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I. INTRCDUCTION

The constructs of individualism (IND) and collectivism (COL) have do minated
the discourse on the psychological impacts of culture over the fase 20 vears
0f crossecultieral vesearch {Oyserman, Coon, & Kemmelmeier, 2002), The
tonceptuaiizations of IND and COL have historically been broad and mult-
dimensional, summarizing a host of differences in focus of atfention, self
definitions, motivations, emotional COnNEctions to in-groups, as well as belief
systems and bebavioral patterns (Bond, 2007: Ho & Chiu, 1994; Hofstede,
1980, Oyserman et 2, 2002; Triandis, 1883 Triandis, Chen, & Chan,
1988; Triandis, Leung, Villareal & Clack, 1985}, Although the breadih and
power of these congtruces have profoundly advanced the field, critiques of their
multifaceted nature and debares about the “core” essence of IND and COL limis
the insights afforded by thess broad dimensions (Briley & Wyer, 2001;
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Mzheswaran & Shavitt, 2000; Oyeerman et al, 2002}, In this chapter, we review
evidence supporting the value of a horizontal {valuing equality) and vertical
{erphasizing hievarchy} culrural distinerion nested within the broadey IND-
COL classification. Togather with our colleagues (Alokparna Basu Monga, Sergio
Carvatho, Chi-yue Chiv, Tirmothy Johnson, Andrew Kaikati, Hean Tat Keh,
Ashole Lalwani, Natalia Maehle, Aysegai Czsomery, Jimmy Wong, and Jing
Zhang}, we have investigated this distinction and its implications for the under-
standing of cultural processes. Our findings underscors the value of the hori-
zental and vertical distinction for uncovering novel cultural patterns. This work
and others” work highlight several sources of value for a vertical/horizontal
distinction—as a predictor of new phenomena not anticipated by & broader
focus on IND-COL, and as a basis for refining the understanding of existing
phenomena linked to the IND-COL distinction. In this chaptey, we describe the
horizontal-vertical distinction and its measurement, and we review several lines
of research that show how it ran rontribute 1o predicting the role of culture in
shaping perceptions, motives, values, and social refations. Our coverage is struc-
tured around 2 cove set of cuestions: Who am I and what do I value? How should
[ present myself to others? How do  perceive the sodal enwvironment? We close
by discussing implications for understanding consumer psychology and suggest
future directions for research on the horizontal-vertical distinction.

. HORIZONTAL AND VERTICAL INDIVIDUALISM
AND COLLECTIVISM

Describing 2 delineation of different “species” of individualism and collectiv-
izm, Trizndis and hiz colleagues (Singelis, Triandis, Bhawuk, & Gelfand, 1995;
Triandis, 1995; Triandis et al,, 1898; Triandis & Gelfand, 1998) noted theat,
nested within each INI)-COL category, some societies ave horizontal (valuing
equality), whereas others are verticol (emnphasizing hisrarchy). The horizontal-
vertical distinction emerges from the observation that American or British
individualism differs from, say, Swedish or Danish individaalism in much the
sarne way that Kovean or Japanese collectivism differs from the collectivism of
the Israeli kibbutz.

In verticalsindividualist (VI societies or cultural contexts (e g, United
States, Great Britain, France), people tend to be concerned with improving their
individual status and standing out——distinguishing themselves from others via
competition, achievernent, and power. In contrast, In horlzontabindividualist
(Hi) societies or cultural contexts (e. g, Sweden, Denmark, Norway, Australia),
people prefer to view themselves as equal to others in status and eschew status
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differentiation (e g, Feather, 1994; Nelsor & Shavitt, 2002). Rather than
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1992; Daun, 1891, 1892, Feather, 1994: Nelon & Shavitt, 2002; Triandis &
Gelfand, 1998). In contrast, peopie in the United States (VD) have beer: shown
t& aspize to distinction, achievement, success, and being or having “the best”
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{e. g, Markus & Kitayarma, 1891 Triandis & Gelfand, 1998; Weldon, 1884). In
fact, in the United States, “success is communicated, shared and displayed
because i is natural to show off” (de Mogij. 1938, p. 195).

Similarly, although collectivists share an interdependent worldview,
Koreans and other East Asisns (VO emphasize defersnce 1o authority and
preservation of harmony in the context of hierarchical relations with others.
indeed, the status of one'’s family and other key ingroups establishes one's
individual social standing in VC cultures. In contrase, in the Israel kibbutz
(HC), the emnphasis is neither or: harmony nor status. Instead, honesty, dizect-
ness, and cooperation are valued, within 2 framework of assumed egualisy
(Gannon, 20070; Kurman & Sriram, 2002; Triandis & Gelfand, 1998).

The horizontal-vertical distinciion resembles the culture-tevel dirrension
of power distance (Hofstede, 1980, 2001), although there are imporiant con-
ceptual and structural distinctdons {see Shavitt, Lalwani, Zhang, & Torelli,
2006}, Forinstance, powsr distance iz conceptnalized in unipolar tevims (high
to low). The horizontalvertical classification is nested within individualism
and collectivist to vield four distinct categories,

This four-category typology fits with Ficke's {1552) categories of sociality:
communal sharing {corresponding to collectivisin), market pricing {corre-
sponding to individualiem), equality matching (horizontal velationships), and
authority ranking {vertical relationships; Triandis & Celfand, 1998). A recent
study by Vodosek (2009} provides some support for these relations. In his
study, members of chemistry research groups at U, 5. universities completed a
scale to assess the relational models they apply 1o their group members
{Haslam 1594, 199%; Masiam & Fizke 1899) and 2 scale to assess cultural avi-
entations of korizonial and vertical IND and COL {Triandis & Gelfand, 1958,
Resuits vevealed asscciations between communal sharing and coltectivism,
between authority and vertical orlentation, and between equality matching
and horizontal collectivism {albeit not horizontal individualism). These resulrs
underscore the role of both INIMCOL and horizontal-vertical cultural distine-
tions i explaining preferences for certain relational models of sodatity,

The horizontal-vertical distinction is also conceptually linked to personal
value categories such as power, achievernent, and conformity values {vertical),
33 contrasted with seif-direction, benevolence, and universalism values (hori-
zontal e, g, Schwartz & Biicky, 1887, 1990},

bMost cross-national comnparisons in the psvchology and consurmer behay-
ior litevatures contrast people in the United States (VI) with those in Bast
Aslan countries {V(; see Oyserman et al, 2002, and Shavitt, Lee, & Torelli,
2009, for reviews), Therefore, established differences hetween IND and COL
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societies may be more reflective of vertical forms of these syndromes and may
not genevalize to cornparisons between horizontal cultures. As one example,
conformity in product choice, as studied by Kim and Markus (1999), may be a
tendency specific to VC cultires, in which deference to authority figures and
toingroup wishes is stressed. Much lower levels of conformity may be observed
in 5C cultural contexts, which ensphasize cooperation. solidarity, and sociabil-
ity but not deference or hierarchy (Triandis & Gelfand, 1958). Thus, observed
differences in confonmity in consumer choices between Korea (VC) and the
United States (VI; Kire & Markue, 199G see also Choi, Lee, & Kim, 2005)
cannot be ascribed solely to the role of IND-COL because such conformiry pat-
terns might not be expected when comparing Hi and HC societies.

Oyserrrean et al (2002), in their comnprehensive neta-analysis and review
of the psychological implications of IND-COL, suggested that values of hierar-
chy and competition function independently of IND and COL. They found
that when measures of IND and COL cultural orientation incuded items rane
ping hierarchy and competition theres, cross-national patterns in IND.COL

orientation changed. For example, “when competition was included in the

scale, the differenice between Americans and Japanese in TND dizappeared,
suggesting that competitiveness is a construct unrelated to IND” (p, 16). Such
findings are consistent with a view of both the United States and Japan as
vertical socleties. According to this interpretation, when IND-COL cultural
orientation scales emphasize themes relevant to vertical orientations,
respotses across these societies appear more similar. The findings also ihug-
trate the aforementioned limitation in studying IND and COL primarily withiz:
vertical cultural contexts. 1t is difficult to determine which differences are
associated with the broader IND-COL distinction and which reflect patterns
of judgment or behavior mostly relevant to specific comparisons of VI versus
VC contexts {rather than Hl va. HC contexts).

Before reviewing consequences associated with horizontal versus vertical
cuitural categories, we describe current methods for measuring horizontal and
vertical individualistic and collectivistic orientations.

Hi. MEASURING HORIZONTAL AND VERTICAL
FORMS OF INDIVIDUALISM AND
COLLECTIVISM

Triandis and his colleagues have developed and refined 2 scale for measuring
the M, VI, HC, and VT cultural orvientations within-culture (e, 2., Singelis
et ai, 1995; Triandis et al,, 1998, Triandis & Gelfand, 1998). People with a
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VI orientation are more likely to agree with such items as “competition is the
law of nature,” “winning is everything” and “it is important that I do my job
better than others,” whereas people with an Hi orientation are more fkely to
agree that | often do ‘my own thing” ‘4 rather depend on myself than
sthers,” and “my personal identity, independent of others, is very important
to me.” People with a VC orientation are more likely to agree with such items
as “parents and childven must stay together as much as possible,” "it is my duty
to take care of my family, even when { have to sacrifice what T want,” and it is
important o me that [ respect the decisions made by my groups,” whereas
people with a HC orlentation are more likely 1o agree that *l feel good when
I cooperate with others,” “to me, pleasure is spending time with others,” and
“the well-being of my coworkers is important to me” (Singelie et al, 1895
Triendis & Gelfang, 1098},

Several studies have explored the cross-culbural generatity of these orien-
tation categeries and the dimensionality of the scale. Triandis and Geifand
(1998) pravided evidence for the convergent and divergent validity of these
four constructs and reported interrelations between thelr cultural-orientation
measure and other meastres that fit the concepzual definitions of these cate-
gories, They also showed that their 16-itern culturai-crientation measure
shares the samne factor structure in Korea as was previously identified in: the
{nited States (gee alsa Chion, 2001; Gouvela, Clemente, & Espinosa, 2003;
Robert, Lee, & Chan, 2008; Soh & Leong, 2002, for additional evidence for
crogs-national stractural equivalence of various versions of these scales).
However, comparability across published studies is imited by the fact that &if-
ferent subsets of items have been used across some of the studies to classify
cultural orientation {e. g, Kurman & Srirarm, 2002). More recently, Sivadas,
Bruvold, and Nelson (2008) tested a 14-itern reduced version of the scale in
several countries and provided evidence that it outperforms the longer ver-
sions (e, g, Singelis et al,, 1995; Triandis & Gelfand, 1998). Current work has
aizo focused on measures of culture that capture intersubjective norms
(Zou et al, 2008), inclading horizontal and vertical categories {Shteynberg,
Gelfand, & Kim, 20609}, indicating that these categories can be represented as
culturally consensual norms.

Next, we review key consequences associated with horizontal versus
vertical cuitural categories. As we shall show, our program of research and
others' have not only established that these distinctions are well replicated but
also that they have far-reaching implications for personal values, identities,

self-presentational tendencies, and perceptions of the social environment.

TR,
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Fhese implications go beyond those that would be anticipated by a focus on
the broad IND and COL eultural categories,

V. WHO AM | AND WHAT DO | VALUE?

A, Personal Values

Although most comparisons of culeural values contrast broader IND versye
(COL categories, a number of studies have pointed to differences in hierarchical
or status-oriented values within IND or COL categories. For instance, cur
cxoss-national research in rhe Unired States {viewed az a VI society) and
Denmark (viewed as an HI society) showed clear differences inl the imporiance
that people place upon achievement, the display of success, and the gaining of
influence (Meison & Shavitt, 2002}, even though both societies are Westerﬁ
and individualbistic culinres {Flofstede, 1280, Denmark is characierized hy
benevolent social welfare policies designed to help the least fortunate i sodi-
ety, coupled with a ubiquitous social modesty code (the Junteloven) that frowns
.:?n showing off. In contrast, in the Unired States the notion of equality is
‘g{;uai opportunity,” as apposed 1o equivalence of cutcomes. ?opula;r culture
themes of rags-to-riches emphasize individual social mobility up the ladder of
success, and these are reinforced by tax and social welfare poli;ies that allow
for relatively high income disparities within the society {MNelson & Shavitt
2002; Trandis, 1595). |
We reasoned that this would manifest in different values being articulated
when people reflected on their goals and hopes for the future. Indeed, in open-
ended interview responses, we found that Americans discussed the impor-
tance of achiaving their goals as something that makes them happy, whereas
Danes did not {58% v=. 0%, respectively). When Americans were asked about
their future, their responses reflected career options first, often with an inter.
est in entrepreneurship, a theme that was completely lacking from Danes
{Nelsor: & Shawitt, 2002, study 1) As ore informant, a Danish attorney,
explained, “There's no incentive to achieve mate or work harder here, My taxes,
are 50 high that it’s actually cheaper for me #o take the afternoon off work and
go goifing” {p. 445}. The hierarchical nature of 11, 5. society rewards those who
set goals and achieve them, whereas the same corrse of action iz frowned tmon
in Denmark’s H society. :
{ Mc‘nzeover, in another study (Neison & Shavitt, 2002, Srady 2), self-ratings
SDOWEG & simiiar pattern indicating thar the cultural orientations and values

of Americans wey i . : s 2 :
is were more vertical and more achievement oriented than thoge of
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Danes-more oriented toward success, ambition, and gaining influence. In
contrast, we found that the vaiues of Danes were more universalfstic than
those of Americang——that is, more oriented toward sociai justice, nature, and
ecuality {see Schwartz & Bilsky, 1987, 1990}, Moreover, endorsement of
achievernent wvalues was correlated with a VI culeural orientation in both
couniries.

Other vesearch has alkso shown positive relationships between 2 VI cul-
tural ovientation and achievernent and power values, as well as negative rela-
tionships between those values and an HC ecultural orientation (Oishi,
Schiramack, Diener, & Subk, 1398}, Further, self-direction wag positively cor-
related with Hi orientation but negatively correlated with VI orientation. In
contrast, & focus on social relationships correlated positively with HC orienta-
tion, but not VC orientation. Along similar lines, Triandis and Gelfand (1998)
reported that an HC orientation was predicted by interdependence and socia-
bility. Confirming this cross-nationally, our results showed in both the United
Sraves and Denrnark that HC (but nor VO oriensation correlated with sadable
and benevolent values (Melson & Shavitt, 20023, In lne with this, Chen,
Meindl, and Hunt (1997 found that, in China, those with an HC orientation
preferved an egalitarian veward system, which fosters shared responsibility
and interpersonal interdependence, whereas those with a VC orlentation pre-
ferred a differential reward system, which fosters hierarchy. Soh and Leong

{2002} reported in both the United States and Singapore that HC ovientation
was best predicted by benevolence values, VC by conformity values, Vi by
power values, and H by self-dizection values,

In sum, although the broad definition of COL has focused on inzer
dependence and the maintenance of social relationships, several studies sug-
gest that it is people with an HC orlentation who are particularly oriented
toward sociability and are motivated to maintain benevolent relationships.
Similasly, although independence and a focus upon self-direction and unique-
ness have been key 10 the definition of IND, it appears that it is those with an
HI orientation who are egpecially motivated to maintain thelr self-Image as

being separate from others and are capable of self-reliance.

B. Gender Bifferences in Horizontal and Vertical
Cultural Orientations

The relationship between gender and cultural orientation may also depend on
whether Vior Hi{or VC or HC} is congidered. Wales are generally seen as more
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IND o1 independent than females, whereas females are seen as more COL or
frrterdependent than males (¢, & Cross & Madson, 1997, Giliigan, 1982, 19846:
Kitayama, Markus, Matsumoto, & Nerasakkunkir, 1997; Markus & I{étayama]
1'991; Wood & Bagly, 2007)_ Several studies have pointed to such gender diz‘:
ferences, although the specific nature of these differences varles across stiudies
(see Cross & Madson, 1897; Kashima et al., 1955). Some research has shown
no diffevences on broad IND-COL indicators. For instance, Gabriel and Cardner
{1993) reported that whereas women are more relational and lese group-
oriented than men in their patterns of interdependent judgments and beha;'—
iors, there were no gender differences on behaviore relating to independent
ones {see also Baumeister & Sommer, 1997, Kashima er al., 1595). ‘
Cur findings suggest that taking the horizontal-vertical distinetion into
account sheds light on the natuye of the gender differences to be expected, In
studias conducted wish 17 S, participants {see Shavite, et al., 2008) mmen sco:??d
consistently higher in VT than women (zee also Chirkov, Ryan, Kim, & Kaplaél
2003: Nelson & Shavitt, 2002 for simitar patterns replicated cross—nationélly)j
The pattern for Bl was much fess consistent, with females sometimes scoring
directionaily higher than males {see also Kurman & Sriram, 2002, for cro*qqm
nations] evidence comsistent with this). In other wordg, yobust gez;clex dxr’fezfm
c-.z‘.lces in IND enly emerged in our results for the vertical form, The results also
showed that women scored consistently higher in HC than men (see aiso
Kurman & Srirars, 2007: Nelson & Shavitt, 2062}, However, women are 0
broadly more collectivistic than men and did not score higher in VO (if ‘any—'
thing, men scored higher in VC than wormen did, a pattern also ohserved by
(Eh}i’kﬁlv etal, 7003, and Karman & Svirarn, 2002}, Thus, gender differences in
COL weve specific to HO,
, I another study, when responding to a variety of behavioral scenarios
LTrian‘dis of al, 1598}, men were mare Likely than women to endorse choices
that characterize vertical forms of individualism {e. g. splitting a restanrant
bill according to how much each person makes) but not horizontal forms (e g
splitting the bifl according to what that person ordered). In contyas: wor)-:; e1;
were Inore ! 7 "

_ ore X <ely than men to endorse choices that characterize horizontal
torms of collectivism {e. g., splitting a restaurant hill equally, without regard .+<:;
who ordered what) but not vertical forms (e. % having a group leader pay tl‘;e
bill oy decide how to splitit) {Lalwani & Shavitt, unpublished éataj
Additional studies examined whether the links between gender and
VTand HC that were observed reflact distinet masculine and ferinine céftzz;al
vzlue orientations {Lalwari & Shavitt, unpublished data) To address this,
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subiective measures of masculinity and femininity were mcuded (Spence &
Helmreich, 1578 Stern, Barak, & Gold, 1987). For instance, i one study, U. 5.
participants completed the scale of horizontal and vertical IND-COL {Triandis
& Gelfand, 1998), as well as Spence and Helmreich's (1978) Personal Astributes
Questionnaire on which they rated themselves on a sexies of five-point seman-
sic differential items to measure masculinity and femininity. Feminine items
included “Not at all ermotional-—Very exmotional” “Very rough—Very gentle,”
and “Not at al} kind—Very kind” Masculine items induded "Very passive
Very active,” “Gives up very easily—Never gives up easily,” and "Goes to pieces

under pressure~—Stands up well under pressure.”

i 2 feminine focus is assoclated with a type of collectivism that empha-
gizes cooperation and social relationships (HC}, and a masculine focus is asso-
clated with an individualism that emphasizes status, powsar, and prestige (VI),
then ane would expect a distinct pattern of correlations berween VI and self-
rated mascaiinity on the one hand, and HC and selfrated fernininity on the
other. This is the pattern that was observed across different subjective gender
measures {Lalwars & Shavirt, unpubliched data).

These patterns would not be anticipated in the broader literature on

construal. For instance, whereas sotne have concluded

gender and cultural sel
that men and women do not differ in dimensions of self-construal velevant to

IND {RBaumeister & Sommer, 1997; Gabriel & Gardner, 1999), we found that

males consistently score higher than fernzles on ene type of IND. That s, [ND

in males appears especially focused on status, power, and achieverment through

competition (VI}. Traditional masculine social voles thar emphasize achieve-

mens and power gained through work outside the home may contribute to the

robugt gender differences that were observed.

Results also shed light on the motivational underpinnings of gender dif-
ferenices that have been proposed and ohserved in other studies. Specifically,
COLin fernales appears to emphasize benevolence, sociabiity, common goals,
aned cooperation (FCY This may parallel the relational interdependence identi-
fied in previous studies (Cross, Bacon, & Morris, Z000; Gabriel & Gardner,
1899; Kashirma et al., 1895; see alsc Wang, Bristol, Mowen, & Ckakraborty,
26003, Howevey, women 4o not appear abways to be higher in COL or inter-
dependence. If anything, men report s somewhat greater emphasis on farnilial
duties and obligations and on deference o authority (VO). That is, they are
more likely to endorse the values of family integrity and in-group deference.

In surm, our rasults and those of other researchers indicate that the hori-
zontabvertical distinction is useful in predicting or gqualifying the nature of
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gender differences in enltural orientation, as well as in understanding the
2 5 ] 3 3 ] L N
motivationa: underpinnings of the differences observed.

V. HOW SHOULD | PRESENT MYSELE?
A. Self-Presentation and Response Styles

These observations about the values associated with horizontai and vertical
orientations have implications for understanding self-presentational pai:tems.
;;mss cuitures. Self-presentation pervades all aspects of human bebém'_c;r
However, what constitutes desirable self-presentation may differ as a fun c?;ﬂr;
of cultural variablea. Aga res ult, we have argued that distine: seif—presemaéi;;ai
patterns should emerge for peosle of different cultures {Lalwani, Shavitt &
Johnson, 2008). The foregoing discussion sugpests that self«p'resentatio;}ai
tendencies of people with different cultural orientations or hackgrounds shou%ci
'corre_spanc? {0 TWO rEsponse styies associated with sacially desirabie respond-
in?;: zmp‘ifessién maz;agejnerzt (M) and self-deceptive enhancement (SDE)
{Gur & Sackeim, 1979 Paulhus, 1993 Sackeim & Gur, 1579), The Paulhus
Deception Seales {Pavlhus, 1884, 1991, 1998 COmprise two subscales mea-
suring these dimensions of socially desirable responding, [mpression mamége—
Iment refers t6 an attempt to present one's setf-reported actions in the most
positive manner to convey a favorable image (Faulhue, 1998a; Schlenker &
Britt, 1899; Schienker, Britt, & Fennington, 1996}, It is an effort to control the
images that one projects to others. This construct is often associated with ciz&.
simulation or deception (Mick, 1996), and it is tapped by such items as “T have
never dropped litter on the street” and ' sometimes drive faster than the spem‘:
Hmit” {reverse scored; Pauthus, 19982). Self-deceptive enhancement refers £0
the tendency to describe oneself in inflated and overconfident terms _IZ: is a
predigposition to see one's skills in a positive Iight, and it has been described as
aformof “rigid overconfidence” (Faulbus, 1998a). Self-decentive enhancement
i assessed by agreement with such items as My first impressions of people
usually tuim out to be right” and “T am very confident of my judgments.”

' We first review evidence on self-presentation as a function of the broad
IND-COL distinetion, as well as the related contextial distinction in indepen-
dent versus interdependent satient sel. construal. Then we demonstrate how
& consideration of horizontal-vertical distinction further enhances our under-
starding of the links between culrure and self-pregentation, )

Cur research has demonstrated that INDs. ¢ o C
higher in self-deceptive enhancement and Iawer, i;oil?rf)amfi ‘t" o e
T HNresslon management
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{Lalwani et al, 2006}. In ¥ne with this, we further argued that people may
highlight different qualities in their self-presentations, and thar what s con-
sidered desirable will vary from one culturally refevant context to another

{Lalwani & Shavizt, 2008). Across several studies, we showed that when an

independent versus interdependsnt cultural self-construal is made salient,
distinet self-presentational goals are activated. Thus, when the independent
self-construal is salient, peopie strive to present themselves as selfireliant,
confident, and skifltul However, when the interdependent salf-construal is
sallent, people strive to present themselves as sensitive and sodially appropri-
ate (Markus & Kirayama, 1991; Sackheim & Guy, 1979; Taylor & Brown, 1588;
van Basren, Maddmx, Chartrand, De Bouter, & Van Knippenberg, 2003).
Indeed, in multiple atudies, we showed that salient self-construal leads to an
increased lkelihood of choosing to perform tasks that could showease cultus-
ally valued skilis: Participants with a salient imterdependent self-construal
were more [ikely to choose to take a test that coudd showcase their social sen-
sitivity, whereas those with a salient independent self-construat were more
likely o choose to take s test that would showcase their selfreliance (Lalwani
& Shaviet, 2009). Moreover, participants proved to be more effective at show-
casing cudturally appropriate skills. Thus, as showsn in Figure 7. 1, people with
a salient independent {vs. interdependent) selfcomstrual actually scored
higher on a test of general-knowledge trivia. In contrast, people with a salient
interdependent {vs. independent) self-ronstrual were move effective at por-
traying themselves in a socially sensitive manner, for nstance by scoring

Trivia guestions {study 5 Etiquette questions {study 7)

Self-construal

E independent
interdependent

Petformance

Absent Prasent Absent Present
Opportunity to seif-affirm

FIGURE 7.1: The sflects of salisnt self-construal en performance on generat trivia

knowledge and sticustie questions. {Adapted from Labwani & Shavity, 2009, studies S and 7.

feptintad with permissior of Amarican Prychological Assosistion. Copyright 200%5
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higher on a test of etiquette. Importantly, these effects were not observed
W‘L‘l.‘_‘fﬂ participantswere first given the opportunity to engage in seif-affirmation
{Johnson & Stapel, 2007 Steele & L1, 1983), allowing them to fulfill their
self-presentational goals before thoosing or participating in tests (Lalwani &
Shawitt, 2008).

Additional studies also supported the role of self-presentational goals
underlying the effects of salient self-construal, For instance, when participants
were led to doubt thelr upcoming performance on ests, by frat txyﬁng to sokve
very difficals GRE test problems, the effects of salient self-construal on rest
cholce were eliminated or seversed (Lalwani & Shavire, 2609). Apparently,
facing the possibility that they might fail 2 test of social appropriateness led
people with 3 salient interdependent (vs. independent) self-construal 1o be less
likely to choose that test. Taken together, these findings indicate that salient
self-construal activated a readiness to pursue self-presentational goals, rather
than the semantic activation of beliefs or CONCERtS. |

The findings just described demonstrated irportant IND and COL cul-
tural differences in self-presentations. However, examination of horizontal
versus vertical categories vielded more nuanced insights into the motives
being served by these self-presentations. Indeed, when examined in 11 5. par-
ticipants as a function of euftural orientation, self-presentation patterns \»;'ere
contingent on the horizontal versus vertical orientation distinction Lalwars
et al, 2006). As already noted, research on personal vaies indicates that
peopie with an HI ovientation are especially motivated to view themselves as
separate from others, self-reliant, and wur ique. Shmilarly, people with an HC
orlentation are especially mottvared to maintain strong and benevolent social
relations and, therefore, to appear sodially appropriate in their responses.
Thus, we reasoned that an M1 (but not a V i) orientation shouid foster a
response style characterized by SDE bacause such responses help to establish
a view of oneself as capable of being successfully self-reliant, Hoﬁrever, an HC
{but not 3 VO orientation should foster 2 response style characterized by IM
because such responses help to mainzain Cooperative social relationships
through conveying a socially appropriate irzage. That iz, SDE and IM respond-
Ing addresses the distinct self-presentational motives agsociated wich horizon-
tal individualism or horizontal colleczivisrs, respectively,

Indeed, in multiple studies with U, §. participants, we showed that the
reiations observed between cultural varizhles and self-presentational patterns
were specific to Ml and H1C orientarions (Lalwani et al, 2006), KI {(but not V1
reliably predicted SDE, wheveas HC (but not VO) reliably predicted Iv on the:‘

N
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Paulhus Deception Scales (Paudhms, 1993, 1998b). These distinctions also
emexrged for responses to specific behaviorai scenarios relevant either to motives
of seif-reliance or motives of normative appropriateness. For instance, people
who were high versus low in HI orientation expressed more confidence that
they could make the right decision about whether to accept a future job, and
they were move likely to anticipate performing well on the iob. People who were
high versus low in HC orfentation were moze likely to deny that they would
gossip about coworkers on a job, plagiarize a friend's paper for 2 course, or
damage someone’s furniture without telling them. We also found {Lalwani
et al,, 2006, Study 3} that high HC people were more Lkely 10 engage in decep-
tive responding, as assessed by Eysencids Lie Scale {Eyaenck & Hysenck, 1964).

Overall, these findings vnderscore the value of the horizontal-vertical
distinetion for delineating sel-presentation goals and for predicting cultural
differences in the tendencies to pursue them. The studies converge on the
conclusion that people with an HC cultural orientation, who emphasize socia-
biity, benievolence, and normative zppropriateness, are characterized by a
tendency 1o engage in inpression management, regardless of how this self-
presentational regponse style iz assessed. However, people with 3 VC orienta-
tion, whe emphasize stature, duty, and conformity, are less lkely to be
concerned with impression management. One might speculate that the VO
orientation would instead be more pradictive of desirable self-presentations
concerning one’s deference, sense of duty, and fulfillment of ohligations. Cuy
stisdies also establish that people with an HI ovientation, who ermphacsize self-
competence, seif-direction, and independence, have a rendency to engage in
SDE. On the other hand, those with a VI orientation, who put emphasis on
status, power, and achievernent, are less likely to exhibit SDE. Instead, one
may speculate that the Vi orientation weould be move predictive of desirable

self-presentations concerning one’s achievements and competitive success.

B. Self-Presentation Mechanisms

I another line of work, we examined cultural differences in the mechznism by
which self-presentation via impression management occurs (Riemer, 2008},
Az previously described, collectivists are more motivated than individualists
1o engage in impression management {Lalwan etal., 2006). Thus, collectivists
receive more frequent practice In adjusting to normative constraints to
maintain harmonious relations with ethers (e. g, Lalwani et al, 2908; Triandis
& Suh 2002; van Hermnert, Yan De Viiver, Poortinga, & Georgas, 2002}
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According to research on automaticity, this frequent practice, in turn, should
lead to more routinized, automared processes {Bargh 1994, 1597 Smith &
Lerney, 1986), such that the process of adjusting to norms would require Hitle
or no deliberation. Combining research on antomaticity with evidence about
differences in the frequency with which collectivists and ndividualists engage
in impression managernent, we proposed that collectivisty adiustment to social
ROIEs In responding to attitude questions takes place through 2 relatively auto-
matic process. Therefore, it does not vequize significan: cognitive resources. In
contrast, individualists’ adjustment to social normes is move effortfid, and thus
it will take place only when cognitive resources are available {(Riemer, 2009).

Across a number of studies, we demonstrated thar collactivists were able
t0 adjust responses to the norm regardless of their cognitive busyness.
Individualists, on the other hand, were able to do so enly when they had the
cognitive capacity o adjust or edit their responses. In these studies, we agsked
people to report their attitudes regarding social issues and led them o expect
an upcoming discussion with other participants about their responses. This
was done to motivate them to impression manage. Participants’ tendencies to
engage In impression management were measured us Ing a modified vergion of
the 1M subscale (Pauthus 1984, 1588, in which particlpants reported atti-
tudes toward target behaviors instead of actual behaviors (e. g, T think it ie
bad to damage a library book or store merchandise without reporting it”
instead of T have never damaged 2 library book or store merchandise withous
reporting i), The expression of nermatively appropriate attitudes should
result i higher scores on this scale. In another study, we asked respondents
sbout their attitude toward an envirormentally friendly but very expensive
hybrid rar. Respondents perceived that the normative attitude was to favor
the car. Thus, we expected that impression management would he manifested
in more favorable expressed attinudes.

In all of our studies, we examnined differences in the degree towhich, when
motivated to impression manage, collectivists and individuzlists world differ
in their ability to express normative sttirudes effortiessly. To do so, we rnanip-
ulated cognitive load. Reduction of anpression management fendencies ander
cogritive oad (vs. no load condition) would sugpest the operation of effortful
processes that require cognitive resources, whereas Impression management
tendencies under cognitive load would point to automatic processes that can
be enacted with littie or no effort, Cognitive load was manipulaied either by
high versus low time pressure or by asking half of the participants to memo-
rize an eight-digit number (2. g, Gilbert & Osborne, 1988}
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Indeed, across our studies, cognitive load and cultural orlentation or
background inferacted to influence Impression management tendencies.
Collectivists engaged in impression management to the same degree regard-
less of thelr cognitive bugyness, suggesting a relatively effortless process. In
contrast, individualists did so only when not cognitively busy, suggesting a
velatively efforifil process. These effects were consistent when assessing
cultural crientation on individual bases, and when using nationality as an
alternative operationatization of culture-—with Bast Asfan participanis repre-
senting collectivists and U, 5. participants representing individualicts.

The predictions we proposed for cultural differences in impression mare-
agement processes may be extended to consider horizonial and verticsl cate-
gories of culture. One issue to consider is what motivates people to adiust
their responses to the norm. As described earlier, in our studies all partic
pants were induced to be motivated to impression manage using an antick
pated discussion technicue. Future research may exarine whether thers are
cuitural differences in the nature of anticipated interactions that would mosi-
vate such Impression management, as we suggested earlier (Lalwani o al,
2006}, Because in vertical cultures people value social status and hievarchy,
peopie high in VO may be motivated to impression manage when their
responses wilt be visible to people of higher status {e. g., their boss), but they
m:ay be less concerned about self-presentation when their responses will be
visibie to their peers (e. o, their friends). The reverse may be true for people
high in HC,

Second, the type of norms people would tend to adiust to would be relared
to thelr culrural orientation across both individualism-collecsivism and hovi-
zontal-vertical categories. Because people high in VC tend to focus on comply-
ing with authority, they should tend to adjust to novms assodiated with people
of higher status (e. g, respecting one’s teacher). People high in HC, on the
other hand, focus on sociability with ingroups, and therefore they may tend to
adjust to nerms associated with benevolent peer interactions {e. g., helping
one’s Classmate).

Finally, the process by which people engage in impression management

may also vary with horizontal versus vertical cultural categories. Our studies
hiave addressed the auromaricity of adjusting to norms for collectivists versus
individualists vith 2 focus on the cognitive demands of the process (L e, the
extent to which the process takes place effortlessly, Riemer, 2008). Other
characteristice of the process may distinguish impression management pro-

ceases for people with hovtzontai versus wertical orlentarions. For instance,
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the ability to controf adjustrnent to norms ray vary for horizontal and vertical
collectivists, Consider the following common instriction on a survey: “Pleage

answer candidly. Theve ave no right or wrong answers; all we are interested in

=%

is your own cpinion.” Research veviewed ezrlier has suggested that an HC o1
entation is sometimes associated with honesty and directness, whereas a VO
oriengation is associated with a tendency to preserve harmony in the context
of hierarchical relations with others (Ganmen, 2001 Kurman & Sriram, 2002;
Triandis & Getand, 1998}, Therefore, peopie high in HC may tend to answer
honestly when it appears appropriate to do so. However, pecpie high in VO
may be reluctant to do so, due to their focus on maintaining harmony.
Therefore, whereas horizontal collectivists may be able to control their ren-
dency to shift their atsitdinal selfreporss to impression manage, vertical col-
lectiviets may be less able to do so,

Vi. HOW DO | PERCEIVE THE SOCIAL
ENVIRONMENT?

A. The Meaning and Purpose of Power

Thus far, our review indicates that horizontal and vertical cultural orienta-
tiong pattern personal values and self-presentational goals, These ongoing
motivational concerns should requite continued mustering of resources
toward goal fuifiliment. Because power is instrumental for achieving cufturally
desirable goals, cultures foster normative seandards for its legitimate use (Chin
& Hong, 20065 Because those goals differ for people with vertical versuz hork
zemtal orientations, views of power as a foof for achieving culturaily specific
goals should differ as well. Our research suggests that people with vertical and
Lorizontal cultural orientations differ in their views about the mearing and
purpose of power (Toreili & Shavitt, in pregs),

Building on past research pointing to individual differerices in the way in
which pecple use power {Chen, Lee-Chai, & Bargh, 200%; Howard, Gardner, &
Thompson, 2007), we linked people’s cultural orientations to their distinct
associations with power. As reviewed earlier, people high in VI (but not EI) oxi-
entation tend to be concerned with improving their individual status and distin
guishing themselves from cthers via competition and achievernent (Nelson &
Shavitt, 2002). In contrast, people high in HC tend to focus on soctability and
interdependence with others within an egalitartan framework, whereas those
high i VC emphasize duties and obligations to ingroups {Triandis, 1995).
Accordingly, we reasoned that VI {and not M), either measured as a chronic
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cultuzal orientation or inferved from erhnic group membership, is assocated
with tendendcies to interpret power in personalized terms (1. e., power is for statug
and personal advancement; Winter, 1973}, whereas HC {and no: VG is assac-
ated with tendencies to interpret power in sociafized terms (. e, power is for
benefiting and helping others). Although individuals high in VC orientation
may associate power with the well-being of ingrouns {as captured by scale items
is roy dity to take care of my family, even when I have to sacrifice

such as "
what I want”, Triandis & Gelfand, 1998}, a VC orientation can also predict high
levels of prefudice and hostile treatment of cutgroups (particulary among high-
status VI individuals; Triandis, 1595). Becauge for people high in V<, power
azsociations may depend on thelr place in the hievarchy and on other contextual
factors, we did not expect them to exhibit the general assodations between
power and prosocial endstates anticipated among high HC individuals. Indeed,
as showm in Table 7. 2, acrogs multiple studiss we observad distinct and system-
atic power conceptualizations only for VI and HC coltural orlentations, as
reflected in selfreported belefs about appropriste uses of power, episodic
memories about powey, attitudes in the service of power goals, and intentions
to use power in particular ways {Toreili & Shavitt, in press).

Specifically, when studying distinct beliefs endorsing a personalized or a
socialized view of power, we found support for the culeural patterning of power
represenitations uging both individuals’ colteral orlentations and ethnic group
as aiternative operationalizations of culture (Torelli & Shavitt, in press). By
sampling for ethnicities that tend to foster 4 given cultural orientation {e. g,
Vi orientation among European Americans, Triandis & Gelfand, 1998, com-
pared to an HC orientation among Hispanics, Penaloza, 19945, we examined
the independent contribution of individual and ethnic cultural variabies on
power associations (see Chin & Hong, 2008; Lakwani et al., 2008; Lalwani,
Shrurs, & Chiu, 2009). As shown in Table 7. 2, panel A, a VI {and not an HI)
orientation was associated with personalized power beliefs, including favoring
the abuse of power for one’s own henefit {misuse of powey, Lee-Chai, Chen, &
Chartrand, 2001) and believing in the inequalities of social groups and in the
appropriateness of maintaining one’s highstatus by deminating others (social
dominance orientation; Pratto, Sidaniue, Stallworth, & Malle, 1994). At the

same time, as shown in Table 7. 2, panet B, a VI orientation was uncorrelated
with inchinations to exercise socialized power by helping others (helping power
motivation; Frieze & Boneva, 2001}, in contrast, an HC orientation was post-
tively associated with a motivation 1o exercise socialized power by helping
others. These effects also emerged at the group level when contrasting

TABLE 7.2: Summary of Relations between Cultural Orientation and Power Concepts

PANEL A - Measures that Reflect a Personalizod Power Concept

g 2
P —
ER R AR R = & =
Bl=] i :
=4
g
e
o = =
~E o oo oy
1819 18 | =
H ! | |
=
2
.=
=
2 dlape 13008
- — 3 | — o)
LISV~ m® b ™
<
G
2
S
QL iy o [y o
igzieloig (2 8
H H |
5 )
- -
4 @ o] w"‘"‘m
& 212 LN
& T -8 ®
et = G woa i
i e | ol .90,“’
O O,_ _g'_ 6‘_:}8
wi=C | =8| BE 5
b O g? w B [
ol o 2 0GB o8
= Tl e O 8 oae
D:i 21  _o| B s o
Rl ria&iaopligPe
sl |l adiCca: T gw
o I B B - = g+
) gy oo W R
o L hims T ags
- gloiEa;i o B=2=
oy 2 O = F B Eﬁg
U2 =0 W A B Y e
H
o 5
juel
@ = &g
Z ) & B
T e - D
@ = @ E
p-J =l BECEE I T Wiz
e gfoi® a 2
a (RIS RV I ok & &
P 3| e H i [ i
¥ wia | & & &
5 &
L] [nd
: 4
G
(o] e B
—_ o 54
3 £ E
h i i
2 = I
3 . 1y |8
v £g e g o
L [+3] s v
o m | e | et 5
=
E
[y
Wi —— e i~ P wy

sy < (05 =530 < 01

o, 118

(Continued)



N

Harizontal ond Vertical Individualism wnd Colloctivisem 325
European Americans (high-V1 group) and Hispanics (high-FHC group).
b £ W; Furi'l;ermora, individual VI and HC culvural or:ieﬂta‘ti{)n scoref 'r}:;ed‘:iat.ed ti’le
‘% 4 E & g s i 2 differences in power beliefs between European Amel:zcaxf ajné hzspamf: partici-
:ﬁ: = pants. Resulfz across multiple studies zlso highlighted differences berween
5 : x E individuals high in VC and HC. An HC (But not a VS eri‘er}talziap mfas n%g%,
g et & & 5 2 ”fé tively correlated with tendencies 0 abuse power, with beliefs in tlbe zzch_};a].z—
3L - i, : £ ties of social groups, and with a self-reported wiilingness t6 dominate others
; " = —ﬁ {see Table 7. 2, panet A). Thus, z consideration of the horizonral -vertical é;?s:
:i 518 = 5 é %" tinctibcin sjngicant].}: ea}‘hafnced understanding of the relation between cultiral
ik : 3 variables and power beliefs,
'g % Caiturallfpattemed associations with power were also evident when
B % 3 5 & “ § studying memory for events associated with the pursuit of_cué?mr&l%y relevant
g L I _% power goals, To the extenr that Onging persoraiized (sodalized) povjfer repfe—
S ) % sefitations impact the encoding of experiences in memory ang farcz\iltaFe the
= g 2 %? 3 S :;;h accessibliity of goal-relevant episodes, we hypothesized that a VI (HC) ori fenta—
f 2 25 g ! 3 Txrt & . arilatinm: o
:g & 5 8 § % z é £ tion would be associated with strong and vivid mens__al rgepre_sematlon.s e? pez.f
= § 1k z S5 = i sonalized (socialized) power, We asked an ethnically éfx,?'er‘se samp.:i o
g % E mﬁ “5: 3 D?a % ;g_ | § participants {e. g, Hispanics or European Americans} ¢o think éboat s_mua—
E - § ché g 4:63 é E 2 % ; tions in which one acquired status over others or in which one helped oz'zliers.
F g : Qg’ g s 53 '%_ % %} g é As expected, a VI (and not an HE) measared cubtural oz-ientatzo? was positively
% % | g T; g ?«g % é E g % related to the vivid recali of eXperiences in which one acquired s‘tatlz_s.‘lz} f.en.m
% % ﬁ LS Rl Rkl .g trast, an HO (and nota VO orlentarion was posiively velated to the vivid recall
g % :E: % of experiences in which one helped others. Agsin, ev&deﬁcef for this .cuituratl
& . . i C it sl o
g 5 g g g %,% %ﬂ patterning of powey representations was %upporé,ed at both the m{:fn, Ldu,.j.]. mci
£ § : < 2 f‘ g the cultural group levels. Hispanic (high-HC group} participants episodic
é E g i 5 5 55 :; o é ﬂé reeall was signiticantly more (Jess} vivid for socialized {personalized) power
g o5 §‘ % g a% § % ?é g‘% events than the recall of Furopean American participants (high-Vi gzau_p}.
g 2 § % ﬁ ? :a; ? % % % % Moreover, mdividual VI and HC cultural ortentation scores mediated the die
§ i — : E ferences in vividness ratings between the two ethnic EYOuDS,
% ] :ﬁ E In another set of studies, we extended the findings fo astitudes tom-fld
E 8 : 5 é brands that may assiat in the pursuit of distinct power goals. In these studies
’% § g &%' 5 :E §f {Torelli & Shavitt, in press; Torelii, Ozsomer, Carvatho, Keh, & P\flaehfe, 2(1}?9),
& g § E 9; = ¢ross-nationa; samples of participants rated 't’é}& extent 1o which they ;me_:d
E’ ;g} 2 3 : 2 : § - brands that symbolize personalized or socialized pawei co,t‘zcerz?s, Asg éxpec t&:},
g % g2 E % «% é: {‘_E’ @ a V] orientation was positively assodiated with Jikin ¢ for sf:ancfs that sy?z%oi»i
§ xi’\ L g Vi = > f; % 1ze personalized power concerns (e, g., sunglasses descszbeias an exc:ep-hlc_;z?.a
E sses ibe: e |
2 o o g; 7 plece of adormment that conveys your stadfs‘ and Szgm;”fsdiii ;:iq:m;j
§ "g o~ . wr ™ ,{_J-CT é taste’}. [n contrast, an HC orientation was positively associated with liking for
£ 4] — el
e
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brands that symbolize socialized power concerns {e. g., 2 shopping bag with
which "you're doing your part to save the environment”), These effects alse
emerged at the group leval when contragting Amevicans {high-V1 group) and
Brazilians (high-F1C group). A mediation analysis further suggested that indi-
vidual-level Vi and HL cultural orientations mediated nation-level differences
in liking for such brands {Torelld & Shavitt, in préssh,

Our studies also suggest that Vi versus HC cultural orfentation predicts
less liking of brands associated with actions that ave incongruent with one's
power concepts. Evidence for this comes from studies investigating attitudes
toward status (prosccial) brands engaged in incongruent actions——that is,
socially responsible (high-status) actions (Torelli, Basu-Monga, & Katkati,
unpiblished data). Cur predictions were based on the distinctive associations
with power demonstrated so far, as well as the opposition between status-
oriented and prosocial-oriented endstates documented in past research {e. g,
power znd benevolence values; Schwartz, 19925 and revealed in some of the
studies reported earfier. In short, we reasoned that high-VI versus low-V1
peopie wouid evaiuate less favorably status brands engaged in socially respon-
sible actions (e. g, BMW engaged in prozocial efforts), We also expected that
high-HC versus low-HC people would evaluate less faverably nurturing brands
engsged in status-oriented actions. A series of afudies provided support for
these propositions. Moreover, as expected, the efferts were driven by greater
perceptions among high versug low-Vis (high ve. low-HCs) that the socially-
responsible {status-oriented) actions negatively affected the status {rrrzur
ing) image of the brand (Torelli, Basu-Monga, & Katkati, unpublished data).

In another set of studies, we show how VI and B culrural orientadons
can be used to predict behaviors in situations with different power affordznces
{Torelli & Shavitt, in press]. We presented participants with situations that
promote the attainment of personalized or socialized power objectives (e, g,
behavioral scenarins or simulated negotiation tasks) and measured their
behavior in such situations. Results indicated that a VI (BEC) orientation,
measured at the individual level, predicted greater exploirazive {benevolent}
behavior in a negotiation, and also greater intentions to behave in ways aimed
at impressing (helping) others.

in combination, the findings just described shed light on the core ele-
ments of the horlzontal and vertical versions of individualism and collectiv-
ism, and they further our understanding of the ways in which these constricts
infiuence basgic psychological processes (see Brewer & Chen, 2007; Oyserman
et al, 200%). Current theorizing has focused on the role of competition in
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characterizing vertical individualists. Cur findings suggest that the under-
standing of VI may be advanced by expanding our definition bevond competi-
tion to encomnpass the different facets of personalized power, particualarly the
notien of power as status (see Triandis & Gelfand, 1998, for a sirmilar sugges-
tion). Although vertical individualists may be concerned with competing and
VARRIE Out over others, they may do so mainly to achieve the status that
satisfies their personatized power goais. The use of status symbols may fulfil
the samme goals. O the other hand, the core elements of individizalism idensi-
fied by Oyserman et al. {2002, independence and uniqueness, may specifi-
caily describe horizontal individualism, The lack of pOWer Concerns among
people high i HI may be the key factor that distinguishes them from those
high in V1. Thus, an HI (compared to V1) orientation mmay predict a distinet set
of outcomes in which self-reliance is focal, as noted earlier (Lalwani et al,
2606}

Current theorizing has defined horizental collectivism in teyms of inter
dependence and sociability. Our findings suggest that understanding HC
reguires acknowledging its multiple associations with power. People high in
HC may have mental representations of both desirable prosocial goals and
undesirable status-enhancing poals {see Wintey, 1873, for a similar discussion
about people high in fear of power;, and they may therefore have ambivalent
feelings toward exercises of power. Thus, they do net subreir easily to auther-
ity (Triandis, 1095), and they oppose social inequalities (Strunk & Chang,
138%; Torelli & Shavitt, in press, study 1),

Sithough our findings to date do not speak directly o the power concerns
of vertical collectivists, we speculate that vertical coflectivists’ perceptions of
personalized or socialized power are likely to be context dependent. Vertical
coliectivists may share with vertical indsvidualists 2 concern with personalized
power in relation to outgroups, yet they may have prosocial concerns toward
ingroups of a lower status. Indeed, the emphasic on duties and obligations
toward iower status ingroup members and the filial plety toward higher status
ingroup members, which previous research has linked to coilectivigmn
(Oyserman et al., 2002}, may specifically describe VC rather than collectivism
more broadiv.

In summary, our findings show that the horizontal-vestical distinction
predicts systernatic variations in the perceived meaning and purpose of power.
These distinct tendencies to conceptualize power in personalized versue éoaia'i‘-
ized terms by people high in VI versus HC should affect the way they perceive
others and the world when power is salient. We rurn to these issues zéxt,
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B. Mindset Activation
1. Stereotyping and Individuating Processes

Horizontal and vertical cultural orientations should also be asscciated with
distinct cognitive processes that facilitate the fulfillment of culturally relevant
power goals. Previous research suggests that having power triggers inward-
focused information processing. Brifiol and colleagues (2007) showed that
prirping power concepts prior to processing a message about a topic leads
people to try to validate their initial views and impressions on the topic, which
resuits in reduced information processing. Rucker and Galinsky {2005} indi-
cate that induding a feeling of powerfilness {compared to powerlessness) cre-
ates an internal focus in proceseing product information that produces an
emphasis on the utility that a product offers the individual. Fiske and col-
leages (Fiske 1993, 200%; Goodwin, Gubin, Figke, & Veerbyt, 2004) further
demenstrate the inward focus of powerful individuals who use their own
stereotypes when evaiuating low-status others, These individuals attend more
toinformation congruent with their prior expectations about the other person
{e. g, category-based information} and attend Jess to incongruent information
{e. g, category-inconsistent information}. Cognitive processes aimed at con-
firming prior expectations about low-status others facilitare defending one’s
powerful status by reasserting control (Fiske, 1993),

The stereotyping mmindset just described seems more congruent with 2
personalized view of power for status and personal advancement than with a
socialized view of power for benefiting and helping others. Thas, we reazsoned
that people high in VI, who view power in personalized terms, should more
easily activate a stereotyping mindset for interpreting the envirenment than
other people (Toreli & Shavitt, 2008), For such people, their frequent and
consistent experience activating a steveotyping mindset in social situations
would give rise to the routinizing of these processes {Bargh, 1984). Thus, for
these high-Vi individuals, cusing with power should trigger this mindset, even
when processing information about nonsocial targets. In contrast, people high
in HC, who view power in socialized terms, should process information via an
outward-forused approach, rathey than an imward-focused one, when cued
with power. We advance this proposition based on the other-centered nature
of sodalized power, Indeed, findings suggest that power-holders induced to
feel responsible for others evaluate low-status others by attending carefully to

information that is Incongraent with thelr prior expectations about the target
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{Goodwin etal., 2000), presumably because such cogaitive processes facilitate
forming an accurate impression instrumental for heiping the ather person.
By extension, we argued that cueing with power should trigger such an indi-
viduating mindset in people high in HC, even when processing Information
about nengocial rargets.

in a series of studies using products and brands as targets, we found that
cueing with power leads people of different cultural orienzations fo process
information via different mindsets {Torelli & Shavisr, 2008), People high in VI
activate cognitive processes that facilitate defending their power, such Iazs reas-
serting contral by confirming prier expectations (stereotyping processes;
Fiske, 1993). In contrast, people high in HC activate cognitive processes that
facttitate helping others, such as forming aceurate, careful impressions (indi-
viduating processes; Goodwin et al | 2000). Specifically, cueing with personal-
ized power led people high {vs. low) in a VI orientation to enpgage In more
stereotyping. That s, they recognized better the product information thas wWazg
congruent with thelr prior expectations relative fo their recognition of the
ncongruent information. In confrast, activating socialized power goals led
people high (vs. low) in an HC orientation to engage in more individuating
processes, improving their recall and recognition of incengruent product
information.

In a first study, we cued participants with either personalized or socialized
power concepts by having them read initial information about one of two
products. For one of the products, the initial information contained srarus fea-
tures zimed at cueing personalized poveer fe. £, A prestigious and exclisive
financial advisory company), whereas the information for the other product
f:_c}ntaineci nurturing features aimed at cueing socialized power (e, g pét food
designed to light up your dog’s face}. Participants were then presented with
additional mformation congruent and incongruent with the itial product
information. We assessed the use of stereotyping and individuating prc;ces sing
by measuring, in a subsequent task, participants’ recognition for the congre-
ent and incongruent information. Congruent {incongruent) information was
defined as arguments that were (not) congruent with the status or nurturing
qualities of the product. Recognition results were consistent with pastresearch
suggesting more sterectyping when personalized power is made salient
and more individuating when concerns for others are made salient {Goodwin
et al, 2000} More fimporzantly, we found evidence for cuitirally patterned
effects of the power cues on the use of information processing mindsets,
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High-VI (vs. low-VI} participants stereotyped more when cued with personal-
ized power. That is, they recognized betrer the information congruent with
the initial description of the status product, relfative to their recognition of the
incongruent information. In contrast, kigh-HC (vs. low-H{) participants cued
with socialized power individuated more, as evidenced by their better recogni-

ion of information incongruent with the initial description of the nurturing
oroduct.

Another study examined stereotyping and individuated processing regard-
ing a well-established brand (McDonald’s; Torelll & Shavitz, 2008, study 3).
Stereotyping {individuating) was assessed based on the delayed recognition of
congruent {incongruent) arguments. Personalized or socialized power cues, in
the form of power words, were embedded in 3 separate task prior to the pre-
sentation of the product information. For instance, “wealth” or “ambitious”
were paired with “power” to cue with personalized power, and “helpful” or
‘caring’ were paired with “power” to cue with socialized power. Results con-
firmed cur predictions that participants high (vs. low) in VI cued with person-
alized power sterectyped more. That ig, they recognized better the information
congruent with the McDonald's stereotype of unhealthiness and convenience
relative to their recognition of the mcongruent information. In contrast, par-
ticipants high (va. low) in HC cued with sodialized power individuated more.
That is, they were more Skely to recognize information incongruent with the
McDeonald’s stersotype.

In combination, these studies establish that the horizonzal-vertical dis-
rinction predicts distinet information processing mindsets. People with a VI
cuitural orientation, who have an elaborated “power-as-status” self-schema,
readily activate a stereotyping mindset. In contrast, people with an HC orien-
tation, who have an elaborated "power-as-helping” self-schermna, readily acti-
vate an individuating mindset in inforration processing, People with other
cultural orlentations did not exhibit these mindsets in response 1o power cuss,
supporting the value of the hovizontal-vertical distinction in understanding
the refation between culture and power-related processes. We speculate that,
in general, the unelaborated power-as-gtatus self-schema of people high in HI
should make them unlikely to engage in stereotyping processes in response to
power cues. However, we suggest that among pecple high in VC, either steveo-
typing or individuating in power situations may occur depending on the con-
text. In situations invelving outgroups, high-VC individuals cued with power
WAy engage in stereciyping, whereas ndividuating processes may be more

likely in an ingroup situation.
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2. Readiness to Perceive Power Threat and to Restore FPower

More evidence that specific cultural identities can trigger the readiness to
think and act consistently with cultural representations of power comes from
our recent research on responses to power threats (Wong & Shavitr, 2009,
2010). These studies specificaily exarnined the role of vertical individuafism i
the context of service encounters that implicate hierarchical relation:ships.
Participants read scenarios in which they either Imagined receiving rude ser-
vice from a low-rank (e. g, hotel receptionist) or & high-rank (e. . hotel vice
president) service provider, We reasoned that being disrespected by another
person should be interpreted differently depending on one'’s culturally based
power associations, as well as the power of the other. Specifically, for peopie
with a Vi cultural orientation, power is particuiarly likely to be associated with
status and persenal advancement. Thus, the rude recepiionist’s behavior
should be likely to be interpreted as a threat to their sense of status and power,
triggering a readiness {o act to vestore one's powar. However, the rude vice
president’s behavior poses less of a threat to one’s own power and could insteard
wrigger deferential responses to the high-ranking individual.

Indeed, in: the low-rank (. e, receptionist) condition, the higher one's VI
cultural orientation the greater the dissatisfaction and the more negative etmo-
tiens one reported (Wong & Shavitt, 2009). Other studies {(Wong & Shavit,
2010} provided direct evidence for the role of power motivation in these refa-
tions. For instance, the Vilevel of participants who read the low-rank scenario
predicted higher scores on projective measures assessing fear of power loss
and hope for power gain (see Sokolowski, Schmait, Langens, & Puca, 2000
Morecver, high (versus low) V1 participants who read the low-rank scenario
indicated a greater willingness to pay for statas products such as cuff links and
expensive pens; this effect was not chserved for nonstatus products such as
sofas and minivans. This greater desire for status items presumably ernerged
because status products afford a method for restoring one’s sense of power
when it i threztened (Rucker & Galinsky, 2008).

Importantly, a VI cultural orientation did not predict these responses
when individuals had first been given an opportunity to engage in sel&
atfirmeation. This supports the role of mativational processes o regtore power
in driving these vesponses. Finally, the high-rank condition in which a hotel
vice president provided rude service was pot interpreted in terms of power
threat. Instead, a V1 orfentation was sometimes associated with greater accep-
tance of rude treatment from a high-ranking person. These findin gs indicate
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that one’s specific cultural identity (V1) can shape mindsets and action

tendencies in pursuit of relevant power goals,

C. Content and Persuasiveness of Message Appeals

Further evidence that the vertical-horizontal distinction offers novel predic-
tions about perceptions of the social environment comes from several lines
of research on attitudes and persuasion. For instance, in a study about coun-
try-of-origin effects {i. e, the extent to which the country of manufacture
affects the evaluation of & product), Girhan-Canli and Maheswaran 20000
demenstrated that the tendency to favor products from one's own country
over foreign products emerged more strongly in Japan {a VO culrare) than in
the United States (2 VI culture}. Broadly speaking, this fits well with a concep-
tualization of collectivists as oriented toward their ingroup, perhaps even
to the point of chatvinism in product evaluations. However, mediation analy-
s6s using consumers’ measured coltural orientations indicated that only the
vertical aspect of COL and IND explained country-of-origin effects. For
instance, the COL tendency to favor one’s own country’s products appeared to
be driven by cultural values that emphasize deference to the ingzoup, hierar-
chy, and status concerns (VO), and not by values that stress cooperation and
sociability {HC}

[ line with this, our reseazch suggests that advertising messages with
themes that ernphasize status, prestige, and hierarchy may be perauasive for
those with 2 vertical cultural orientation: but may be inappropriate for those
with a horizontal one. When U 3. respondents were asked to write sdvertise-
ments that they personally would find persuasive, the extent to which the ad
appeals they wrote emphasized status themes was positively {negatively) cor-
reiated with the degree to which they had a vertical thorizontal) cultural orien-
tation (see Shavitt, et al., 2006),

Additional evidence for the horizontal-vertical cultural patterning of
brand evaluations comes from our vecent cross-national research on brand
symbolism (Torelli et al., 2003} Based on the core motivations underlying HI,
VI, HC, and VC orientations outlined earlier (e g, self-direction for Hi or
povier for VI), we predicted liking for brands that symnbolize these core motiva-
tians from individuals’ cultural orientations. Participants from the United
States and China evahiated brand messages for four different brands. The
four messages were designed o distinctively position each of the brands on
cne of four different value domains: sei-direction, power, universaiism, and
tradition. For instance, the “self-direction” brand was described as a t-shirt
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for which you could “pick your color, pick your message, and pick your style.”
The “power” brand referred to sunglasses described as “an exceptional piece of
adornment that conveys your status and signifies your exquisite taste” The
“universalism” brand was described ag 2 shopping bag with which “you'ze doing
your part to save the environment.” Finally, the “tradition” brand referred o a
“patriotic decoration company making flags since 1820" (In China, this was
changed 1o a traditional restaurant dating to the Ming Dynasty). Particinants
also completed the 18-tem cultural orentation scale {Triandis & Gelfand,
1595). As predicted, the higher the H! orientstion of participants, the more
favorable the evaluations of a brand positioned on “seif-direction” valieg,
Similarky, VI (HC, VO positively predicted evaluations of 4 brand positioned
on “power” (“universalism,” “tradition”) values, These veaults were consisient
across the two countriss,

More extensive evidence for the horizentai-vertical patterning of persua-
sive appeals comes from a contens analysis of 1211 magazine advertisemente
in five countries representing VI (United States), KI (Denmark), and V¢
(Korea, Russia, Poland} culiural comfexts {Shavity, Johnson, & Zhang, in
press). This analysis revealed patferns in the benefits emphasgized in the ads
that supported expectations about the prevalence of appeals in vertical versus
horizontal cultures. In particular, the observed emphasis on sfatus in ad
appeals—including depictions of luxary, or references to prestige, Irnpressing
others, prominence, membership in high-status groups (2. g.. fvy league gradiz-
ates), endorsements by high-status persons (e, 2. ceiebrities), or other distine
tons {e g, “award-winning”}-—corresponded to the cultural profites of the
countries. Ads in all three VC societies (Ko rea, Russia, Poland) and the VI sori-
ety (the United States) evidenced a greater emphasis on status benefits than
did ads in the Hl society {Denmark?. Indeed, status appearad to he 2 dominant
ad therae in all of the vertical societies we exarrined frelative to appeals that
emphasized pleasure, unigueness, or relationships). In contrast, pleasure
appeals dominated in the Hl sociery.

Also as expected, the eraphasis on uniqueness in ad appeals—incuding
depictions of differentiation, self-expression, selfreliance, and sovelty—was
greater fn M versus VI (and VO cultires (Shavitt, Johnsor, & Zhang, it press).
These types of appeals frame the product as a form of self-expression, appropri-
ate in cultural contexts that emphasize being distinet and selfveliant {rather
than better than others). Thus, although the United States and Denrnark are
both considered IND societies, their advertisernents differad significantly in
their emphasis on uniquenese and i theiy emphasis on status in ways that were
consistent with their vertical versus horizontal cultural valnes. These patierns
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would not have been anticipated by analyses based on the broader IND-COL
ctassification.

In addition to generating novel hypotheses, a2 consideration of vertical and
horizontal cultiral values offers refinements to predictions about the kinds of
appeals that distinguish IND and COL cultures. For instance, past research sug-
gests that U. 5. appeals are more focused on being unique than are Korean
appeals (Kim & Marleus, 1999), but uniqueness was defined broadly in that
yesearch, incorporating themes of choice and freedom. Cur analysis suggests
that appeals that more specifically emphasize uniquenese and self-expression
(e. g, being different, not better than others) mav be especially velevant to an
HIE (but not a VI cultural context. Thus, in our study, ads in Viversus VC societ-
tes did not differ in their focus on the spedific unigueness themes we examined
{Shavitt et al., in press). Future research conld address whether, for instance,
status appeals in V1 societies such as the United States are more focused on
“sticking out” and being admired, whereas those in VC socisties such as Korea
are more forused on fitting in or being incuded in successtul groups. This
would be congruent with findings indicating that in the United States (V1)
celebrity endoysers are frequently identified by name or profession and their
credentizls are used to pitch the product directly to the audience, whersas in
Korez (VC} celebrities are ot often identified by name and thay frequently play
a character embodying a family or traditional role (Choi et al., 2005).

In surn, although appeals promising o enhance a consumer's status and
impress others seern commonplace in our sodety, cultural factors should play
a rofe in the degree to which such ads speak to consumers’ motivations, In this
regard, a consideration of horizontal-vertiral coltural distinctions stimulates
predictions not anticipated by prior cross-culiural research on persuasive

COTATEIication.

Vil. FUTURE DIRECTIONS AND IMPLICATIONS FOR
CONSUMER PSYCHOLOGY

We have argued for the importance of the distinction between horizontal and
vertical formns of individualism and collectiviam for understanding the peycho-
logical effects of cultursl Gifferences. The review of the findings underscores
the value of the horizontal-vertical distinction for uncovering novel cultural
patterns, as described in Table 7. 1. We reviewed the impact of these distinct
orientations on the values that people endorse, their seif-presentation styles,
thelr major motivational concerns and preferred means of attaining their

goals, and thelr perceptions of their social environment.
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Our review inciuded many studies on consumer psychology, which allowed
us to llustrate some of the substantive implications that emerge from the
horizontal/vertical distinction. As marketing efforts become increasingly glo-
balized, understanding cross-culsural consumer psychology has become a
mainstream goal of consumer research. Our review indicates that brands that
are advertised in & way that better reflects the rmajor motivational concern
associated with a given cultural orientation are morve likely to resonate among
censutners high i this orientation. To the extent that people i a particular
market share this caitural orientation, such brands are kikely to erjoy wide-
spread acceptance and might even becorne cultural icons. For instance, brands
such as Nike and Harley Davidson, commenly perceived as icons of the verti-
caiindividualistic American culture, have buile their images around notions of
power and status (Torelli, Chiu, & Keh, 2010). Although these brands coul
successfully penetrate a forelgn market with different caltural valies (e, g2
herizonial collectivistic sodety), it might be difficult for them to reach an
Iconic status in such markezs. Doing so may reguire a change in brand image
to beiter reflect prevailing cultural values and norms.

A. Axtitude Functions Across Cultures

some of the cultural differences reviewed earlier in this chapter {e. g, in
Impression management and self-presentation patterns) may be krked o dif-
ferences betweer INDs and COLs in the nature and functions of their
attitudes.

The traditional conceptualization of attitudes posits that an artitude s an
enduring disposition toward an object that is stable, consistent, aidsin making
derisions, guides behavior, and may be used for self-expression, However, the
appropriateness of this conceptualization may depend on cultural variables. In
contrast with the traditional view of attitudes and their functions, we suggest

that collectivists’ attitudes are less consistent and stable, les ely t0 serve as
guides to behavior, and less likely to be used 35 2 means for self-expression.
Based on this research on cross-cultural differerices in relation to contra-
dictions, we argue that collectivists (i. e., Basterners) would be more Itkely to
form evaluatively ambivalent artitudes, comnpared to individualists (G e,
Westerners) (Choi & Chol 2002; Choi, Koo, & Chol 2007, Nishett, Peng,
Chei, & Norenzayan, 2001 Peng & Nisbetr 1890 Wong, Rindfleisch, &
Burroughs, 2003}, Severallines of research support this reasoning. For instance,
according o Peng and Nisbeit (1999), the philosophies undertying Eastern

and Western cultures are associated with distinet views on contradictions,
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Basterr: philosophy is based on Confucian and Buddhist views that canceive of
the world as complex and holistic, and strese that everything needs to be
assessed within its contexr. This view encourages cormprormise and suggests
that many beliefs can be both true and false. Western philosophy is based on

Arlstotedlan logical thinking, which stresses that there can only be one truth.
FHence, Westerners are Hkely to regard coniradictions as unacceptable, wheveas
Easterners are relatively comfortable with them.

Studies on emotions provide further evidence that supports thizs notion.
Bagozzi, Wong, and Vi {1999} show that Westerners experience emoctions in a
bipolar way such that they exhibit a strong negative correlation between reported
negative and positive emotions. Basterners, an the other hand, exhibit weak
correlations between reported negative and positive emotions. Williams and
Aaker (2002) show that Basterners’ propensity to accept mixed ernotions leads
them in turn to express more favorable attitudes towards appeale containing
mitxzed emotions, compared 1o messages containing either purely happy or puzely
sad emotions. Westerners, on the other hand, sxprass greater discomfort when
exposed to appeals containing raixed ernotions, compared to messages contain-
ing pure etnotions. These cross-culiuyal differences may also apply to attitudes,
such that one might expect more ambivalent attitudes among COLs (va. [NDg)
and higher internal consisrency in attitudes among INDs (vs. COLs).

These different dispositions toward contradiction imply not only that col-
lectivists” attitudes compared to individualists” attitudes mav be more ambiva-
lent but also that they may be less stable over time. Because collectivists pay
more attention to the context, they may place greater Importance on situa-
tional inflilences when evaluating targets of judgment. indeed, research has
shown that collectivists’ attributions, personality descriptions, and judgment
tend to be context dependent, whereas individualists’ tenid to be more context
general (11, Peng, & Nisbett, 2000; Enowles, Butler, & Linn, 2001; Markus &
Kitayarna, 1391, Masuda, Eilsworth, Mesquita, Leu, Tanida, & van de
Veerdonk, 2008; Masuda & Nisbett, 2001; Miiley, 1084; Movyris & Peng, 1954,
Neorenzayan, Chol, & Nishett, 2002; Rhee, Uleman, Lee, & Roman, 1855). The
observed cultural differences in self-presentations in rezponding to atifude
questions, reviewed eariler in this chaptez, may be viewed as an instance of
this tendency. That is, collectiviszs tend o report norrmative attitudes when
motivated to hmpress. Thus, when the context requires adjustment to the
norm, thetr attitude responses shift accordingly.

Fazio (2000) suggests that accessibie attitudes assist individuals in coping
with the multitude of objects they encounter inn thelr daily lives (gee also
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Katz, 1960; Smith, Bruner, & White, 1956). HMaving zccessible attitudas serves
as knowiedge to guide one’s behavior and decision making, However, this may
be more the case for individuajists, whe make decisions based on their per
sonal preferences, than for collectivists, who are motivated also o comgder
norms and others’ preferences. This is in accord with the findin gs of Savani,
Markus, and Conner (2008), who suggested that preferences and choice have
different functions for people from India tompared with North Americans,
azd thus Indians take more time to choose and exhibit weaker relationships
between their personal preferences and choices {see also Savani, Markus,
Naicha, Kumar, & Berlia, 2010
The horizental versus vertical dirnension may aiso predict cultural varia-
tions in the functions of attitudes. As noted earlier, people high in VO are par-
tictlarly focused on maintaining harmony. Thus, peopie high in VC {compared
to HC) may be more practiced at adjusting their attirude EXpressions to fir in,
and they may be more likely to do s in deference to high-status others In con-
trast, harmony is less of a concern for Hs. They are more likely to value coop-
eration in the context of honesty and direct self-expression. This may predict
greater candor in their attitndinal responses in general. However, an H.C. oriern-
tation has both an emphasis on appropriateness and cooperation. Therefore,
when behavioral rorms that involve cosperation and Interpersonal appropri-
ateness ave satlent, people high in HC may adjust their behavior expresgions fo
those norms. Indeed, Lalwani e al. {(2006) fourd that the HC {os. VO arienta-
tion was more predictive of the appropriateness of selfreported hehaviors,
In other words, the nature of the norm and the degree to which the con-
text requires cooperation and appropriateness versus harmony and deference
may deterniine whether horizontal collectivists or vertical collectivists shour

greater tendency toward, and auiomaticity i, their normative adjustments,

Vill. CONCLUSICON

The constructs of individualism and collectivism have dominated the research
discourse on the psychological sapacts of culture for many years. Although
the breadth and power of these constructs have profoundly advanced the field,
we argue that future research should move beyond the broad IND and COL
dichotomy. In particular, recent research supports the need to distinguish
between horizontal and versical forms of individushier and collectivism. In
this chapter, we have reviewed several lines of work establishing the value of

e by 2ol ar ] mpepedeat trien] Aietion ST 3
the horizontal and vertical cultural distinction nested within the broadaer

I
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IND-COL classification. Several lines of evidence indicate that these specific
cultural orientations or categories are associated with distinct mental repre-
sentations and trigger specific cognitive processes and action tendencies that
facilitate the fulfillment of culturally relevant goals. Attending to the cultural
patterning of hierarchy, status, and power motivations offers several impor-
tant directions for future research to enhance cross-cultural theorizing.
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