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ANHE 7RI Qe AHREe] A9 FAF 0l effect) 7} F98HA WERSTH(EF(1,443) =11.531,
H7Ve sk W, Al ARE HH tis)A] p0l: (& 4 ), FAHeRE 714 1-1&
= 594 A7|HE AL s &BAe] b AR EH, Zgn Y 7HE AR7E AAEHE ER
3 Az oE=d 27| HAE AL Je &BATE o] HYAQl A7|FE 7 AHAES] BiE
S 34420 HuE & AR AFeA of thet H7HM=4.63) e} a2l 7|
AEZ3, 4 BAE A AR /3 S 7H AHAESY B HUH(M=443)+=
3} 2713 33 AFE A8 F(interaction SAACE fFofst zolE HolzA YUJYTHE
(E 4y 7I4AZE 2[5t 2L2M(ANOVA)
Z&wa vl g@r)
A (source) o df. MS F-value
A BT AR R 1 0.456 0.398
Zmd 7H4 AR 454
A HRE AR 461
B. A7 1 0.485 0.423
=53 A 454
Az o= A7) 461
C. 7H4 Q14 1 2.405 2.098
FAAH 71E <y 465
R4 714 Q14 450
D. BdHE EY: 1 1.622 1.415
AMA Y 464
AR B 452
Ax B 1 13.215 11.531%**
Ax C 1 4.304 3.755%
Bx C 1 3.243 2.830*
A x D 1 9.775 8.529™*
Bx D 1 0.992 0.866
Cx D 1 0.016 0.014
Ax Bx C 1 4.987 4.352%*
Ax Bx D 1 1.855 1.619
Ax Cx D 1 0.732 0.639
Bx Cx D 1 0178 0.155
Ax Bx Cx D 1 18.143 15.831%%*
Error 443 1.146
() * p<l, ** p<05, *** p<01
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Effects of Brand Performance Information on Brand
Evaluation: The Moderating Roles of Personal Characteristics
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Abstract

Prior research has investigated different effects of brand performance information such as premium
price information and market share information on brand equity components - quality perception
and brand preference. It was shown that the differential effects of brand performance information
could depend on product-related variables like product category concept and quality variation in the
product category. In this study, we conducted an experiment to find out how personal characteristics
such as self-construal, price perception and brand commitment could influence the effects of
different types of brand performance information.

The results show that individuals who have independent self-construal, favorable price perception
and emotional commitment with the brand develop more favorable evaluation of the premium price
performance information resulting in more positive evaluations of the brand. However, individuals
who have interdependent self-construal, unfavorable price perception and cognitive commitment with
the brand develop more favorable evaluation of the market share performance information resulting
in more positive evaluations of the brand. We discuss the theoretical and practical implications of

this study and its limitations, along with future research interests.

Key words: brand performance information, premium price information, market share information,

self-construal, price perception, brand commitment, brand evaluation
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