural intrusion (Hao et al. 

2016). The perception of cultural respect may lower perceptions of cultural intrusion, as it 

diminishes the distance between out-group and in-group. 

On the basis of above arguments, we propose that the hypothesized negative 

relationship between brand globalness and product local iconness for non-food products is 

moderated by consumers’ perception of cultural respect. Thus: 

 

H6: For non-food products, cultural respect attenuates the negative link from brand 

globalness to product local iconness.  

 

The conceptual framework is presented in Figure 1. 

[------Insert Figure 1 here------] 

 

MAIN STUDY 

 

Assessment of Key Assumption 

China was selected as the context for our main study. China is in the focus of 

practitioners and scholars due to its market size and growth momentum (Kumar and 

Steenkamp 2013). Moreover, Chinese consumers are both keen on global brands and strong 

in cultural pride (e.g., Tian and Dong 2011). 
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 First we employed a pilot study to assess if our key assumption, that foreign global 

brands are indeed viewed as out-group brands, is correct. Building on the social distance 

scale from Bogardus (1933), we developed a three item seven-point scale of perceived social 

distance to brands (If you think of [brand] as a relative/neighbour/friend, please indicate how 

close you feel to it? (similar to very distant - close relative / neighbour at the other end of the 

street - next door / stranger - close friend) (Cronbach’s alpha = .895). We would expect that 

brands more ascribed with out-group characteristics are perceived as more socially distant 

than brands with in-group characteristics. We then selected five well-known foreign global 

brands (Adidas, KFC, Apple, Starbucks, and Nestlé) and paired them with their key local 

rival from the same product category (Lining, Yonghe King, Huawei, Zhangyiyuan teahouse, 

and Yili). Such a match is naturally imperfect, as most local brands still need to catch up with 

foreign global brands in terms of brand image and quality. However, by comparing the 

perceived distance of consumers to local and foreign brands, we can gain a first 

understanding if  foreign global brands are viewed as belonging to an out-group despite their 

potentially stronger positioning.  

We relied on an online panel from a reputable Chinese panel provider (n = 500). 

Respondents were between 18-55 years of age and originated from five cities, where all 

brands have a strong presence (Beijing, Shanghai, Guangzhou, Chengdu, and Tianjin). Each 

respondent was randomly allocated to one of the 10 brands, but was labeled as qualified only 

after he/she matched the brand with the correct product category. Results reveal, that local 

brands (M = 5.46) are viewed as significantly less socially distant than foreign global brands 

(M = 4.96), p < .001, indicating that foreign global brands are viewed more as out-group 

brands, while local brands are viewed as belonging to the in-group. Moreover, the difference 

between local and foreign global brands in terms of distance is still significant, when 

assessing non-food brands (p < .001) and food brands separately (p < .05). Finally, we relied 
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on a regression to examine if there is an interaction effect between origin and product 

category. In accordance with our theoretical argument, the interaction effect is significant (B 

= .496; p = .041), which suggests that foreign global food brands are indeed less ascribed 

with out-group characteristics than foreign global non-food brands. 

Product Selection 

A second pilot study with 48 MBA students in a business school of a prestigious 

university in Beijing was conducted to identify products that are viewed as culturally mixed 

by consumers. Students received extra credit for their participation. As general categories we 

included food and clothes (including accessories), because they were considered as culturally 

meaningful symbolic products in previous studies (Steenkamp and de Jong 2010; Strizhakova 

and Coulter 2015). In a first step, we selected six products with Chinese cultural elements and 

global brand names by scanning business magazines (three foods: KFC Youtiao; Häagen-

Dazs ice-cream hot pot; Starbucks moon cake; three non-foods: Adidas shoes with jade ring, 

Charlotte Olympia panda design high heels, Swatch Chinese ink painting watch). Second, we 

presented these products to respondents, provided a brief introduction of each product in 

random order, paired with a picture of the real product, and asked respondents to indicate to 

what extent they perceive the product as culturally mixed (seven-point scale:1=no cultural 

mixing at all, 7= highest degree of cultural mixing). Table 1 displays the means and 

significance test results of a t-test against the mid-value of the scale.  

From the above list, we chose two food products (namely Starbucks moon cake and 

KFC Youtiao) and two non-food products (namely Swatch Chinese ink painting watch and 

Adidas shoes with jade ring) for the main study, all of which were clearly perceived as 

culturally mixed products based on our pilot study. Charlotte Olympia panda design high 

heels and Häagen-Dazs ice cream hot pot were deleted because consumer ratings displayed 
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that the elements of cultural mixing might not be easily identifiable to consumers, as the 

mean value did not significantly exceed the mid-value of the scale. 

Sampling and Data Collection 

We aimed for a sample to resemble the diverse Chinese population and thus used 

quota sampling. Data was collected by TNS Global market research, which is one of the 

largest market research agencies worldwide and has a strong presence in China. Eight cities 

from eight different provinces/municipalities were selected to represent both the most 

developed 1st-tier cities (Beijing, Shanghai, and Guangzhou) and lesser-developed cities. For 

a better geographical distribution, the cities were picked from provinces representing four 

different regions of China (East, South, Northeast, and West. See Table 3).Trained 

professional interviewers used mall-intercepts to recruit participants for personal interviews; 

interviewers then read the questions to respondents and used a tablet to enter answers directly. 

The face-to-face interview process is costly, but is known to result in high-quality data 

(Malhotra 2011). The interviewer first asked respondents to rate their brand familiarity with 

KFC, Starbucks, Adidas and Swatch, then chose the brand respondents were most familiar 

with for the survey. The total number of respondents was 646 (KFC, 166; Starbucks, 172; 

Adidas, 162; Swatch 144). Sample characteristics are presented in Table 3.  

[------Insert Table 3 here-------] 

Measurement and Control Variables 

All our measurements were adapted from previous studies (see Table 4) and were 

assessed with seven-point Likert-type scales (1 = “strongly disagree,” and 7 = “strongly 

agree”). Specifically, we measured the dependent variable, consumer attitude towards 

CMSPs, using three items adapted from Till and Busler (2000). Perceived product local 

iconness and perceived brand globalness were measured with the established scales 

developed by Steenkamp, Batra and Alden (2003) with minor word modification: “brand” 
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was replaced by “product” for each item for local iconness (but not for globalness). The 

reason is that we are interested in the perception of the product and not in a possible feedback 

loop to the global brand as such. Finally, the variable cultural respect measures the extent to 

which the respondents perceive the introduction of a CMSP as an expression of cultural 

respect by the global brand. We adapted the measurement scale from Li (2013) who used it in 

an advertising context. To ensure idiomatic equivalence, we used the translation-back-

translation method (Steenkamp, Batra, and Alden 2003). 

[-------Insert Table 4 here-------] 

 First, we checked face validity by asking five marketing professors to assess our 

measures. For this, we provided short definitions of the constructs and our measurement 

scales. All items used were evaluated as “highly representative”, or “somewhat 

representative”, while no items were considered to be “not representative at all” (Katsikeas, 

Samiee, and Theodosiou 2006). Then, we performed confirmatory factor analysis to test our 

scales rigorously for validity, reliability, as well as possible bias. Standardized factor loadings 

of the four constructs are above the .7 threshold, or reasonably close (Hair et al. 2010). 

Cronbach’s alpha coefficients are well above the widely accepted thresholds (Bagozzi and Yi 

1988), as they range between .746 and .823. In support of convergent validity, the average 

variance extracted (AVE) of all constructs lies at or above .5 (Table 4). In addition, the AVEs 

are found greater than the squared correlation between constructs (Table 5), indicating the 

presence of discriminant validity of the measures (Fornell and Larcker 1981). Finally, our 

measurement model displays excellent fit values (CFI = 0.995; RMSEA = 0.021; ぬ2 (48) = 

61.132) (Hu and Bentler 1999). 

[-------Insert Table 5 here-------] 

To mitigate the threat of common method variance bias from the beginning, we used 

an appropriate questionnaire design suggested by MacKenzie and Podsakoff (2012). Post hoc, 
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we ran the partial correlation procedure, where a theoretically unrelated marker variable acts 

as a surrogate for common method variance (Lindell and Whitney 2001; Podsakoff et al. 

2003). We deem the selected item “Humankind can control the level of pollution” as a 

reasonable choice for a marker variable. Choosing the lowest correlation between the marker 

variable and a construct from our model as an estimate for common method variance (Lindell 

and Whitney 2001), we reached CMV adjusted correlation estimates. After correcting for the 

potential correlation inflation from CMV, correlations previously significant all remained 

significant at the same level and dropped only slightly in size (e.g., correlation of brand 

globalness with cultural respect: .228 (instead of .243 without correction for CMV). 

Additionally, we re-ran the models controlling for CMV with the help of the marker variable. 

All hypotheses still received support. Therefore, the evidence shows that CMV in our data is 

not a serious concern. Moreover, in order to test for multicollinearity, we checked the 

variance inflation factor. We reached a value of 2.26, which is well below the cut-off point of 

10 (Hair et al. 2010), suggesting multicollinearity is not a problem in our analysis. 

Finally, we included a number of control variables as covariates to eliminate potential 

confounding effects. First, we accounted for developmental differences between consumers 

from tier one and lower tier cities with a dummy variable City. Second, brand familiarity (“I 

am very familiar towards [brand]”) might influence respondents’ attitudes towards specific 

CMSPs (Steenkamp, Batra, and Alden 2003). Third, brand attitude (“I very much like 

[brand]”) and product quality (“The overall quality of [product] is very high” and “The 

quality of [product] is higher than competing products”) are implemented to control for the 

established affective and cognitive processes that have been found to be related to a 

brand’s/product’s global and local perceptions (e.g., Özsomer 2012; Xie, Batra, and Peng 

2015). Fourth, perceived creativity (“The mixing of Chinese and Western in this product 

brings forth new ideas”) is included to control for the established integrative effects related to 
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cultural mixing (e.g., Leung et al. 2008). Finally, National Identity (“I see myself as a 

Chinese” and “Being Chinese is important to me”) controls for individual differences in 

home country bias (Verlegh 2007). Covariates that address issues related to the brand (i.e., 

brand familiarity and brand attitude) are modelled solely on the dependent variable attitudes 

towards CMSPs; the other control variables concern attitudes about the product, consumer 

values, or developmental differences and thus might have an effect on perceived product 

local iconness as well as attitudes towards CMSPs. Therefore, we include them as covariates 

to both mediating and dependent variables. 

Results 

According to our theoretical reasoning, CMSPs combine iconic aspects of the global 

brand with local symbols. For our products to meet this requirement, respondents are 

expected to view them as both, originating from a global brand and as a local iconic product. 

Our products support this notion; the selected CMSPs are evaluated as highly global and 

locally iconic at the same time (brand globalness M = 6.006; product local iconness M = 

4.807; which are significantly higher than the mid-value of the scale, p<.001). Additionally, 

we would expect our food and non-food CMSPs to differ according to product local iconness. 

The reason is that expected localization for food products is higher in general (Steenkamp 

1997). Our initial test also supports this notion; food CMSPs are viewed as significantly more 

local iconic than non-food CMSPs (p<.05), but both groups do not differ in terms of brand 

globalness (p>.5). Despite this difference, both food and non-food CMSPs are viewed as 

highly global and local iconic at the same time (brand globalness, M food = 5.975, M non-food = 

6.035; product local iconness, M food = 4.899, M non-food = 4.723; all values are significantly 

higher than the mid-value of the scale, p<.001). 

The software Mplus and a maximum likelihood estimator were used for calculations 

of a structural equation model. We chose a sequential procedure to assess hypotheses. Model 
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1 includes the effects of both independent variables, cultural respect and perceived brand 

globalness, as well as control variable effects on consumer attitude towards CMSPs. Along 

established findings of brand globalness (e.g., Özsomer 2012; Xie, Batra, and Peng 2015), we 

find that both favorable brand attitudes (.080) and perceived quality (.306) drive consumer 

attitude towards CMSPs. Moreover, similar to previous findings on culturally mixed products 

(e.g., Leung et al. 2008), we confirm that perceived creativity of the products enhances 

consumer attitudes towards CMSPs (.339). Additionally, both our hypothesized effects are 

significant; supporting H1, perceived globalness of a brand decreases the consumer attitudes 

towards CMSPs (-.136); a cultural respect motivation of the company as perceived by the 

consumer increases consumer attitudes towards CMSPs (.358) in support of H4.  

 The mediation hypotheses are tested with the help of a bootstrap (5000) mediation test 

(Hayes 2017; MacKinnon 2008). The 95% confidence intervals for the indirect effect of 

product local iconness clearly exclude zero for the brand globalness – CMSPs attitude 

relationship [-.086; -.007], as laid out in H2. H5 specified the indirect effect for the cultural 

respect – product local iconness – CMSP attitude relationship and receives empirical support 

as the 95% confidence interval excludes zero [.102; .339]. The fit indices display an 

increasingly better fit for model two compared to model one. Therefore, we obtained 

additional support for the mediator as developed in H2 and H5 (Table 6). When testing the 

mediation individually for the product groups (see Web Appendix 3, Table 1), we find both 

mediations supported for non-food products [-.145; -.002] (for the brand globalness – product 

local iconness – CMSP attitude relationship) and [.005; .380] (for the cultural respect – 

product local iconness – CMSP attitude link). For food products, the mediation is only 

supported when cultural respect is the independent variable [.116; .401], but it has to be 

rejected for the mediation when brand globalness is the independent variable [-.059; .052]. To 

test if this difference in mediation is rooted in the difference of the brand globalness – 
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product local iconness path depending on product category, we ran an additional model 

testing the interaction between product category (non-food = 1; food = 0) and brand 

globalness leading to product local iconness (Table 6, Model 3). We find a significant 

interaction effect (B = -.171; p<.01) and thus obtain support for the notion that the negative 

effect of brand globalness on product local iconness has a significantly stronger effect size 

(i.e., leading to a stronger decrease) for non-food products compared to food products (H3). 

As such, product category is indeed a boundary condition for the negative effect of brand 

globalness on product local iconness and CMSP attitude. 

According to H6, there is a three-way interaction between product category, brand 

globalness and cultural respect on product local iconness. This would imply that the 

moderation of cultural respect on the relationship between brand globalness and product local 

iconness is stronger for non-food products than for food products. This interaction is tested in 

Model 4 and we find this effect significant (B = .123; p<.01), supporting our hypothesis. This 

moderated mediation effect becomes more transparent, when calculating values for the brand 

globalness – product local iconness – CMSP attitude mediation depending on different levels 

of cultural respect and separated by product category (Web Appendix 4, Table 1). We chose 

the following three levels of cultural respect: low (i.e., one standard deviation below the 

mean); medium (i.e., mean), and high (i.e., one standard deviation above the mean). 

Confidence intervals for the mediation effect for non-food products reveal a decrease in the 

indirect effect of brand globalness on CMSP attitude with rising levels of cultural respect 

from [-.112; -.017] (low cultural respect) to [-.079; -.009] (medium cultural respect), and [-

.061; .014] (high cultural respect). As such, the negative indirect effect of brand globalness 

decreases in size and does not cross the significance threshold for high levels of cultural 

respect. As expected, no such effect is visible for food products. Regardless of the level of 

cultural respect, the effect of brand globalness on CMSP attitude does not cross the 
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significance threshold (i.e., [-.045; .046] for low, [-.032; .052] for medium, and [-.041; .084] 

for high levels of cultural respect). As such, cultural respect attenuates the mediation of local 

iconness of the brand globalness – CMSP attitude link only for non-food products and we 

find support that the cultural respect of global brands can decrease their out-group status for 

non-food products.  

 [------Insert Table 6 about here------] 

 

DISCUSSION 

 

Drawing on social categorization theory, we tackle an emerging phenomenon – 

Culturally Mixed Symbolic Products – in an emerging market setting in this research. We 

found that foreign global brands are prescribed with out-group characteristics by local 

consumers, and examined strategies for foreign global brands to overcome this out-group bias. 

While we identified both exclusionary and inclusionary processes, we could observe that the 

exclusionary reaction is only present for non-food products. Moreover, in case consumers 

ascribe high levels of cultural respect to the foreign global brand, exclusionary reactions can 

be attenuated further.  

Theoretical Contributions  

The findings of our study make several important theoretical contributions to different 

streams of literature. First, we contribute to a better understanding of the “hybridization of 

cultural products” (Gürhan-Canli, Sarial-Abi, and Hayran 2018, p. 110) by demonstrating 

that exclusionary and integrative reactions to bicultural exposure can occur simultaneously. 

The existing discussion about CMSPs, led mainly by cultural psychologists, treats 

exclusionary and integrative reactions separately and mainly focuses on exclusionary ones 

(Chiu et al. 2009; Torelli et al. 2011). This stands in sharp contrast with many real-world 
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examples of successful CMSPs and thus calls for research to shed light on the drivers and 

processes of consumer attitudes towards CMSPs. The current investigation confirms previous 

exclusionary and integrative processes (i.e., the bicultural exposure effect and ascribed 

perceived creativity as a result of mixing) and reveals an additional integrative mechanism, 

namely cultural respect through culturally mixed symbolic localization. This provides more 

specific insights than the general understanding of the extant literature that foreign brands 

may profit from perceived brand localness to enhance purchase intention (Sichtmann, 

Davvetas, and Diamantopoulos 2018). Moreover, our research provides evidence that 

exclusionary and integrative reactions, two seemingly opposite processes, can co-exist and 

evolve through the same pathway. Indeed, globalness is found to curb product local iconness, 

whereas cultural respect is found to facilitate it. 

Second, we identify product category as a boundary condition for potential 

exclusionary reactions towards CMSPs. While non-food CMSPs face exclusionary reactions, 

as evident in the negative relationship between brand globalness and product local iconness, 

food CMSPs avoid such a negative influence of globalness. As such, emerging market 

consumers value localization attempts of food brands more than those of non-food brands. 

We, therefore, add to the knowledge of product category contingency effects. Prior studies 

suggest that for food products, local brands are perceived as iconic or superior compared to 

global brands (Davvetas and Diamantopoulos 2016; Özsomer 2012). However, the reason for 

this preference of local food is still ambiguous, as category symbolism was not supported as 

an explanatory variable in this regard (Strizhakova and Coulter 2015). Our research thus adds 

to this stream of research that the in-group association of product category is important. We 

find that the in-group association is stronger for food products, which can explain the 

preference for local food products as well as consumers’ openness to symbolic adaptations. 

For such in-group categories like food, consumers themselves demand sincere product 
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localizations, which diminishes potential exclusionary reactions to CMSPs. This idea is also 

in line with previous findings that out-group parent brands can build on the in-group 

character of the product category to enhance their acceptance by in-group members (Aguirre-

Rodriguez Bóveda-Lambie, and Montoya 2014).  

Finally, we observe that ascribed cultural respect to foreign global brands does not 

only enhance attitudes towards CMSPs, but also lowers the exclusionary effects. As such, 

cultural respect is a fundamental factor that increases in-group tolerance and may additionally 

facilitate the re-categorization of the in-group and the out-group as one common group. 

Applied to brands, we found that the perceived motivation of cultural respect ascribed to 

global brands induces consumers to try unusual (i.e., culturally mixed) products, which we 

relate to tolerance and more pluralistic views induced by out-group respect (Verkuyten and 

Yogeeswaran 2017). This is important, as the knowledge of how out-group brands can 

actively enhance brand attitudes from in-group consumers is limited (Choi and Winterich 

2013). In addition, cultural respect can attenuate the negative effect of brand globalness on 

product local iconness, which we witness for non-food products. To our best knowledge, this 

investigation is the first to introduce cultural respect to the field of global branding. Other 

disciplines, like sociology, have only recently widened the focus of respect from intragroup 

to intergroup relationships (Simon, Mommert, and Renger 2015). By incorporating the 

respect concept into the global branding literature, this study discovers an additional benefit 

of adaptation. The literature has established several benefits of adaptation like cultural 

proximity to the consumer, flexibility to respond to the unique needs from local customers, 

and a more intense penetration of the local market (e.g., Hollensen 2017). Our research 

demonstrates that in addition to these benefits, consumers also take account of a firm’s 

motivation for adaptation. If consumers perceive cultural respect as the driver of introducing 
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CMSPs, firms benefit from more favorable consumer attitudes as well as from a decrease of 

exclusionary reactions caused by a firm’s foreignness and globalness.  

Managerial Implications 

This investigation also provides practical guidelines for brand managers of global 

companies as they tap into local cultural resources in emerging markets such as China. First 

of all, it shows that global companies, like local companies, can very well make use of local 

cultural capital, which is available to both. Despite emerging business practices in this vein, 

theoretical examination has been lacking. The findings of the current research reinforce the 

feasibility of such a strategy. Following this, the more important question is how to profit 

from local cultural resources. Global companies must avoid exploiting local cultural 

resources. Instead, they are encouraged to show respect in a sincere and serious manner.  

In fact, the difficult bit for global brands is to find out how to tap local symbolism in a 

way so that local consumers perceive it as respectful. One example of a CMSP that was not 

successful is the Burberry Fu scarf that we also included in the qualitative pilot study. First 

pictures of the Fu scarf were widely shared and commented in social media. Fu, the Chinese 

character for prosperity/luck, is a symbol for the Chinese New Year festival and Burberry 

scarves were sold with the Chinese character stitched in bright red thread. However, 

consumers saw the scarf as more of a sales tactic than a sign of cultural respect. The reason is 

a price increase of about 30 percent compared to the normal model; more importantly, local 

culture was not tapped correctly. For the Chinese New Year festival, the Fu character 

typically is displayed upside-down, meaning, that prosperity/luck has arrived. Burberry 

missed this important cultural cue and, therefore, failed to convey deep respect and 

understanding for the Chinese culture (Jie 2015). As such, consumers did not perceive a 

motivation of respect, nor would they prescribe the product with local iconness. 
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Global brand managers can also gain insight about how to position their brands in 

communication campaigns. Applicable but not limited to culturally mixed products, our study 

shows that the global-local joint positioning is safer for food companies than for non-food 

companies. Therefore, global food companies, including beverage companies, can adopt a 

cultural localization or brand extension to a higher degree without triggering the global-local 

antagonism. However, non-food companies must be very prudent in doing so, because 

consumers do not expect a localization to the same extent. Therefore, localization of global 

brands may activate the bicultural exposure effect for non-food products. Global brands thus 

need to recognize that their globalness could become an obstacle to tap local cultural capital. 

In case they employ CMSPs as a vehicle for a cultural localization, a sensitive manner, local 

knowledge, and honest respect to the local community are key success factors. 

 

LIMITATIONS AND FUTURE RESEARCH 

 

The current investigation has several limitations, which provide avenues for future 

research. First, the research was conducted in a single emerging market (China), which may 

limit the generalizability of our findings. Although our sample is representative for the 

Chinese population, the findings we obtained in this country might not transfer to other 

emerging markets or developed markets. However, it should be noted that exclusionary 

reactions to mixed cultural objects exist in emerging and developed markets alike (Chiu, 

Mallorie, and Keh 2009). In addition, the antagonism between local culture and globalization 

also exists in developed countries (Alden et al. 2013); therefore, we are positive that the 

results are transferable. Nevertheless, we recommend a test of this assumption. 

Second, a number of methodological issues may constrain the validity of our results. 

While we gain confidence in our findings as they are repeated with different research designs, 
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future studies need to consider these concerns. Face-to-face interviews, used both in our 

qualitative pilot study and main study may be prone to social desirability bias. While our 

online quantitative pilot study confirms the results from these data collections, an experiment 

could further increase confidence in results. In addition, respondents in the main study were 

allocated to brands based on familiarity. Although we still witness a healthy variance for our 

dependent variable, we acknowledge that this allocation may lead to self-selection bias. 

Moreover, we have only included products with a high degree of cultural mixing. Future 

research needs to vary this mixing, which would also allow insights into the optimal degree 

of mixing to maximize the benefit of cultural respect. Likewise our CMSPs only cover a 

small sample and mainly include luxury/semi-luxury brands (with the exception of KFC). 

This bias was rooted in the level of brand symbolism that we require from CMSPs. 

Additional research is thus needed to broaden the scope of these types of products. Moreover, 

we included national identity as a covariate in order to reveal consumer reactions to CMSPs 

beyond the national identity influence. Future research needs to consider more consumer-

level psychological variables, such as a poly-cultural mind-set, which emphasizes the 

dynamic and interactive nature of cultures. Future research also should look into the 

contribution of culturally mixed iconic products to the brand equity of the global brand. In 

case CMSPs are an indication for a company’s cultural sensitivity, how does it contribute to 

company performance in the long run? 

Third, the out-group status of foreign global brands deserves further attention. One 

interesting avenue for future research would be to investigate certain contexts where the out-

group status becomes a benefit and consumers utilize it to differentiate themselves. Another 

rewarding field are emerging market brands globalizing. Research indicates that the risk of 

exclusionary reactions towards domestic global brands is lower in emerging markets than in 

developed economies (Özsomer 2012). Moreover, our quantitative pilot study allows an 
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indicative test of this assumption and we do not observe out-group characteristics (see Web 

Appendix 5). It remains for future research to investigate this important issue in more detail. 

Finally, our study is only the first step to establish attribution of cultural respect as an 

important advantage of localization efforts of global brands. Future research needs to 

examine other potential moderators of the exclusion/integrative mechanism as well as 

antecedents of cultural respect. Attribution theory suggests that out-group members may 

suffer more from traits-based attribution than in-group members (Morris, Larrick, and Su 

1999). It would be worthwhile to investigate this in light of potentially more selfish/strategic 

motives for introducing certain CMSPs rather than as an expression of cultural respect. In 

addition, it would be rewarding to investigate how cultural respect is related to specific 

schemata activated by cultural symbols and if it is advantageous to activate schemata 

congruent with schemata triggered by the product category. Moreover, future research 

regarding the product category could trigger interesting results. While our choice for the 

food/non-food moderator is based on previous finding (Davvetas and Diamantopoulos 2016; 

Özsomer 2012), the explanatory mechanism of this contingency effect deserves further 

attention. Likewise, other product categories may be ascribed with certain motivations of 

firms for cultural adaptations. This again may moderate exclusionary and integrative 

processes. 
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Endnotes

                                                             
1 It needs to be acknowledged that strategic fit-related studies (e.g., Katsikeas, Samiee, and Theodosiou 

2006) recognize the presence of numerous strategic combinations between marketing strategy 

standardization and adaptation. However, such studies often still neglect a hybrid positioning that 

includes both strong global and local iconic elements. 
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Table 1: T-test of identification as culturally mixed products (significantly higher or lower 

than four, mid-value of scale) 

Product Symbolic attributes linked 

to local culture 

Symbolic attributes linked 

to global brand and 

Western culture 

mean t p 

Swatch Chinese ink 

painting watch 

Chinese traditional black-

white ink painting on the 

dial and wristband  

Swatch Originals design, 

which is “the heart and soul 

of Swatch creativity”  

5.22 6.470 0.000***  

Starbucks moon cake Form of moon cake, home 

appeal, gift in a festival 

emphasizing reunion 

Starbucks taste, Mermaid 

logo on product 

5.08 3.364 0.003**  

KFC Youtiao Form and colour of Youtiao, 

traditional Chinese breakfast 

item 

Commercials stress promise 

of safety and cleanliness 

connected to Western fast 

food in China for KFC 

Youtiao. Also ingredients 

reflect special quality 

promise of Western brands 

(no alum added) 

4.92 2.623 0.015* 

Adidas shoes with 

jade ring and red 

snake skin design 

Jade, symbol of gentlemen 

in ancient China; snake skin 

alluding to Chinese zodiac 

sign (year of the snake)  

Adidas iconic sneaker’s 

shape (Superstar). Shoes 

were introduced in 1969 and 

relaunched many times. Rap 

group Run DMC even 

dedicated a song to the shoes 

(My Adidas) 

4.72 2.628 0.015* 

Charlotte Olympia 

panda design high 

heels 

Pandas exist in China only 

and are often seen as a 

symbol of China and 

Chinese culture 

Charlotte Olympia is famous 

for its high heels (tagline: 

the higher the heel, the better 

you feel); shoes made in 

Italy  

3.92 -2.249 0.805 

Häagen-Dazs ice 

cream hot pot 

Hot pot is a popular food 

style in China, promoting the 

meaningfulness of eating 

together with friends or 

family 

Häagen-Dazs, iconic in 

China for its deserts, has 

built their hot pot treat 

around its ice cream flavours 

and cakes 

3.61 -0.931 0.362 

Note◇*** p<0.001◆** p<0.01◆* p<0.05. 
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Table 2: Literature review of studies on culture mixing 

 Exclusionary reactions when exposed to cultural mixing Integrative responses when exposed to cultural mixing 

General attitude  Negative Positive 

Concrete 

consequences 

 Enlarged cultural differences (Chiu et al. 2009; Peng and Xie 2016) 
 Incompatibility between cultures (Torelli et al. 2011) 
 In-group attribution (Chiu et al. 2009; Torelli et al. 2011) 
 Feeling of disgust (Cheon, Christopoulos, and Hong 2016) 
 Negative product evaluations (Torelli and Ahluwalia 2012; Torelli and Cheng 

2011; Torelli et al. 2011) 

 Creativity performance (Chen et al. 2016; Leung et al. 2008; Leung, Qiu, and 
Chiu 2014) 

 Organizational change acceptance (Fu et al. 2016) 
 Positive product evaluations (He and Wang 2017; Keh et al. 2016; Peng and 

Xie 2016) 

Underlying 

process 

 Bicultural exposure (Chiu et al. 2009; Torelli et al. 2011) 
 Concern about cultural contamination (Chiu and Cheng 2007; Torelli et al. 

2011; Yang et al. 2016) 
 cultural intrusion perception (Cui et al. 2016) 

 Perceived antagonism between brand globalness and a product’s 
local iconness (present study) 

 Product creativity perception (Peng and Xie 2016) 
 Cultural respect (present study) 

 Enhanced product local iconness (present study) 

Product category 

moderating factor  

 Product category: food vs. non-food (present study)  Product category value expressiveness (Keh et al. 2016)  

Contextual 

moderating factors 

 Mortality salience (Torelli et al. 2011) 
 Competition with out-groups (Torelli and Cheng 2011) 
 Closeness between presented objects (Yang et al. 2016) 
 Thoughtful elaboration about cultural complexities (Torelli et al. 2011) 
 Cultural symbolism of objects (Yang et al. 2016) 
 Cultural politeness of foreign culture (Li 2013) 

 Cultural threat perception (Chen et al. 2016) 

 

Individual 

moderating factors 

Cognitive dispositions 
 Need for cognition (Torelli et al. 2011) 
 Need for closure (De Keersmaecker, Assche, and Roets 2016; Fu et al. 

2016) 
 Openness to experiences (Chen et al. 2016) 

 
 Need for existential concerns (Leung et al. 2008) 
 Openness to experiences (Chen et al. 2016; Leung et al. 2008; Leung and 

Chiu 2010) 

 Values 

 Patriotism (Cheon, Christopoulos, and Hong 2016) 
 Multicultural orientation (Shi et al. 2016) 

 
 Autonomy values (Keh et al. 2016) 

 

Identity 

 Local cultural identification (Shi et al. 2016) 
 Balanced global-local identity (Harush, Lisak, and Erez 2016) 
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Table 3: Sample characteristics 

Category n = 646 
Geographic distribution 1st tier cities: 264 (40.87%) Lower tier cities: 382 (59.13%) 
 Beijing (90) 

Shanghai (88) 
Guangzhou (86)   

East China: Shandong Province (78); Jiangsu (78) 
South China: Guangxi Province (75) 
Northeast China: Liaoning Province (77) 
West China: Sichuan Province (74) 

  Chinese population (according to National Bureau of 
Statistics) 

Female respondents 49.5% 48.8% 
Age groups   

15-19   7.3%   7.4% 
20-30 25.4% 24.5% 
31-40 20.3% 22.2% 
41-50 20.3% 21.2% 
51-65 26.8% 24.7% 
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Table 4: Measurement model 

Construct and item wording Ȝ Mean (std) 

Cultural respect (Li 2013)                                                                               CA / CR / AVE .775 /.775 /.535 
The introduction of [specific CMSP] by [brand] reflects a favorable view of Chinese culture 
by [brand]. 

.699 5.025 (1.328) 

The introduction of [specific CMSP] by [brand] communicates respectful attitudes of 
Chinese culture by [brand]. 

.761 5.132 (1.313) 

The introduction of [specific CMSP] by [brand] reveals the positive attitudes [brand] shows 
towards Chinese culture. 

.733 4.992 (1.299) 

Perceived brand globalness (Steenkamp, Batra, and Alden 2003) .746 /.745 /.500 
To me, this is a global brand. .773 6.226 (1.430) 
I think that consumers overseas buy this brand. .679 5.800 (1.539) 
This brand is sold only in China.* .664 5.961 (1.600) 
Perceived product local iconness (Steenkamp, Batra, and Alden 2003) .788 /.788 /.553 
I associate this product with things that are Chinese. .690 4.876 (1.362) 
To me, this product represents what China is all about. .747 4.833 (1.333) 
To me, this product is a very good symbol of China.  .791 4.721 (1.381) 
Attitude towards CMSP (Till and Busler 2000) .823 /.826 /.611 
Overall, I am in favor of this product. .793 4.813 (1.418) 
My attitude toward this product is positive. .730 4.700 (1.396) 
I like this product.  .819 4.656 (1.505) 
Goodness of fit statistics for CFA: CFI = 0.995; RMSEA = 0.021; ぬ2 (48) = 61.132 
Ȝ = standardized factor loadings (CFA); CA = Cronbach’s Alpha; CR = Composite reliability; *reverse coded 
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Table 5: Correlation matrix 
 
  1 2 3 4 5 6 7 8 9 10 11 
1 Cultural respect  .059 .525 .383 .003 .013 .020 .339 .260 .014 .001 
2 Perceived brand globalness .242***  .008 .004 .012 .006 .013 .030 .015 .038 .001 
3 Perceived product local iconness .725*** .091†  .546 .001 .003 .036 .218 .347 .007 .008 
4 Attitude towards CMSPs .619*** .065n.s. .739***  .000 .001 .041 .381 .476 .013 .000 
5 City -.052n.s. .110* -.030n.s. .001n.s.  .000 .003 .000 .000 .014 .025 
6 Brand familiarity .113* .054n.s. .057n.s. .024n.s. -.001n.s.  .225 .005 .000 .000 .000 
7 Brand attitude .140**  .114* .191*** .203*** -.059n.s. .474***  .052 .017 .001 .010 
8 Product quality .582*** .173*** .467*** .617*** .012n.s. .067n.s. .227***  .224 .005 .062 
9 Perceived creativity .510*** .124**  .589*** .690*** .013n.s. .008n.s. .131*** .473***  .010 .000 
10 National identity .119† .194*** .085† .115* .120* .004n.s. .024n.s. .071n.s. .098†  .004 
11 Product category -.030n.s. -.028n.s. .088* .021n.s. -.158*** .011n.s. .100* .249*** -.016n.s. -.081n.s.  
Values below are correlations, values above squared correlations, † p<.1; * p<.05; ** p<.01; *** p<.001; n.s. = not significant. 
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Table 6: Results of structural equation modelling 
 

Effect Model 1: 
Causal variables  

Model 2: 
Mediation test 

 
Bootstrap (5000), 
95% confidence int. 

Model 3:  
Moderated mediation: 
Product category 

Model 4: 
Moderated mediation: 
Cultural respect 

Hypot
heses 

 B beta p B beta p B B beta p B beta p  
Controls 
CityCMSP attitude .020 .019 n.s. .021 .020 n.s. [-.044; .089] .021 .020 n.s. .021 .019 n.s.  
Brand familiarityCMSP attitude -.075 -.071 † -.066 -.061 n.s. [-.144; .016] -.065 -.060 n.s. -.066 -.058 n.s.  
Brand attitudeCMSP attitude .080 .109 **  .071 .095 * [.014; .133] .071 .095 * .071 .091 *   
Product qualityCMSP attitude .306 .292 *** .206 .194 *** [.065; .348] .204 .193 ** .206 .185 **   
Perceived creativityCMSP attitude .339 .501 *** .288 .419 *** [.208; .367] .286 .418 *** .288 .400 ***   
National identityCMSP attitude .061 .049 n.s. .036 .027 n.s. [-.062; .193] .034 .026 n.s. .037 .026 n.s.  
City Product local iconness    -.015 -.017 n.s. [-.079; .047] -.004 -.004 n.s. -.002 -.002 n.s.  
Product qualityProduct local iconness    .206 .222 *** [.054; .339] .176 .196 * .173 .138 *   
Perceived creativityProduct local icon.    .206 .354 *** [.141; .272] .209 .360 *** .207 .254 **   
National identityProduct local iconness    .048 .043 n.s. [-.070; .171] .056 .051 n.s. .063 .040 n.s.  
Product categoryProduct local iconness        .105 .061 n.s. .078 032 n.s.  
Hypothesized relationships 
Brand globalnessCMSP attitude (direct) -.136 -.148 *** 

 
-.081 

 
-.087 

 
* [-.168; -.004] 

 
-.079 

 
-.085 

 
* 

 
-.083 

 
-.085 

 
*  

 
H1 

Cultural respectCMSP attitude (direct) .358 .328 *** .104 .094 n.s. [-.083; .295] .100 .091 n.s. .107 .092 n.s. H4 
Product local iconnessCMSP attitude    .417 .354 *** [.214; .619] .423 .358 ***  .415 .470 **   
Brand globalnessProduct local iconness    -.088 -.111 * [-.168; -.017] .000 .000 n.s. -.089 -.081 *   
Brand globalnessCMSP attitude (indirect)   -.037 -.043 * [-.086; -.007]       H2 
Brand globalnessCMSP attitude (total)    -.117 -.133 **  [-.201; -.043]        
Cultural respectProduct local iconness    .474 .506 *** [.325; .633] .485 .518 *** .565 .428 ***   
Cultural respectCMSP attitude (indirect)   .198 .179 *** [.102; .339]       H5 
Cultural respectCMSP attitude (total)    .301 .274 *** [.146; .479]        
Product category * Brand globalnessProduct local iconness     -.171 -.109 **  -.164 -.062 *  H3 
Product category * Cultural respectProduct local iconness        .041 -.016 n.s.  
Brand globalness * Cultural respectProduct local iconness        -.028 -.023 n.s.  
Product cat. * Brand global. * Cultural respectProduct local icon.       .123 .051 ** H6 
CFI .919 .941 - - -  
RMSEA .057 .049 - - -  
ぬ2 (df) 467.885 (150) 378.754 (147) - - -  
R² (CMSP attitude) .567 .601 - .601  .638  
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Figure 1: Conceptual framework 

 

 

 

 

 

 

 

 

 

Note: black (red) lines represent positive (negative) effects according to hypotheses.  
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Web Appendix 1 Participants in qualitative pilot study 

 

No Age Gender Occupation Education City 
1 26 F Graduate student Bachelor Beijing 
2 27 M NGO employee Master Beijing 
3 28 F Foreign company employee Master Beijing 
4 31 F Foreign company employee Master Beijing 
5 35 F Entrepreneur Master Beijing 
6 36 M University faculty Ph.D. Hangzhou 
7 38 M Ph.D. student Master Beijing 
8 39 M University faculty Ph.D. Nanjing 
9 39 F University faculty Ph.D. Baoding 
10 43 F Radio drama script writer Master Tianjin 
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Web Appendix 2 Logic behind criteria that guided the choice of products for qualitative 
pilot study 
 
As developed in the manuscript, respondents were shown a series pictures of culturally mixed 
symbolic products at the onset of our individual depth interviews. The choice of products was 
guided by the following three conditions: (1) products had to belong to an established global 
foreign brand; (2) have a market presence of at least two years; and (3) be clearly assigned to 
either food or non-food categories (clothes, shoes, watches, etc.). 

The first two criteria were used to ensure that respondents were familiar with the 
respective brand and perceived it as global. Only then could the launch of new products with 
local cultural iconic meaning be perceived as an expression of cultural respect or elicit the 
bicultural exposure effect. Moreover, the culturally mixed products needed to be in the 
market long enough so that consumers already have initial knowledge and some first-hand 
experience. The third criterion was included to delve into the potential moderating effect of 
the product category. Previous literature has observed differences between food and non-food 
categories related to a product’s value expressiveness, symbolism, and perceived quality 
(Keh et al. 2016; 蒐zsomer 2012; Strizhakova and Coulter 2015).
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Web Appendix 3 Mediation test separated by groups 
 
For a clearer view of the group differences implied by H3, we have recalculated Model 2 
(Mediation model) for food and non-food products separately and display results in Table 1 
below.  

Rendering further support for our hypothesis regarding the moderation of product 
category (H3), we find that the mediation brand globalness – product local iconness – CMSP 
attitude can only be supported for non-food products (B = -.053; p <.05), but not for food 
products (B = -.003; n.s.). The 95% confidence intervals for this mediation confirm this 
finding, as they do not include zero in the case of non-food product [-.145; -.002],  but 
include zero in the case of food products [-.059; .052]. The second mediation, as 
hypothesized in H4 (cultural respect – product local iconness – CMSP attitude) is supported 
for both product category groups:  non-food products (B = .162; p <.005; [.005; .380]); food 
products (B = .232; p <.001; [.116; .401]).    
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Table 1: Results of structural equation modelling 
 

 
  

Effect Model 2: Separated by groups  Hypot
heses 

 Food products 
n=338 

Bootstrap 
(5000), 95% 
confidence int. 

Non-food 
products n=308 

Bootstrap 
(5000), 95% 
confidence int. 

 

 B beta p B B beta p B  

Controls 
CityCMSP attitude .029 .028 n.s. [-.075; .112] -.022 -.002 n.s. [-.103; .095]  

Brand familiarityCMSP attitude -.019 -.019 n.s. [-.149; .054] -.100 -.088 † [-.223; .009]  

Brand attitudeCMSP attitude .093 .142 ** [.021; .167] .022 .026 n.s. [-.076; .115]  

Product qualityCMSP attitude .184 .187 † [.091; .396] .254 .209 * [.003; .540]  

Perceived creativityCMSP att. .220 .329 *** [.131; .287] .353 .505 *** [.242; .452]  

National identityCMSP attitude .077 .177 n.s. [-.131; 222] -.081 -.029 n.s. [-.655; .509]  

City Product local iconness .022 .022 n.s. [-.112; .128] -.028 -.038 n.s. [-.096; .048]  

Product qualityP. local icon. .189 .195 * [.013; .350] .140 .163 † [-.042; .360]  

Perceived creativityP. local icon. .229 .347 *** [.103; .316] .193 .391 *** [.141; .256]  

National identityP. local icon. -.077 -.015 n.s. [-.166; .236] .112 .056 n.s. [-.226; .718]  

Hypothesized relationships 
Brand globalnessCMSP attitude 
(direct) 

 
-.028 

 
-.031 

 
n.s. 

 
[-.160; .083] -.117 -.125 * [-.266; .029] 

 
 

Cultural respectCMSP attitude 
(direct) .044 .042 n.s. [-.147; .243] .152 .130 n.s. [-.180; .492]  

P. local icon.CMSP attitude .454 .448 *** [.247; .654] .351 .249 * [.011; .768]  

Brand globalnessP. local icon. -.007 -.008 n.s. [-.127; .117] -.151 -.229 *** [-.271; -.071] H3 
Brand globalnessCMSP attitude 
(indirect) -.003 -.004 n.s. [-.059; .052] -.053 -.057 * [-.145; -.002]  
Brand globalnessCMSP attitude 
(total) -.031 -.035 n.s. [-.163; .083] -.170 -.182 **  [-.306; -.053]  

Cultural respectP. local icon. .511 .499 *** [.336; .733] .462 .557 *** [.211; .674]  
Cultural respectCMSP attitude 
(indirect) .232 .224 *** [.116; .401] .162 .139 * [.005; .380]  
Cultural respectCMSP attitude 
(total) .276 .266 *** [.110; .459] .314 .269 **  [.042; .603]  

CFI .939 
 
 
 

 .919  

RMSEA .048   .060  

ぬ2 (df) 261.629 (147)   308.458 (147)  

R² (CMSP attitude) .649   .611  

Note: B = unstandardized slope estimate; beta = standardized slope estimates; p = p-value; † p<.1; * p<.05; ** p<.01; *** p<.001; 
n.s. = not significant. 
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Web Appendix 4 Moderated mediation test separated by groups 
 
For a clearer view of the group differences implied by H6, we have recalculated Model 3 
(Moderated mediation model) for food and non-food products separately and display results 
in Table 1 below.  

According to the three-way interaction as specified in H6, we would expect 
differences according to product category in a way that for non-food products, the mediation 
of brand globalness – product local iconness – CMSP attitude is moderated by different levels 
of cultural respect; whereas such a moderation is not present for food products. To examine 
this idea, we thus test the mediation for low levels of cultural respect (i.e., one standard 
deviation below the mean), medium levels of cultural respect (i.e., mean) and high levels of 
cultural respect (i.e., one standard deviation above the mean). For non-food products, we 
receive the following results: low level of cultural respect (B = -.058; p <.05; [-.112; -.017]); 
medium level of cultural respect (B = -.039; p <.05; [-.079; -.009]); high level of cultural 
respect (B = -.020; n.s.; [-.061; .014]). As such, the mediation seizes to cross the significance 
threshold for high levels of cultural respect. Compared to this, for food products, the 
mediation is never significant, regardless of the level of cultural respect: low level of cultural 
respect (B = .000; n.s.; [-.045; -.046]); medium level of cultural respect (B = .010; n.s.; 
[-.032; .052]); high level of cultural respect (B = .019; n.s.; [-.041; .084]).
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Table 1: Results of structural equation modelling 
 

 
 
 
 
 

Effect Model 3: Separated by groups 
 

 Hypot
heses 

 Food products 
n=338 

Bootstrap 
(5000), 95% 
confidence int. 

Non-food 
products n=308 

Bootstrap 
(5000), 95% 
confidence int. 

 

 B beta p B B beta p B  

Controls 
CityCMSP attitude .040 .037 n.s. [-.062; .151] -.003 -.003 n.s. [-.107; .100]  

Brand familiarityCMSP attitude -.016 -.015 n.s. [-.128; .111] -.108 -.092 † [-.201; .010]  

Brand attitudeCMSP attitude .094 .138 * [.021; .173] .021 .023 n.s. [-.060; .114]  

Product qualityCMSP attitude .221 .218 **  [.071; .362] .288 .202 **  [.070; .477]  

Perceived creativityCMSP att. .225 .327 *** [.145; .319] .339 .465 *** [.251; .444]  

National identityCMSP attitude -.001 -.001 n.s. [-.133; .210] .022 .022 n.s. [-.114; .212]  

City Product local iconness .021 .021 n.s. [-.085; .124] -.035 .045 n.s. [-.114; .039]  

Product qualityP. local icon. .252 .258 *** [.109; .413] .221 .218 **  [.088; .390]  

Perceived creativityP. local icon. .224 .336 *** [.153; .305] .194 .373 *** [.136; .245]  

National identityP. local icon. .045 .046 n.s. [.156; .200] .058 .082 n.s. [-.046; .221]  

Hypothesized relationships 
Brand globalnessCMSP attitude 
(direct) 

 
-.016 

 
-.019 

 
n.s. [-.095; .063] -.085 -.097 * [-.175; .005] 

 
 

Cultural respectCMSP attitude 
(direct) .048 .051 n.s. [-.074; .176] .095 .096 n.s. [-.043; .235]  

P. local icon.CMSP attitude .467 .452 *** [.291; .666] .416 .297 ** [.149; .068]  

Brand globalnessP. local icon. .021 .026 n.s. [-.068; .108] -.094 -.150 **  [-.166; -.032] H3 
Brand globalnessCMSP attitude 
(indirect – cultural respect low) .000 -.001 n.s. [-.045; .046] -.058 -.072 * [-.112; -.017]  
Brand globalnessCMSP attitude 
(indirect – cultural respect medium) .010 .012 n.s. [-.032; .052] -.039 -.045 * [-.079; -.009]  
Brand globalnessCMSP attitude 
(indirect – cultural respect high) .019 .024 n.s. [-.041; .084] -.020 -.017 n.s. [-.061; .014] H6 
Brand globalnessCMSP attitude 
(total – cultural respect low) -.015 -.020 n.s. [-.102; .069] -.144 -.169 *** [-.232; -.057]  
Brand globalnessCMSP attitude 
(total – cultural respect medium) -.006 -.007 n.s. [-.089; .078] -.125 -.142 **  [-.268; -.040]  
Brand globalnessCMSP attitude 
(total – cultural respect high) .003 .005 n.s. [-.092; .101] -.105 -.114 * [-.197; -.012]  

Cultural respectP. local icon. .381 .422 *** [.278; .494] .335 .475 *** [.246; .447]  
Cultural respectCMSP attitude 
(indirect) .178 .191 *** [.102; .275] .139 .141 **  [.048; .241]  
Cultural respectCMSP attitude 
(total) .226 .242 *** [.125; .341] .234 .237 *** [.123; .349]  
Brand globalness * Cultural respect 
Product local iconness .020 .028 n.s. [-.054; .096] .046 .093 † [.0004; .096]  
R² (CMSP attitude) .634 

 
  .645  

Note: B = unstandardized slope estimate; beta = standardized slope estimates; p = p-value; † p<.1; * p<.05; ** p<.01; *** p<.001; 
n.s. = not significant. 
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Web Appendix 5 Investigation concerning the out-group character of domestic global 
brands 
 
To investigate if also domestic brands that globalize are perceived to belong to an out-group, 
or if this status is only applicable in the case of foreign global brands, we have also included 
Huawei, one of most global emerging market brands at present (Interbrand 2018) in our 
quantitative pilot study.  

 Despite Huawei’s high level of globalization, Huawei is still viewed to belong more 
to the in-group than its foreign counterpart (Apple) (MApple = 4.62; MHuawei = 5.92, p < .001). 
It needs to be noted that such a pairwise comparison can only be a first examination as it is 
only based on one specific brand pair and on a relatively small sample size (n = 100). 
Nevertheless, the result indicate that domestic global brands are not viewed as out-group 
members.  

This idea is also confirmed by a further t-test of Huawei’s social distance against the 
social distance to the four other domestic brands in our sample (Lining, Yonghe, 
Zhangyiyuan teahouse, and Yili). Huawei is viewed to belong more to the in-group than the 
other domestic brands (MOther = 5.35; MHuawei = 5.92, p < .01). These results are in accordance 
with the findings from Özsomer (2012) that emerging market consumers view domestic 
brands globalizing positively.  
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