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Counterculture groups often share common tastes 

in innovative music, fashion, and consumer 

products and brands.  These elements often 

become signals of group membership to other 

members of the in-group.  However, in many 

instances, these signals eventually become 

popular with out-group members, as well.  When 

this mainstream adoption of in-group brands and 

products happens, research suggests the original 

consumers respond in a variety of ways: fighting 

to preserve their unique claim to the 

brand/product, fleeing the brand/product and 

finding a replacement, or doing nothing.  Yet the 

existing research sheds very little light on when 

consumers are likely to pursue each outcome.   

Motivation & Background 

To explore whether perceived threats to group 

membership affect behavioral intentions as a 

function of perceived power distance  

Research Question

2 (Brand Community: in-group v. out-group) X 2 

(Power Distance: low v. high) between-subjects 

experiment 

Method

Findings

This study provides preliminary 

evidence that power distance moderates 

the relationship between in-group/out-

group membership on consumer actions 

as a function of perceived threat.  

Specifically, out-group participants who 

perceive power distance as high seem 

particularly motivated to engage in 

positive recommendations, product use, 

and even adoption of substitutes in a 

way that in-group participants who 

perceive high power distance do not. An 

examination of the perceived level of 

threat suggest this  could be due to these 

out-group participants feeling 

particularly threatened while in-group 

participants, protected by the rigid 

boundaries and low hierarchical 

mobility of a high power distance world, 

do not. This perceived threat level flips 

when power distance is low: in-group 

members  become acutely aware that 

their status is in jeopardy, whereas out-

group members experience lower threat 

given the possibility of greater mobility.   

Discussion

 

In-Group Self-

Identification 

WOM 

NPS 

Perceived Level 

of Threat 

Power 

Distance 
Belief in 

JWH 

Participants told they belong to the in-

group of the brand community feel the 

greatest threat when power distance is 

low and mobility between the in- and 

out-groups is likely to be thought of as 

high. 

Group PD State PLOT Mean

Low PD 5.24

High PD 4.78

Low PD 4.94

High PD 5.22

Comparison of Means

Out Group 

Status

In Group 

Status

Measure Index BootSE BootLLCI BootULCI

Power Distance NPS AVG 0.43 0.18 0.12 0.83

Power Distance NPS DV Like Me 0.28 0.12 0.06 0.55

Power Distance NPS DV Not Like Me 0.58 0.26 0.14 1.13

Note:  BootLLCI = Lower Level Confidence Interval

           ULCI = BootUppler Level Confidence Interval

Hayes Model 21 Moderation Mediation Summary

Index of moderated mediation (difference between conditional indirect effects):

Proposed Model

The findings suggest out-group participants who perceive high power distance simply 

engage more, recommend higher, and are more positive than in-group participants who perceive 

high power distance. The latter are still generally positive but are relatively less motivated to 

engage. Support was not found for a moderating effect from Just World Hypothesis.
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