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Abstract

The study examined the moderating role of consumer and product involvements on
product evaluation in a cross-cultural context. A 2 (product involvement: low vs.
high) x2 (time pressure, low vs. high) x2 (self-construal: independent, interdepen-
dent) between-subjects design was used to test the hypotheses. One hundred and
ninety-eight subjects participated the study. Results supported a significant interac-
tion effect between self-construal and product involvements. When product involve-
ment levels change from low to high, the increased level of elaboration magnifies
the cultural impact on interdependent, but no such effect was observed among
independents.
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