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Figure 1 Experiment 1: Impacts of the
Interactive Effects of Brand Relationship and
Social Class on Brand Evaluation
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Figure 2 Experiment 2 ; Impacts of the
Internactive Effects of Brand Relationship and
Social Class on Brand Evaluation
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5.2 BESW
521 BERR

ERIRMERAM T EREL M XCRLEBME
EREEAN BEREMESR AT ED N &R
KF (a=0.884), F 345 [ I it 32 e B K &R (a
=0.794) ESRYENEHEH(EEREGFHE - &
B BIRr HH) 15343 = A 2 i o L
RBEEINEEUGEXRANSFHERES TXHEF
J KR A, Myay = 0.152, My = 0.178, t(1,
147) =-2.635,p=0.009, X —#5 R R, ML RE
B —FEREREIMN.
5.2.2 A BE BV

R HE B HT i, iE F HAYES™! f) PROCESS
U143 HT R O R R R AL & B 2 R R TR 4 1 R
MEH. AREREZH, REXRLDS5HESHE
G EIEM R EAE A B % ,B=0.302, se = 0.096, ¢
=3.127, p = 0.002; #t & [y Bt & M E M OERA B
= ,B=-0.101, 5e=0.068, t = - 1. 479, p= 0. 141 ; 5 it
KRERBXGHEFNAOEMNEE,B=-1.700, se =
0.576, t=-2.953, p=0.004, 2B 2 % 5 BEVE 6 BY
ERSSERIPARE, RRETEZHE FER T AR
AT, AR 5547 b 32 5 3% & & BB 2 0 5 T 2 b ) 1k



53

WK REER S S EX &P B R 77

T EMHE., BdREPHE—-FL/BH,MNTH
H 2B R B 2 E (Mean 5 =7.272) KL, BIX 5 H
BT AR A O R B AT, X R R PR E R,
My = 6. 110, My = 5.617; B= 0.493, se = 0.202, ¢t
= 2.434, p = 0.016, X F K+t 2 B 2 0 E 2% &
(Mean s, = 4.299) %, T X 5 3 2 37 3L R G fif %
A G0 RS, X R B E T E R, My = 5.917,
Moygoq =5.513; B=—-0.404, 5=0.202, t=-1.996, p=
0.048, & M BB S5 R W B4, B, H M HA L .

[ m e anEEisD)
65 b B EAZHE-ISD)
S 60 T ] 5917
;%5.5 i ssi3 56U §
IR
50 § \
45 &
AT LA
o R
B4 SLTHIBBEASHEHERN
p 3= B g A 0f A ]

Figure 4 Experiment 3 : Impacts of the
Interactive Effects of Brand Relationship and
Social Class on Brand Evaluation

5.2.3 H4y RN

SRRV A A A A o A RN AR SR A
HREGMKRLBEN LR (O RHILER 1R/
BE)  DERENRE S BENENTER, LUH®R
F X R B AE S P AR, LI &R
i #F B 28 &, 53 A HAYES'™ i) 45 op A 59 8 5 452 2
( PROCESS #i £ 8 ) gt 47 bootstrapping 43 £ , ¥ - # & I,
&5,

IR RN
NI RN JEEH
(_‘lﬁl_ VS‘{EE) ﬂ=02?4u
I'|-|hﬁ$5"%_§§%f‘lk__] ﬁ=0302“

Y

(R vs. JE3E7) aladait

E: " Ap<0.010,"" % p<0.001,

B5 bhymen
Figure 5 Mediating Effect Model

MRGEREXH, GEXRLXUSHLEHERN K
HAERX M EIAA B FERW,B=0.274, 5e=0.095,
t=2.898, p=0.004; X FHMIFHEBELZW,B=
0.302, se=0.096, t = 3. 127, p=0.002, A § I\ %t &
JEPEH A B WU LB = 0.798, se=0.053, t = 15.068,

p<0.001, & it 5 000 X bootstrap 43 H7 , 5 At .7~ 77 7E i
Ji 6 FR 28 B AN AL 25 B 2 8 A B A R B AT
O TF AT B9 (B AL, B = 0.219, se=0.084, 95% & {5 X
6] %7 [0.066,0.390 ], 7~ 61 450, i B i 2% ¥ # 2 5 A
TE G X AR A A & B 2 X & 8 PF 4 82 M oy o
RAMA. HH, SHEERENHERAENA
TEMADHEAD GHXALUSHSNENK
T AE X & RO 89 FE AR A P R, B = 0.083,
se=0.062,t=1.338, p=0.183, S+ &5 RIGUE T 4 %%
BB P A SON AR TR, H B .

SBRIXRAHMHESHENG FE/RET -2
e, #H— P RIE THRMBE, P SE LR ER G
MERAAM, &S B2 W % N E AT E L
AR R SRR E, X R R 5
LAY Gh R OC R L, IR S B B R B T
FENL TR Ay JE SR OC R By & R, X R
BreEty. seAb,E5 3 B HE AR — DB
THIRASEROEBNH, BIE T HBENERIAE
B AL EE S b (5

6 %ip
6.1 RMRER

AWRMERE BERXRASHREHERER
22 B AR P X B OE A o R A AT SCIE AT A, a3
AL, AR 55 ol F0 i A PSR R AT L B AR RE, X
HEBBERA—MERERMPIHNE KX, G &
MAFREBSHAENHE M EFERX T LR
I , B T X @ MR R AR . BRI RERE, WAt
SHEHERENEM T RBEE MR HME
P IEE R A E R AL & B R 80N 2R E X E AL
FHRERRMRRANG AT LXRBENER,
X BB A5 B A TR B, AR B 502 AT B A A
WX —-ZEEMAEGTEERE, BIREEHE
MARES B MR AR 2, B2 EN A
C i th 32 A [ 45 9 (81 4%, 22 # 0 o B O AR 1]
BN ERUEIN KRB BEXRES®
PR A9 A UG B, i 7] X 22 #51 BU 5K R B9 4R 88 IF
rEMBERHR, KESBEEMAETERAS LD,
MERENECAER LN XEMERHE B, 3L
TERD G ROR AR B At T X o R A B AR DA A, B
ABREMERSMESHEN LA, fisf) X3
BRXANGMOFH EEMRR. FHRGLE
3% 3K 2 3 0w A B R A AT EEAT T ROE .
6.2 MREMRAESR

I, AFRLE FRISENEREE,
T i B OG 2R B BT 5T 2 1 B B 4R o R T R R R
F Al B B E AL, IR — B R R [ 26 B R G
AXMERESHEBAAGEWE, R, AHFESESE
PoHEENE s @ ZXENRBERE,
BANKSHEXMOCHEAMBOERTAGEEHE
BOR KA HRAENRESHRESREXANKE
BORA XT3 B VE 4 B9 R W, AR BE S BA — € B B A



78 B BB (Journal of Management Science)

2016 4£5 A

BT ME . Bosbh, A B 5T A2 A0 B A DA B OB X X —
BB 7 A B B HL ) AT AR YR T R
BN R, IRERANFETRMXREHEHA
BHMAXEL OGNSR ENRARRETHEY
¥ &, O Aol B3 OR A A BORY R B IR e 4R it
Bk H BT T -

P S ER5 I, AT T AR R A R
B A [ #E & B 2 B H S E T MR A [ R B T
EMTREHEEHEAENENHEERARKRERS
EEFNHERTFE, XEBRMEET P AR
S B E, BT LARE B 4 oy BB T R B A
e, ki i R 5 N R A T A A R R OR
WL KB EEERECR. fl, HEN &L E
B B 3 B, Al B2 E B T % ol R R BT R B R
REHRER, TLESREAG B TREDE
P {0 89 10 S 7 o 0 AR 55, 7SRO A AT B9 B — 2 i i
oy T B R Y IR SF A, 5 0E 9 R S Rk K A
KA KPR FR T LATE o b 6 A T R R R,
O3 T 4 8 X o R R PR AT o 25 T IR & B2 BT 2t
Hp, 4 B2 E AT B A B R DL R R B R
MAXOMBHERTRXLREHRN, SHAEE
SEA AR R AR T R Al T AY 0 B OR R X
U B, A BF 5T 45 R R R 45 4 b B REE 4 3R
T BB BB E A, R & — &R LR A

M, BTSRRI ERTE RS RS A
FROFLT, I REATREMFRLTRNE
HMETHRERZEAOERRR, XHHTEH
PR3 T AT LA RN A ] TR A, SR
FEBEH MR A R ERBAR HRHRERLEE
SRLEFEEREER LRERBRZ —EHHK
Fho AMRNEBHRERIMEREME T 5
B @A E AN LR, AERENRAARAY
W8 77 2, BE AT A R B9 A7 ol A 5 55, AR R R F 52
B AT LA LATF 77 1 4k 2k ot . D] LUK BT S T R 3
ik R 55 ol 70 0 3 ol DL S0 B9 A AT ok, DT B R BT 5
HROBEEMELENE. OAMRWEHNRHRE
MERLESHE  REHARETUEEERHAEN
EWMH SN ZERRERRIFT A, OB 5 B A W&
Bk ¥ W 3K R E K M K AT O, R R BT AT LA
FF J& 5K 3 K 96 2 — 22 9 B 3K — RORE X {H R E WKW
TPEMB W, @)F SR A LGB R E R RN E
K O B AR = F R BRI Tk IR AE R
H 28 & B9 2 B B X M E 4 04T O BROR M 1R .

BN :

[1] ZHANG M, AGGARWAL P. Looking ahead or looking
back : current evaluations and the effect of psychologi-
cal connectedness to a temporal self. Journal of
Consumer Psychology ,2015,25(3) .512-518.

[2] AGGARWAL P. The effects of brand relationship
norms on consumer attitudes and behavior. Journal
of Consumer Research ,2004,31(1). 87-101.

[3] CLARK M S, MILS J. The difference between com-
munal and exchange relationships ; what it is and is
not. Personality and Social Psychology Bulletin ,
1993,19(6) :684-691.

[4] CLARK M S, WADDELL B. Perceptions of exploita-
tion in communal and exchange relationships. Journal
of Social and Personal Relationships , 1985,2(4) .
403-418.

[5] KWAK H, PUZAKOVA M, ROCERETO | F. Better
not smile at the price ; the differential role of brand
anthropomorphization on perceived price fairness.
Journal of Marketing ,2015,79(4) :56-76.

[6] BOLTON L E, MATTILA A S. How does corporate
social responsibility affect consumer response to serv-
ice failure in buyer-seller relationships?. Journal of
Retailing ,2015,91(1) :140-153.

[7] AGGARWAL P, LARRICK R P. When consumers
care about being treated fairly : the interaction of rela-
tionship norms and fairness norms. Journal of Con-
sumer Psychology ,2012,22(1) ;114-127.

[8] MATHUR P,ILYUK V,GREENLEAF E. Not all that
glitters is golden : the impact of procedural -faimess
perceptions on consumer satisfaction with favorable
outcomes // COTTE J, WOOD S. NA-Advances in
Consumer Research. Duluth, MN . Association for
Consumer Research ,2014 ,42.604-605.

[9] YEH Y H. The effects of brand relationship norms
on consunter response to brand information and
advertising . Austin ; The University of Texas at Aus-
tin,2011:19-25.

[10] TSAI C C,YANG Y K, CHENG Y C. Does relation-
ship matter? Customers’ response to service failure.
Managing Service Quality ,2014,24(2) :139-159.

(11] B#0, DkBr, AR . & R 5C 28 o U % 7 42 it o6
AEEHNER. 2FEE,2010,32(3) :79-85.
HUANG Jing, YAO Qi, ZHOU Nan. The effects of
brand relationship norms on consumers’ relationship
restoration intention with brands. Economic Manage-
ment Journal ,2010,32(3) .79-85. (in Chinese)

[12] WAN L C,HUI M K, WYER R S, Jr. The role of rela-
tionship norms in responses to service failures. Journal
of Consumer Research ,2011,38(2) :260-277.

[13] HEE, AR, AT, % XRMEXH R

ERBEERBEHNNHERER. IWNEF
% ,2009,41(10) :989-999.
HUANG Minxue , CAI Fengyan , ZHOU Yuanyuan, et
al. The role of relationship norms in consumers’ com-
plaint intention. Acta Psychologica Sinica ,2009,41
(10) :989-999. (in Chinese)

(14] &F, 25T, ohur. LEIE B B F HEF BB
ZRWHHRE. BRRAFFR: BFHIDNIFIR,
2013,66(3) :96-100.



53

WK REER S S EX &P B R 79

HUANG Jing, WU Hongyu, YAO Qi. The effect of
the type of awards to customers’ recommendation in-
tention. Wuhan University Journal . Philosophy &
Social Sciences ,2013,66(3) :96-100. (in Chinese)

[15] KRAUS M W, PIFF P K, KELTNER D. Social

[16]

[17]

[18]

[19]

[20]

[21]

[22]

(23]

[24]

class , sense of control, and social explanation. Jour-
nal of Personality and Social Psychology ,2009,97
(6):992-1004.

F2E,BKE.ZB. H2BESRML ST
AR T A AW AER. IWERF, 2014,37
(5):1212-1219.

LU Xuezhang, GUO Yongyu, LI Jing. Social class
and prosocial behavior ; the moderating effects of re-
turn prediction. Journal of Psychological Science ,
2014,37(5) :1212-1219. (in Chinese)

KRAUS M W, PIFF P K, MENDOZA-DENTON R,
et al. Social class, solipsism , and contextualism ; how
the rich are different from the poor. Psychological
Review ,2012,119(3) .546-572.

PIFF P K, KRAUS M W, COTE S, et al. Having
less , giving more ; the influence of social class on
prosocial behavior. Journal of Personality and So-
cial Psychology ,2010,99(5) :771-784,

KRAUS M W, KELTNER D. Signs of socioeconomic
status : a thin-slicing approach. Psychological Sci-
ence ,2009,20(1) :99-106.

DUBOIS D, RUCKER D D, GALINSKY A D. Social
class , power, and selfishness ; when and why upper
and lower class individuals behave unethically. Jour-
nal of Personality and Social Psychology ,2015,108
(3):436-449.

GRISKEVICIUS V,TYBUR J M, DELTON A W,et
al. The influence of mortality and socioeconomic sta-
tus on risk and delayed rewards:a life history theory
approach. Journal of Personality and Social Psy-
chology ,2011,100(6) :1015-1026.

GRISKEVICIUS V , ACKERMAN J M, CANTU S M,
et al. When the economy falters, do people spend or
save? Responses to resource scarcity depend on child-
hood environments. Psychological Science, 2013, 24
(2):197-20s.

MITTAL C, GRISKEVICIUS V. Sense of control un-
der uncertainty depends on people’s childhood envi-
ronment ; a life history theory approach. Journal of
Personality and Social Psychology ,2014,107 (4) .
621-637.

HMAE,FZl YR, S H2RENLEE
MR A2 AME A VBN, 2014,37(6) .
1509-1517.

HU Xiaoyong, LI Jing , LU Xuezhang, et al. The psy-
chological study of social class : social cognitive per-
spective. Journal of Psychological Science ,2014,37

[25]

[26]

[27]

(28]

[32]

[33]

[36]

[37]

(6):1509-1517. (in Chinese)

KRAUS M W, COTE $, KELTNER D. Social class,
contextualism , and empathic accuracy. Psychological
Science ,2010,21(11) :1716-1723.

SCHILKE O, REIMANN M, COOK K S. Power de-
creases trust in social exchange. Proceedings of the
National Academy of Sciences, 2015, 112 (42) .
12950-12955.

X, W, L. 2B E R HE LK
7. INERFF SR, 2014,7(3) :3-8.

LIU Xingzhe , HE Wen , SUN Yawen. Social class and
psychological effects. Psychological Research ,2014,
7(3) :3-8. (in Chinese)

AGGARWAL P. Using relationship norms to under-
stand consumer-brand interactions // MACINNIS D J,
PARK C W, PRIESTER J W. Handbook of Brand
Relationships . New York ; Routledge ,2009.24.
OLIVER R L. A cognitive model of the antecedents
and consequences of satisfaction decisions. Journal
of Marketing Research ,1980,17(4) .460-469.
OLIVER R L,BURKE R R. Expectation processes in
satisfaction formation ; a field study. Journal of Serv-
ice Research ,1999,1(3) :196-214.

DAWAR N, PILLUTLA M M. Impact of product-
harm crises on brand equity ; the moderating role of
consumer expectations. Journal of Marketing Re-
search ,2000,37(2) :215-226.

LEI J, DAWAR N, GURHAN-CANLI Z. Base-rate
information in consumer atiributions of product-harm
crises. Journal of Marketing Research, 2012, 49
(3):336-348.

BAKE, BUAE,Z5H, F HeWELHEEN
ATHAFHE. DVERNSFHE,2015,23(8):
1299-1311.

GUO Yongyu, YANG Shenlong , LI Jing, et al. Social
fairness researches in perspectives of social class psy-
chology. Advances in Psychological Science , 2015,
23(8):1299-1311. (in Chinese)

IRWIN J R, MCCLELLAND G H. Misleading heuris-
tics and moderated multiple regression models. Jour-
nal of Marketing Research ,2001,38(1) :100-109.
HAYES A F. Introduction to mediation , modera-
tion , and conditional process analysis : a regression-
based approach. New York; The Guilford Press,
2013.381-388.

AHLUWALIA R, BURNKRANT R E, UNNAVA H
R. Consumer response to negative publicity : the mod-
erating role of commitment. Journal of Marketing
Research ,2000,37(2) :203-214.

BHATTACHERJEE A. Understanding information sys-
tems continuance ; an expectation - confirmation model.
MIS Quarterly ,2001,25(3) :351-370.



80 B BB (Journal of Management Science) 2016 4£5 H

[38] MEE . G®K, "z W. B3 & IH8 T HE# tion of consumer trust in the mobile commerce envi-
HEEESHEEHDTMRE. EBRS,2011,24(6); ronment. Journal of Management Science ,2011,24
93-103. (6) :93-103. (in Chinese)

LIN Jiabao , LU Yaobin, LU Yunfan. Dynamic evolu-

The Impacts of Brand Relationship and Social Class
on Brand Evaluation

HAN Bing, WANG Liangyan, FAN Hua
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Abstract : The current research is a pioneer work which extends the social cognitive perspective to the research of social class and
consumer-brand relationship management. It aims to explore the interactive effecis between brand relationship type( exchange vs.
communal) and social class{ upper vs. lower) on consumer’'s brand evaluation. This research innovatively examines that how
companies can use consumer-brand relationship as an effective tool in marketing, and how to estimate consumer response to di-
verse marketing tactics according to consumer’s social class.

Through three experimental studies with domestic real consumers across service and manufacturing industry, the authors testify
the hypotheses via spotlight analysis, ANOVA and mediation analysis. Based on the consistent results of either measuring or ma-
nipulating consumer's social class, the research indicates a matching interaction effect between brand relationship and social class
on consumer’s brand evaluation. More specifically, consumers from higher social class have more favorable evaluation on the
brand which builds exchange relationship with them compared to communal relationship. In contrast, consumers from lower social
class have more favorable evaluation on the brand which establishes communal relationship with consumers relative to exchange
relationship. Moreover, through the perspective of Expectation Confirmation Theory, the authors likewise explain the theoretical
underlying mechanism of this interactive effect on brand evaluation by validating the mediating role of consumers’ expectation con-
firmation. In particular, we suggest that upper-class consumers’ expectations are better satisfied with exchange brand relationship
providing well-qualified products and efficient services. On the other hand, lower-class consumers’ expectations are better grati-
fied with communal brand relationship offering unquestioning care and unconditional help. Thus, when experiencing a corre-
sponding brand relationship position, consumers will respond more positively to brand evaluation on account of consumer expecta-
tion confirmation.

These convergent findings suggest that firms should pay attention to consumers’ social class in practice and provide appropriate
marketing strategies to position its relationship with them. This study not only enriches the theoretical application of brand rela-
tionship as well as research on social class by exploring the matching effect between brand relationship and social class, but also
provides practical and managerial recommendations on brand management that social class can be employed as a critical tool to
enhance the effectiveness of brand position strategies. The company should recognize the importance of the social class target and
potential consumers, and then nurture brand relationship with consumers appropriately to meet their distinet expectations. Thus,
this research provides an enlightening and practical approach for better brand management.

Keywords : brand relationship; exchange relationship ; communal relationship; social class;expectation confirmation theory; brand

evaluation
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