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Abstract

Consumers are inherently shaped by their culture, which plays a crucial role in developing
and formulating brand equity. Considering culture’s significant role in shaping brand equity,
this study aims to determine the impact of cultural dimensions on brand equity, with a
mediating role of perceived usefulness and a moderating role of gender in the relationship
between perceived usefulness and brand equity. The data were collected through face-to-
face surveys administered to 356 respondents and analyzed using Partial Least Squares
Structural Equation Modeling (PLS-SEM). The results of the study revealed that the
dimensions of uncertainty avoidance, long-term orientation, and indulgence/restraint
have a positive and significant impact on brand equity, while power distance does not
significantly influence brand equity. The study also found that perceived usefulness fully
mediates the effect of individualism/collectivism and masculinity/femininity on brand
equity. Furthermore, perceived usefulness significantly enhances brand equity, whereas
gender does not significantly moderate the effect of perceived usefulness on brand equity.

Keywords: Hofstede cultural dimensions, brand equity, perceived usefulness, gender

Doi: 10.15659/ppad.18.1.1414678

1 The Ethics Committee Approval Certificate: Nevsehir Hac1 Bektas Veli University Scientific Research and
Publication Ethics Committee, dated 26.11.2022 with decision number 2022.13.417. This study is part of
Zakaria Mohamed’s doctoral dissertation, supervised by Asst. Prof. Dr. Mustafa Unsalan.

2 Lecturer, University of Kabridahar, Faculty of Business and Economics, Kabridahar, Ethiopia.

E-mail: zakaria2020@kdu.edu.et
ORCID: 0000-0003-4536-4919 , Corresponding Author

3 Asst. Prof. Dr., Ankara Yildirim Beyazit University, Business School, Ankara, Turkiye.
Email: munsalan@aybu.edu.tr
ORCID: 0000-0002-5090-0205
Gelis Tarihi / Received: 04.01.2024, Kabul Tarihi / Accepted: 08.07.2024



https://dergipark.org.tr/tr/pub/ppad/issue/90272/1414678

142 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:18, Sayi:1, Ocak 2025, s5.141-168

HOFSTEDE KULTUREL BOYUTLARININ MARKA DENKLIGI
UZERINDEKI ETKIiSi: ALGILANAN FAYDANIN ARACILIK ROLU

oz

Tiiketiciler, kiiltiirlerinden dogal olarak etkilenirler ve kiiltiir, marka denkliginin
gelistirilmesi ve olusturulmasinda 6nemli bir rol oynamaktadir. Kiiltiriin marka denkligi
iizerindeki belirleyici etkisi goz Oniine alindiginda, bu galisma, kiiltiirel boyutlarin
marka denkligi tizerindeki etkisini belirlemeyi amaglamakta ve bu iliskide algilanan
faydanin aracilik rolii ile algilanan fayda ve marka denkligi arasindaki iligkide cinsiyetin
diizenleyici roliinii incelemektedir. Veriler, yiiz ylize gergeklestirilen anketlerle 356
katilimcidan toplanmig ve Kismi En Kiiciik Kareler Yapisal Esitlik Modellemesi (PLS-
SEM) kullanilarak analiz edilmistir. Calismanin sonuglari, belirsizlikten kaginma,
uzun vadeli yonelim ve hosgorii/kisitlama boyutlarinin marka denkligi tizerinde pozitif
ve anlaml bir etkiye sahip oldugunu, ancak gii¢ mesafesinin marka denkligi iizerinde
anlaml1 bir etkisinin olmadigini ortaya koymustur. Ayrica, algilanan faydanin bireycilik/
kolektivizm ve erillik/disillik boyutlariin marka denkligi tizerindeki etkisine tam aracilik
ettigi belirlenmistir. Ayrica, algilanan fayda, marka denkligini dnemli 6l¢lide artirirken,
cinsiyetin algilanan faydanin marka denkligi iizerindeki etkisini anlamli bir sekilde
diizenleyici olarak etkilemedigi sonucu elde edilmistir.

Anahtar Kelimeler: Hofstede kiiltiirel boyutlari, marka denkligi, algilanan fayda, cinsiyet
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1. Introduction

In marketing literature, culture is widely acknowledged as a key determinant of brand
equity (Deshpande et al., 1986; Henry, 1976; Howard & Sheth, 1969; Yoo, 1996). The
cultural environment strongly influences marketing programs and the formulation of
brand equity (Yoo, 1996; Yoo & Donthu, 2002). Different cultures may adopt distinct
approaches to information processing, which can lead to varied formulations of brand
equity (Yoo, 1996). The effects of culture, language, relationships with people, and shared
understanding are critical to the success of modern businesses (Cook, 2012). Culture plays
a pivotal role in shaping the everyday operations of businesses. Furthermore, aligning a
firm’s marketing activities with consumer culture is essential for the effectiveness of its
marketing strategies (Mohamed et al., 2024).

Cayla & Arnould (2008) argued that “Branding is about developing relationship with the
people both intellectually and emotionally”. Brands such as Yves Saint Laurent and Chanel
integrate elements of history, culture, and art from Western Europe (Kapferer, 2006).
Consumer culture comprises a network of symbols, words, and images that consumers use
to construct identities, meanings, experiences, and lifestyles. In other words, consumer
culture demonstrates that consumption is shaped by historical and cultural practices
(Arnould & Thompson, 2005; Kozinets, 2001; Lehmann, 1996; Wells, 1993). Culture
manifests in daily activities through values, symbols, heroes, and rituals (Hofstede et al.,
2010). Branding, as a form of communication, conveys a product’s story to consumers,
fulfilling unmet needs and desires (Cayla & Arnould, 2008). While global markets exist,
people are inherently shaped by their cultural environments, meaning that global products
may exist, but there are no truly global consumers. Culture influences consumer behavior
(De Mooij, 2010). Culture is a crucial factor influencing consumer behavior in the social
sciences (De Mooij, 2010; Kopani¢ova & Vokounova, 2023; Yoo, 1996).

Consumer behavior is the process of purchasing, using, or disposing of goods and services
to satisfy consumer needs (De Mooij, 2010). The concepts of culture and consumer
behavior are interrelated, making it impossible to separate the two (De Mooij, 2019). To
understand how culture affects consumer behavior, it is necessary to study the similarities
and differences between people from various cultures (De Mooij, 2019). Understanding
the relationship between culture and consumer behavior is crucial for the success of
today’s business (De Mooij & Beniflah, 2017).

Due to the complexity of culture and its inherent heterogeneity, there is an increasing need to
study individual cultural differences (Yoo & Donthu, 2002). Tools that effectively measure
the impact of culture on brand equity must be identified (Yoo & Donthu, 2002). Analyzing the
subcultures within countries provides a more nuanced understanding of consumer culture,
as each country has different subcultures (Hofstede et al., 2010; Yoo, 1996). Mohamed and
Unsalan (2024) conducted a study investigating the influence of two cultural dimensions,
individualism/collectivism and masculinity/femininity, on brand loyalty at the individual
level. Their findings highlighted a significant relationship between these dimensions and
brand loyalty, emphasizing the critical role of brand loyalty as a key element of brand equity.

Studies that examine the impact of Hofstede’s cultural dimensions on brand equity typically
focus on cultural dimensions at the international level. These dimensions include individualism/
collectivism (Chatzipanagiotou et al., 2019; Jiao et al., 2018), uncertainty avoidance (Erdem et
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al., 2006; Li, 2021; Yoo & Donthu, 2002), long-term/short-term orientation (Rodriguez-Lopez
etal., 2023), and indulgence/restraint (Kazmi & Rahman, 2019). To the best of the researcher’s
knowledge, no studies have explored the effects of individual-level cultural dimensions on
brand equity. Several researchers have called for further studies on individual-level cultural
dimensions and their impact on marketing issues (Hofstede et al., 2010; Yoo et al., 2000). This
study specifically investigates the effect of individual-level Hofstede cultural dimensions on
brand equity, with the inclusion of intervening variables. The study uses perceived usefulness
as a mediating variable in the relationship between Hofstede’s cultural dimensions and brand
equity. Additionally, the study explores the moderating effect of gender on the relationship
between perceived usefulness and brand equity.

Research on gender, behavior, and culture is frequently employed by marketers for
segmentation purposes (Darley & Smith, 1995; Putrevu, 2001). Holbrook (1986) used
gender as a key variable to regulate consumers’ evaluative judgments. Similarly, some
scholars have proposed incorporating gender as a segmentation criterion in marketing,
noting its suitability for successful implementation due to the ease of identifying,
accessing, and profiting from the resulting segments (Tan et al., 2012).

There is a limited body of literature investigating the influence of culture on marketing.
However, one area that remains underexplored is the impact of culture on branding (Cook,
2012). Moreover, the existing marketing literature lacks clear and accessible guidelines
for examining the role of culture in branding (Cayla & Arnould, 2008). Thus, further
research is needed to obtain a more comprehensive understanding of the role of culture in
branding (Buil et al., 2013; Cayla & Arnould, 2008; Li, 2021).

Perceived usefulness and perceived ease of use are fundamental variables within the
Technology Acceptance Model (TAM). These variables are often key indicators in
research investigating the relationship between culture and branding in the technology
sector (Mohamed & Unsalan, 2024). In this study, perceived usefulness will serve as a
mediating variable, enabling an assessment of the impact of cultural dimensions on brand
equity, with a particular focus on the smartphone industry.

Addressing the identified gaps, this study examines the effect of individual-level Hofstede
cultural dimensions (power distance, masculinity/femininity, uncertainty avoidance, long-
term/short-term orientation, indulgence/restraint, and individualism/collectivism) on the brand
equity of smartphone companies in Tiirkiye, with a mediating role of perceived usefulness and
a moderating role of gender. Hofstede’s cultural dimensions are among the most commonly
used tools for measuring cultural differences (De Mooij, 2010; Kopani¢ova & Vokounova,
2023). Hofstede’s cultural dimensions have been widely applied in marketing to investigate
cultural values and their influence on human behavior (Li, 2021; Steenkamp, 2001). Perceived
usefulness significantly mediates the effect of cultural dimensions on branding in the
smartphone and technology sectors (Mohamed & Unsalan, 2024; Raihan, 2023).

This study is grounded in Hofstede’s cultural dimensions theory (Hofstede et al., 2010).
According to Hofstede et al. (2010), every country has its subcultures that influence
people’s behavior. We argue that since individual subcultures shape behavior, they also
influence the formulation of brand equity (Yoo, 1996; Yoo & Donthu, 2002). Due to
differences in consumer culture, varying formulations of brand equity are expected (Yoo,
1996; Yoo & Donthu, 2002). Existing research supports a relationship between cultural
dimensions and brand equity (Chatzipanagiotou et al., 2019).
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This study makes several academic contributions to the literature. First, it empirically
examines the relationship between cultural dimensions at the individual level and brand
equity. Second, it investigates the influence of cultural dimensions on perceived usefulness.
Third, it explores the impact of perceived usefulness on brand equity. Fourth, it examines
the moderating role of gender in the relationship between perceived usefulness and brand
equity. Lastly, it enhances our understanding of Hofstede’s cultural dimensions theory and
its implications for branding and brand management at the individual level.

The paper is divided into four sections. The first section includes the literature review
and hypothesis development, focusing on the meaning and concepts of brand equity,
perceived usefulness, and Hofstede’s cultural dimensions. The second section outlines
the methodology, detailing the data collection and analysis process designed to address
the research questions. The third section presents the research findings, structured in
alignment with the research questions. The final section discusses the results, conclusions,
implications, and generalizations, as well as research limitations and future research
directions.

2. Literature Review and Hypotheses Development
2.1. Cultural Dimensions

According to Hofstede et al. (2010), culture can be defined as “the collective programming
of the mind distinguishing the members of one group or category of people from others.”
Hofstede began his research on cultural values in the 1970s and identified four dimensions
of national culture: power distance, individualism vs. collectivism, masculinity vs.
femininity, and uncertainty avoidance. Further research added two more dimensions:
short-term vs. long-term orientation and indulgence vs. restraint (Hofstede et al., 2010).

(i) Power Distance (PDI)- People around the world are not equal; some are stronger,
smarter, more powerful, or wealthier than others. Therefore, inequality exists among
people. Power distance reflects the extent to which less powerful members of society expect
and accept that power is distributed unequally and how they deal with this inequality.

(ii) Individualism vs Collectivism (IDV)- This dimension differentiates cultures based on
the emphasis on the individual or the group. In collectivist societies, families are often
extended and include parents, children, and other relatives. Children in such cultures
grow up with a “We” mentality. In contrast, individualist societies may consist of smaller
family units, such as a parent and child, where the “I”” mentality prevails. In individualistic
cultures, individuals are expected to take care of themselves and their immediate family,
while collectivist cultures emphasize caring for extended family and relatives with an
expectation of loyalty. Scoring an average in this dimension indicates a balance between
individualism and collectivism (Hofstede, 2001, 2016; Hofstede et al., 2010; Hofstede &
McCrae, 2004).

(iii) Masculinity vs Femininity (MAS)- Masculinity suggests that men are expected to be
strong and assertive, whereas women are expected to be caring, nurturing, and focused
on quality of life. A society is considered masculine if competition and toughness are
encouraged, while a feminine society promotes cooperation and mutual care, with more
fluid roles within the family.
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(iv) Uncertainty Avoidance (UAI)- The future is uncertain, and people often live without
knowing what will happen tomorrow, which can create anxiety. Uncertainty avoidance
measures the degree to which individuals feel threatened by the unpredictability of the
future. In such societies, people tend to seek predictability by establishing formal or
informal rules, including religious and institutional guidelines (Hofstede, 2001, 2016;
Hofstede et al., 2010; Hofstede & McCrae, 2004).

(v) Long-term vs Short-term Orientation (LTO)- This dimension, added after the
1985 Chinese Value Survey (CVS), relates to the time orientation of a society—how
communities link their past with present and future tasks. Long-term orientation focuses
on future rewards, while short-term orientation emphasizes traditions and fulfilling social
obligations in the present (Hofstede, 2001, 2016; Hofstede et al., 2010; Hofstede &
McCrae, 2004).

(vi) Indulgence vs Restraint (IVR)- This dimension examines the degree to which
individuals in a society feel free to act upon their desires and seek pleasure. Indulgence
implies allowing free gratification of desires and the pursuit of enjoyment, while restraint
refers to the regulation of desires and pleasures by societal norms and prohibitions
(Hofstede, 2001, 2016; Hofstede et al., 2010; Hofstede & McCrae, 2004).

The following data, generated from the (www.hofstede-insights.com) website, provides
an analysis of Tiirkiye’s national culture based on Hofstede’s dimensions. The website
is associated with Hofstede’s cross-cultural research (Hofstede et al., 2010; National
Culture, 2023).
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Figure 1: Tiirkiye Hofstede cultural dimensions Source: Hofstede-Insights (2023)

Tiirkiye scores 66 in the power distance dimension, indicating that Turkish communities are
hierarchical and dependent on authority (Hofstede et al., 2010). Those in positions of power
are viewed as superiors and role models by their subordinates. This hierarchical structure
also exists within the family, where the father is often regarded as the patriarch, and the rest
of the family adheres to his authority. Tiirkiye scores 37 in the individualism vs. collectivism
dimension, reflecting a collectivist society. People live in groups or clans and take care of
each other, with loyalty being a key value. Trust among group members is highly encouraged
(Country Comparison, 2023; Hofstede, 1984, 2001; Hofstede et al., 2010).
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In the masculinity vs. femininity dimension, Tiirkiye scores 45, which suggests a more
feminine society. Qualities such as cooperation, caring for others, and maintaining a
good quality of life are highly valued. Tiirkiye scores 85 in the uncertainty avoidance
dimension, indicating that Turkish society has a high need for rules, regulations, and
religious institutions to reduce anxieties about the future (Country Comparison, 2023;
Hofstede, 1984, 2001; Hofstede et al., 2010).

Regarding the long-term vs. short-term orientation dimension, Tiirkiye scores a moderate
46, indicating no clear dominance of either long-term or short-term cultural tendencies.
Similarly, with a score of 49 in the indulgence vs. restraint dimension, there is no definitive
tendency toward indulgence or restraint in Turkish society (Country Comparison, 2023;
Hofstede, 1984, 2001; Hofstede et al., 2010).

2.2. Brand Equity

Brand equity plays an important role in the field of marketing (Buil et al., 2013). A firm’s
sales are contingent on the value of its brands (Leone et al., 2006). Brand equity is the
“added value” derived from the consumer’s experience and perceptions of the firm’s
brands (Keller, 2003; Leone et al., 2006).

According to Aaker (1995), brand equity is “a set of assets (and liabilities) linked to a
brand’s name and symbol that adds to (or subtracts from) the value provided by a product
or service to a firm or customer”. The assets include brand awareness, brand loyalty,
perceived quality, and brand association (Aaker, 1995 p.15). The authors argue that brand
loyalty, perceived quality, brand awareness, and brand association can be used to measure
brand equity. These dimensions of brand equity are previously used in various studies
(Buil et al., 2013; Kim et al., 2003; Kim & Hyun, 2011; Lee & Back, 2010; Pappu et al.,
2005; Yoo et al., 2000).

Brand awareness focuses on the brand’s position in the consumer’s mind and the recalling
ability of the brand’s products (Aaker, 1995). It includes the concepts of brand recognition
and brand recall (Keller, 2003). Perceived quality is part of brand association and is
included as an element of brand equity because (i) it drives financial performance, (ii) it
plays an important role in business strategy, and (iii) it is critical to understanding how
a brand is perceived. Perceived quality focuses on consumers’ quality perceptions of the
brand. The third element of brand equity is brand loyalty; consumer loyalty is crucial for
formulating and enhancing brand equity. Loyalty increases the brand’s value and acts as a
barrier to new entrants. Brand association refers to consumers’ connections with the brand,
whether through symbols or product attributes. It defines the brand identity and its place in
the consumer’s mind (Aaker, 1995).

2.3. Cultural Dimensions and Brand Equity

Brand equity is a key element driving consumer behavior (Leone et al., 2006; Srivastava
et al., 2005). The consumer culture associated with brands impacts customer engagement
behaviors (Connell et al., 2023). Culture affects consumer buying behavior, and consumer
behavior is linked to the formation of brand equity (Chatzipanagiotou et al., 2019; Chiu et
al., 2012). De Mooij (2010) argues that consumer behavior influences decisions before,
during, and after a purchase. Integrating culture into different models of consumer behavior
helps us understand the effects of culture on consumer behavior.
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Considering the impact of culture on consumer behavior, previous studies have established
the relationship between Hofstede’s cultural dimensions and brand equity, primarily at the
national level (Chatzipanagiotou et al., 2019; Cordeiro Socha, 2012; Crespo-Almendros et
al., 2023; Erdem et al., 2006; Han et al., 2021; Jiao et al., 2018; Kazmi & Rahman, 2019; Li,
2021; Rodriguez-Lopez et al., 2023; Yoo & Donthu, 2002). Hence, this study focuses on the
effect of Hofstede’s cultural dimensions on brand equity at the individual level, examining the
mediating role of the perceived usefulness of smartphones and the moderating role of gender.

Chatzipanagiotou et al. (2019) conducted a cross-cultural study on managing the consumer-
based brand equity process by comparing Greece and Germany. The study found that
Greece, a collectivist culture, maintains a close relationship with brands and is willing to
pay a premium price. In contrast, German consumers evaluate brand characteristics by
assessing brand reputation before paying a premium price.

Jiao etal. (2018) collected data to compare the cultural effects on social value, content value,
and brand equity in social media brand communities between Chinese and US consumers.
The study found that Eastern collectivist cultures generate more social value through
social media brand communities, increasing their perceptions of brand equity. Western
individualistic cultures, on the other hand, drive higher brand equity perceptions from
content value. Yoo & Donthu (2002) also found a significant link between individualism/
collectivism and brand equity. In line with these findings, the first hypothesis of this study
is formulated as:

H, : Individualism/collectivism tendency dimension has a positive significant effect on
brand equity.

Li (2021) explored the effect of the uncertainty avoidance dimension on consumer-based
brand equity and concluded that lower uncertainty avoidance cultures develop higher
brand equity for unfamiliar brands. Yoo & Donthu (2002) also found a significant effect
of the individualism/collectivism and uncertainty avoidance dimensions on brand equity.

Erdem et al. (2006) argue that brand credibility is important for uncertainty-avoiding and
collectivist cultures. In these cultures, brand trust contributes to brand equity. Uncertainty-
avoiding cultures tend to avoid risks and uncertainties, making brand credibility and trust
crucial. Based on this, the second hypothesis was developed:

H,: Uncertainty avoidance tendency dimension has a significant positive effect on brand
equity.

Rodriguez-Lopez et al. (2023) examined the indirect effects of individualism/collectivism,
long-term/short-term orientation, power distance, and uncertainty avoidance on restaurant
brand equity. The study revealed that individualism/collectivism, uncertainty avoidance,
and long-term/short-term orientation play significant roles in brand equity formation.
High long-term orientation cultures develop long-term loyalty toward brands, uncertainty-
avoiding cultures develop loyalty to mitigate the risk of new brands, and individualist/
collectivist cultures develop loyalty to express group belongingness or individuality.
Hence, the following hypothesis was proposed:

H, : Long-term/short-term orientation tendency dimension has a positive significant effect
on brand equity.
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Kazmi & Rahman (2019) conducted an explanatory study to investigate the impact of
indulgence/restraint on brand equity, with brand loyalty, brand awareness, perceived
quality, and brand image as mediators in the textile industry in Pakistan. Their study
revealed a direct relationship between indulgence/restraint and elements of brand
equity. The study also found a significant relationship between this dimension and brand
equity, mediated by brand awareness, brand loyalty, brand image, and perceived quality.
Therefore, the following hypothesis was formed:

H, ;: Indulgence/restraint tendency dimension has a positive significant effect on brand
equity.

Cordeiro Socha (2012) conducted a quantitative cross-cultural study to identify the
influence of power distance on foreign brand choice. The study compared consumers
from Brazil and Canada and found that power distance influences consumer preferences
for international brands. Brazilian consumers differ from Canadian consumers in terms
of brand choice. Culture influences consumer preferences and choices, and consumer
behavior and brand equity are closely related (Chiu et al., 2012; Leone et al., 2006;
Srivastava et al., 2005).

Another study by Crespo-Almendros et al. (2023) examined the role of power distance
in building heritage brand equity through social media sales promotion. The study found
that sales promotions positively affect brand equity development, and power distance
partially moderates the effect of sales promotion on brand equity, with high power distance
amplifying this effect. Han et al. (2021) argue that power distance and collectivism
positively affect brand loyalty. Based on these findings, the following hypothesis was
developed:

H, : Power distance dimension has a positive significant effect on brand equity

Most studies have investigated the effect of national-level individualism/collectivism,
uncertainty avoidance, long-term/short-term orientation, and power distance dimensions
on brand equity (Chatzipanagiotou et al., 2019; Cordeiro Socha, 2012; Crespo-Almendros
et al., 2023; Erdem et al., 2006; Han et al., 2021; Jiao et al., 2018; Li, 2021; Rodriguez-
Lopez et al., 2023; Yoo & Donthu, 2002). Only one study has focused on the effect
of indulgence/restraint on brand equity (Kazmi & Rahman, 2019). According to the
authors’ literature review, there is no research evaluating the impact of the masculinity/
femininity dimension on brand equity at the individual level. Hair et al. (2021a) argue that
the relationship between variables should be grounded in theory derived from previous
research or the researcher’s logic, experience, and knowledge. Therefore, based on the
literature, the sixth hypothesis is formulated as:

H,: Masculinity/femininity tendency dimension has a positive significant effect on brand
equity.

2.4. Cultural Dimensions and Perceived Usefulness

Perceived usefulness is one of the primary variables of the Technology Acceptance
Model (TAM) developed by Davis (1986). Perceived usefulness refers to” The degree to

which an individual believes that using a particular system would enhance his or her job
performance” (Davis, 1986).
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The Technology Acceptance Model is one of the most widely used theories in information
systems and is frequently applied in studies involving culture, gender, and organizational
structure (Lee et al., 2003). The masculinity/femininity dimension moderates the
relationship between perceived usefulness and perceived ease of use (Yoon, 2009).
Hofstede’s cultural dimensions positively correlate with perceived usefulness (Akour et
al., 2006). However, the effects of Hofstede’s cultural dimensions on perceived usefulness
vary across cultures (McCoy et al., 2007). Huang et al. (2003) argue that the effect of
subjective norms on perceived usefulness is stronger in low power distance cultures.
Individual-level cultural dimensions significantly influence technology acceptance and
usage (Lok, 2016). Western cultures tend to rely more on perceived usefulness (Schepers
& Wetzels, 2007).  Both cultural (contingent factors) and individual-related factors
significantly influence perceived usefulness (Schepers & Wetzels, 2007). According to
Ozbilen (2017), power distance, uncertainty avoidance, individualism/collectivism, and
long-term/short-term orientation significantly affect perceived usefulness. Uncertainty
avoidance positively affects perceived usefulness (Jan et al., 2022). Therefore, based on
the above arguments, the study developed the following hypotheses:

H, : Individualism/collectivism tendency dimension has a positive significant effect on
perceived usefulness.

H,: Uncertainty avoidance tendency dimension has a positive significant effect on
perceived usefulness.

H, : Long-term/short-term orientation tendency dimension has a positive significant effect
on perceived usefulness.

H, : Indulgence/restraint tendency dimension has a positive significant effect on perceived
usefulness.

H,: Power of distance tendency dimension has a positive significant effect on perceived
usefulness.

H,: Masculinity/femininity tendency dimension has a significant positive effect on
perceived usefulness.

2.5. Perceived Usefulness and Brand Equity

The study argues that perceived usefulness has a significant positive effect on the brand
equity of smartphones. Also, Sheng & Teo (2012) found a positive significant effect of
perceived usefulness on mobile brand equity. Perceived usefulness significantly influences
brand loyalty (Kusmayanti, 2022). Furthermore, Badenhop & Frasquet (2021) found
a positive significant effect of perceived usefulness on brand equity of online grocery
shopping. Therefore, the study developed the following hypothesis;

H, : Perceived usefulness has a significant positive effect on brand equity.
2.6. Mediation Role of Perceived Usefulness

Adams et al. (1992) called for further research to investigate the mediating and
moderating role of perceived usefulness in the context of culture. This study argues
that cultural dimensions influence brand equity through perceived usefulness. Straub
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(1994) conducted a study to investigate the role of culture in shaping attitudes toward
media usage. By applying perceived usefulness as a mediator, the study found that
culture plays a crucial role in shaping attitudes toward media usage, and perceived
usefulness mediated this relationship. Akour et al. (2006) found that perceived usefulness
significantly mediates the effect of cultural dimensions on the intention to use the
Internet. Similarly, perceived usefulness mediates the relationship between Hofstede’s
cultural dimensions and the intention to use digital tourism (Mazan & Cetinel, 2022).
Furthermore, Yulianto & Tanamal (2019) found a link between perceived usefulness
and brand equity. Perceived usefulness significantly mediates the relationship between
consumer response and brand equity (Mathur, 2018). Therefore, this study argues that
perceived usefulness mediates the effect of cultural dimensions on the brand equity of
smartphone companies, and the following hypotheses were developed:

H, : Perceived usefulness mediates the effects of individualism/collectivism tendency on
brand equity.

H : Perceived usefulness mediates the effects of masculinity/femininity tendency on brand
equity.

H, : Perceived usefulness mediates the effects of uncertainty avoidance tendency on brand
equity.

H, : Perceived usefulness mediates the effects of the power of distance tendency on brand
equity.

H,: Perceived usefulness mediates the effects of indulgence/restraint tendency on brand
¢ .
equity.

H,: Perceived usefulness mediates the effects of long-term/short-term tendency orientation
on brand equity.

2.7. Moderator Role of Gender

This study argues that the effect of perceived usefulness on brand equity is moderated by
demographic variables such as gender because brand equity formulation is influenced by
various factors, including gender. Men and women play significant roles in society, and
their behaviors affect brand equity formulation (Abuhashesh et al., 2021). Gender moderates
the relationship between perceived brand coolness and brand equity (Salem et al., 2023).
Perceived usefulness has a stronger influence on the brand equity of male consumers, while
trustworthiness has a stronger impact on the brand equity of female consumers (Tobias-
Mamina et al., 2021). Gender also moderates the effect of perceived benefits on brand
equity (Kamboj & Rahman, 2016). As evident from the literature, the influence of gender on
brand equity varies. For the purposes of this study, we will examine the moderating role of
both male and female genders and propose that they will moderate the impact of perceived
usefulness on brand equity. Hence, the following hypothesis was formed:

H_: Gender moderates the effect of perceived usefulness on brand equity.

The research model created within the framework of the hypotheses is presented in Figure 1.
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Figure 1: Research model
3. Methodology

According to Yoo & Donthu (2002), individual-level studies must be conducted to
understand the effect of cultural dimensions on brand equity. This paper investigates the
effect of individual-level Hofstede cultural dimensions on brand equity, with the mediating
role of perceived usefulness and the moderating role of gender. The study focused on
smartphone brands as a specific case. Using individual-level cultural dimensions, data
were collected from 356 respondents in Nevsehir, Tirkiye, via a face-to-face survey
questionnaire. Respondents were asked to answer brand equity-related questions based
on their current smartphone brand. Smart-PLS 4.0 software was used to evaluate the
reliability and validity of the measurement model (structural validity).

2.1. Measurements

The items were measured using a five-point Likert scale, ranging from 1 (strongly disagree)
to 5 (strongly agree). The study utilized scales from previous research. The scales for
the five cultural dimensions (power distance, individualism/collectivism, masculinity/
femininity, long-term/short-term orientation, and uncertainty avoidance) were adapted
from the CV scale developed by Yoo et al. (2011). The indulgence and restraint dimension
was adapted from Heydari et al. (2021), and slightly modified brand equity elements scale
was adapted from Yoo et al. (2000). The construct of brand equity was modeled as a
higher-order reflective formative construct, replicating previous studies (Koay et al., 2020;
Raza et al., 2020). Smartphone brands, specifically Apple, Samsung, Huawei, Xiaomi, and
Oppo, were selected because the study population is highly familiar with and uses these
brands. If respondents are familiar with and have experience with the brand, they are more
likely to provide accurate responses to the questionnaire items (Yoo et al., 2000). The
scale of perceived usefulness was adapted from Davis (1989). Respondents were asked to
answer the questionnaire based on their current smartphone brand.
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2.2. Data Collection

To achieve the aim of the study, a quantitative research approach was used to collect data
from users who had smartphone experience in Nevsehir, Tiirkiye. A convenience non-
probability sampling method was employed. Since the scales were initially developed in
English, the authors translated them into Turkish with the help of two bilingual experts.
For the data collection process, permission was obtained from the Nevsehir Hac1 Bektas
Veli University Scientific Research and Publication Ethics Committee, dated 26.11.2022,
with decision number 2022.13.417.

A total of 400 questionnaires were distributed to respondents after obtaining their consent.
Of these, 373 questionnaires were completed and returned. After data cleaning, 356
responses were retained for further analysis, resulting in a response rate of 89%. Of the
participants, 199 (55.9%) were male and 157 (44.1%) were female. The average age of
the respondents was 24.59 years. Bryman and Cramer (2002) suggest that the sample size
in structural equation modeling studies should be at least five, or approximately ten, times
the number of statements in the research. As the sample size in this study exceeds five
times the number of statements in the questionnaire, it is deemed sufficient.

4. Data Analysis and Results
3.1. Measurement Model

The variables in this study were Hofstede’s cultural dimensions as individualism/
collectivism (IDV1 to IDVS5), indulgence/restraint (IVR2 to IVR3), long-term/short-term
orientation (LTO3 to LTO6), masculinity/femininity (MAS1 to MAS4), power of distance
(PDI3 to PDI4), and uncertainty avoidance (UAI1 to UAIS). The dependent variable was
brand equity, consisting of brand awareness (BA1 to BA3), brand loyalty (BL1 to BL3),
brand association (BSC1 to BSC3), and perceived quality (PQ1 to PQ4). This study used
perceived usefulness (PU1 to PU4) as a mediator and gender as a moderator. The study
labelled brand equity as a higher-order reflective formative construct.

The reliability of the constructs was established using outer loadings and composite
reliability. Each construct has an outer loading value that meets the minimum acceptable
threshold value of 0.500 (Hair et al., 2011). While some researchers recommend a factor
loading greater than 0.700 (Vinzi et al., 2010), studies in the social sciences often yield
values below 0.700 (Latif et al., 2020). Hair et al. (2021b) suggest that if the outer loading
is between 0.40 and 0.70, internal consistency reliability and convergent validity should be
analyzed. If the construct measures meet the recommended thresholds in these analyses,
the reflective indicator may not need to be removed from the analysis.

According to Latif et al. (2020), before eliminating indicators with values between 0.400
and 0.700, the researchers must assess the impact of their removal on composite reliability
and convergent validity. If removing items within this range improves the composite
reliability and the average variance extracted (AVE) values, they should be removed.
However, if deletion does not improve these values, the items should be retained (Latif
et al., 2020). In this study, the constructs DV5 (loading 0.641) and LTOS5 (loading 0.559)
were not removed, as their values exceeded the recommended threshold of 0.500, and their
removal would not significantly improve composite reliability or AVE. The composite
reliability values for all constructs were higher than the recommended threshold of 0.700.
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Table 2: Reliability and validity analysis

Outer loadings CR AVE
BAl <-BA 0.849 0.912 0.775
BA2 <- BA 0.920
BA3 <- BA 0.871
BL1<-BL 0.809 0.912 0.776
BL2 <-BL 0.924
BL3 <-BL 0.906
BSC1 <-BSC 0.849 0.861 0.674
BSC2 <-BSC 0.780
BSC3 <-BSC 0.833
IDV1 <-IDV 0.814 0.811 0.592
IDV2 <-IDV 0.837
ID5 <- IDV 0.641
IVR2 <-IVR 0.915 0.802 0.673
IVR3 <-IVR 0.713
LTO3 <- LTO 0.720 0.800 0.504
LTO4 <- LTO 0.715
LTO5 <- LTO 0.559
LTO6 <- LTO 0.821
MASI <- MAS 0.783 0.861 0.607
MAS2 <- MAS 0.788
MAS3 <- MAS 0.815
MAS4 <- MAS 0.728
PDI3 <- PDI 0.774 0.794 0.658
PDI4 <- PDI 0.847
PQ1<-PQ 0.896 0.937 0.788
PQ2 <-PQ 0.875
PQ3 <- PQ 0.886
PQ4 <-PQ 0.893
PU1 <-PU 0.783 0.902 0.697
PU2 <-PU 0.915
PU3 <-PU 0.799
PU4 <-PU 0.837
UAII <- UAI 0.786 0.857 0.548
UAI2 <- UAI 0.776
UAI3 <- UAI 0.812
UAI4 <- UAI 0.710

UAIS <- UAI 0.598
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For the convergent validity, the AVE values of the constructs were calculated, and the
values were higher than the recommended values of 0.500. Table 1. summarizes the
reliability and validity of the constructs. To establish the discriminant validity, the HTMT
ratio was assessed, and all the ratios were below the recommended values of 0.85. Table
2. summarizes the values of the HTMT ratio.

Brand equity is a higher-order formative construct based on four lower-order constructs: brand
loyalty, brand awareness, brand association, and perceived quality. To validate this higher-
order construct, the study checked for multicollinearity using the variance inflation factor
(VIF). According to Hair et al. (2021b), VIF values of less than or equal to 5 indicate no issues
of multicollinearity. There were no multicollinearity issues in this study, as all values were
below 5. Next, the significance of the outer loadings was assessed, and all outer loadings were
above 0.50 and significant. Table 3 presents the validation of the higher-order construct.

Table 3. HTMT ratio

BA BL BSC Gender IDV IVR LTO MAS PDI PQ PU UAI

BA

BL 0.727

BSC 0.792 0.755

Gender 0.12 0.177 0.246

IDV  0.192 021 0.178 0.241

IVR  0.227 0.193 0314 0.02 0.157

LTO 0484 0.331 0.383 0.138 0.204 0.145

MAS 0.166 0.248 0205 0.621 0.228 0.179 0.14

PDI 0.36 0.301 0.338 0.216 0.317 0.209 0.334 0.398

PQ 0.898 0.867 0.824 0.164 0.189 0.134 0.464 0.232 0.256

PU  0.607 0.456 0.616 0.154 0.248 0.246 0.422 0.298 0.298 0.551
UAI 0277 0.182 0.196 0.13 0376 0.115 0.434 0.291 0.299 0.226 0.238

Table 4. Validation of the higher-order construct (Brand Equity)

VIF Outer Loadings T Statistics P Values
BA 2.846 0.910 17.601 0.000
BL 2.500 0.682 9.498 0.000
BSC 2.052 0.897 19.887 0.000
PQ 4.306 0.856 16.947 0.000

3.2. Structural Model Analysis and Hypotheses Testing

The first step in assessing the structural model is to evaluate the issue of multicollinearity
using VIF. The VIF values in this study were below the recommended threshold of 5,
ranging from 1.218 to 3.982 (Hair et al., 2021b). Therefore, multicollinearity is not a
concern in this study. Next, the explanatory power of the model was assessed. The
R-squared value was 0.247 for perceived usefulness and 0.441 for brand equity, indicating
that 24.7% of the variance in perceived usefulness and 44.1% of the variance in brand
equity are explained by the exogenous variables. The R-squared values, ranging between
24.7% and 44.1%, can be described as weak to moderate (Hair et al., 2013). The predictive
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relevance of the model was assessed using Q-squared, with values ranging from 0.248 to
0.251, indicating that the model has medium predictive relevance.

The next step was to test the study’s proposed hypotheses. The analysis revealed that
individualism/collectivism does not have a significant impact on brand equity (f =-0.103,
t = 1.427, p = 0.077); thus, Hla is rejected. Uncertainty avoidance has a positive and
significant effect on brand equity (3 =0.092, t=1.785, p=0.037); hence, H1b is supported.
Short-term/long-term orientation has a positive and significant effect on brand equity (8
= 0.283, t = 4.200, p = 0.000), indicating that Hlc is accepted. The proposed effect of
indulgence/restraint on brand equity is positive and significant (3 = 0.122, t=2.147, p =
0.016); hence, H1d is supported. The analysis revealed that the effect of power distance on
brand equity is not significant ( = -0.078, t = 1.418, p = 0.078); hence, Hle is rejected.
The study also found that masculinity/femininity does not significantly influence brand
equity (B =0.075,t=1.372, p = 0.085); hence, H1f is rejected.

The PLS-SEM results on the effect of cultural dimensions on perceived usefulness are as
follows: the impact of individualism/collectivism on perceived usefulness is not positive
as proposed (B =-0.170, t = 2.004, p = 0.023); thus, H2a is not supported. Uncertainty
avoidance does not significantly influence perceived usefulness (p = 0.116, t=1.634, p =
0.051); therefore, H2b is also rejected. Long-term/short-term orientation does not have a
significant impact on perceived usefulness (= 0.076, t=0.774, p = 0.219); hence, H2c¢ is
not supported. The effect of indulgence/restraint on perceived usefulness is not significant
(B =0.019, t =0.220, p = 0.413); thus, H2d is not supported. The results show that the
effect of power distance on perceived usefulness is not significant ( =0.012,t=0.119, p
=0.453); therefore, H2e¢ is rejected. The study also found a negative and significant effect
of masculinity/femininity on perceived usefulness (f =-0.182,t=1.814, p =0.035). Since
the proposed relationship was a positive effect of masculinity/femininity on perceived
usefulness, H2f is rejected. SEM analysis further revealed a positive and significant effect
of perceived usefulness on brand equity (B = 0.381, t = 5.807, p = 0.000); thus, H3a is
supported. Table 4 summarizes the direct relationships found in the study.

Table 5: Direct Relationship Analysis

Hypothesis B SE T P Values Results
Hla: IDV -> BE -0.103  0.072  1.427 0.077 Not Supported
Hl1b: UAI -> BE 0.092  0.052 1.785 0.037 Supported
Hlc: LTO -> BE 0.283  0.067  4.200 0.000 Supported
H1d: IVR -> BE 0.122  0.057 2.147 0.016 Supported
Hle: PDI -> BE -0.078  0.055  1.418 0.078 Not Supported
HI1f: MAS -> BE 0.075  0.055 1372 0.085 Not Supported
H2a: IDV -> PU -0.170  0.085  2.004 0.023 Not Supported
H2b: UAI -> PU 0.116  0.071  1.634 0.051 Not Supported
H2c: LTO ->PU 0.076  0.098 0.774 0.219 Not Supported
H2d: IVR ->PU 0.019  0.087  0.220 0.413 Not Supported
H2e: PDI -> PU 0.012  0.098 0.119 0.453 Not Supported
H2f: MAS ->PU -0.182  0.100  1.814 0.035 Not Supported

H3a: PU -> BE 0.381 0.066 5.807 0.000 Supported




The Effect Of Hofstede Cultural Dimensions On Brand Equity:
The Mediating Role Of Perceived Usefulness 159

Mediation analysis was performed to assess the mediating effect of perceived usefulness
on the relationship between cultural dimensions and brand equity. As Table 5 indicates,
perceived usefulness mediates the relationship between individualism/collectivism
and brand equity (f = -0.065, t = 1.684, p = 0.046). The direct effect of individualism/
collectivism on brand equity was not significant (§ = -0.103, t = 1.427, p = 0.077). The
study revealed that perceived usefulness fully mediates the effect of individualism/
collectivism on brand equity. Furthermore, the study found that perceived usefulness
mediates the effect of masculinity/femininity on brand equity (f = -0.069, t=1.794, p =
0.036). The direct effect of masculinity/femininity on brand equity was not significant ( =
0.075,t=1.372, p = 0.085), indicating that masculinity/femininity influences brand equity
through perceived usefulness and perceived usefulness fully mediates this effect.

Perceived usefulness did not significantly mediate the effect of power distance,
indulgence/restraint, long-term/short-term orientation, or uncertainty avoidance on brand
equity. Therefore, H4a and H4b were supported, while H4c, H4d, H4e, and H4f were not
supported. Table 5 summarizes the mediation effects.

Table 6: Mediation Analysis

Indirect effects

Hypothesis B SE T value P Value Results
H4a: IDV -> PU -> BE -0.065 0.038 1.684 0.046 Supported
H4b: UAI -> PU -> BE 0.044 0.033 1.327 0.092 Supported
H4c: LTO -> PU -> BE 0.029 0.041 0.709 0.239 Not Supported
H4d: IVR -> PU -> BE 0.007 0.037 0.198 0.421 Not Supported
H4e: PDI -> PU -> BE 0.004 0.039 0.113 0.455 Not Supported
H4f: MAS -> PU -> BE -0.069 0.039 1.794 0.036 Not Supported

The study assessed the moderating effect of gender on the relationship between perceived
usefulness and brand equity and found that gender did not moderate the effect of perceived
usefulness on brand equity (B=0.018, t=0.183, p=0.428). Therefore, H5a is not supported.
Table 6. summarizes the moderation effect.

Table 7: Moderation Analysis

Hypothesis B SE T Value P Value Result
H5a: Gender x PU -> BE 0.018 0.097 0.183 0.428 Not Supported

5. Discussion and Conclusion

Examining the proposed hypotheses uncovered insightful results. The study reveals that
uncertainty avoidance has a positive and significant effect on the brand equity of smartphone
companies. This finding aligns with the empirical results of Yoo & Donthu (2002), who
also found a positive and significant effect of uncertainty avoidance on brand equity.
Furthermore, the study indicates that short-term/long-term orientation has a positive and
significant effect on brand equity, emphasizing the significant role of long-term orientation
in brand equity formulation. This is consistent with the findings of Rodriguez-Lopez et al.
(2023), highlighting the influence of cultural orientation on long-term brand loyalty.
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The effect of indulgence/restraint on brand equity is positive, echoing the results of Kazmi
& Rahman (2019), who similarly found a positive and significant effect of indulgence/
restraint on brand equity. However, the study finds that power distance does not significantly
influence the brand equity of smartphone companies.

Furthermore, the study reveals that perceived usefulness fully mediates the effect of
individualism/collectivism and masculinity/femininity on brand equity. Perceived
usefulness has a positive and significant effect on brand equity, consistent with the findings
of Badenhop and Frasquet (2021) and Kusmayanti (2022).

The study also identifies an insignificant moderating effect of gender on the positive
relationship between perceived usefulness and brand equity. This moderating effect is
similar to the findings of Salem et al. (2023), who also found an insignificant moderating
effect of gender on the relationship between perceived usefulness and brand equity.
Furthermore, Abuhashesh et al. (2021) argued that men and women have a significant role
in the community, and their behavior affects brand equity formulation.

In conclusion, this paper aims to examine the impact of Hofstede’s cultural dimensions
on brand equity. Specifically, we investigated the dimensions of uncertainty avoidance,
long-term/short-term orientation, indulgence/restraint, power distance, individualism/
collectivism, and masculinity/femininity. Additionally, this study explored the mediating
role of perceived usefulness and the moderating role of gender. To achieve our objective, 356
questionnaires were collected from respondents. PLS-SEM was employed to analyze the
relationships between the variables. The findings demonstrate that uncertainty avoidance,
long-term/short-term orientation, and indulgence/restraint significantly influence the brand
equity of smartphone companies. Furthermore, the dimensions of individualism/collectivism
and masculinity/femininity impact brand equity through perceived usefulness. Notably, our
study reveals a positive and significant relationship between perceived usefulness and brand
equity. However, it is important to note that gender does not significantly moderate the
relationship between perceived usefulness and brand equity.

This study contributes to the existing body of brand equity literature by examining the
impact of individual-level cultural dimensions on the brand equity of smartphone companies.
Additionally, this research sheds light on the mediating role of perceived usefulness in the
relationship between individual-level cultural dimensions and brand equity.

This paper contributes to the existing literature in four different ways. First, it tests an
empirical model of the relationship between cultural dimensions and brand equity in the
smartphone industry. Second, the paper tests the mediating role of perceived usefulness in the
relationship between cultural dimensions and brand equity in the smartphone industry. Third,
the paper further analyzes the relationship between perceived usefulness and brand equity,
finding that perceived usefulness has a significant positive effect on brand equity. Fourth,
the paper contributes to the literature on Hofstede’s cultural dimensions and brand equity by
focusing on the relationship between individual-level cultural dimensions and brand equity
in the context of the smartphone industry. To the best of the researcher’s knowledge, no
studies have focused on the relationship between individual-level cultural dimensions and
brand equity. Finally, the paper assists smartphone companies in understanding the effect
of consumer culture on the formulation and development of smartphone brand equity, as
culture is one of the most influential factors in international markets.
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For practitioners, particularly those in the smartphone industry, the study provides
actionable insights into how cultural dimensions can be leveraged to enhance brand equity.
Managers should recognize the significant impact of uncertainty avoidance on brand
perceptions and tailor their marketing strategies to reduce uncertainty for consumers,
such as through transparent communication and robust customer support services. The
significant influence of long-term orientation on brand equity suggests that companies
should invest in long-term relationship-building activities, such as loyalty programs
and consistent post-purchase engagement. These strategies can foster enduring brand
loyalty among consumers who value long-term commitments. Understanding the role
of indulgence/restraint can help managers align their branding efforts with the lifestyle
preferences of their target markets. Brands that cater to indulgent cultures might emphasize
luxury and pleasure in their marketing messages, while those in restraint-oriented markets
might focus on practicality and functionality.

The mediating role of perceived usefulness highlights the importance of product
functionality and consumer perceptions of utility in driving brand equity. Managers should
ensure that their products meet or exceed consumer expectations of usefulness and clearly
communicate these benefits in their marketing efforts. This approach can enhance brand
perceptions across various cultural dimensions, including individualism/collectivism and
masculinity/femininity. Finally, given the non-significant moderating effect of gender,
managers might consider focusing their segmentation strategies on other factors that more
significantly impact brand equity. While gender-specific marketing can still be relevant, it
should not overshadow the broader cultural and functional aspects that drive brand value.

6. Limitation and Direction for Future Research

Despite its contributions, the study has some limitations. First, the current study assessed
the effect of individual-level cultural dimensions on brand equity by focusing on only
one country. The fact that the data was collected through convenience sampling and the
study was conducted in the Nevsehir province of Tiirkiye limits the generalizability of the
results. Additionally, the fact that the study was conducted within a specific time period
can also be considered an important limitation. Another limitation is that the research
focused on a specific product group; future studies on different product categories may
yield different results.

Future research should focus on and compare different countries. This study only
considers perceived usefulness as the mediating variable, but future research could
include additional variables such as perceived ease of use and perceived risk. Future
studies should also explore the moderating effects of perceived usefulness. The present
study examines gender as the moderating variable in the relationship between perceived
usefulness and brand equity. Future research should also focus on other control variables,
such as subjective norms.
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