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Abstract

Self-construal is the concept of the individual’s understanding of the rela-
tionship between the self and others. Different self-construals have different
effects on the individual’s behavior. This article compares the differences in
individual consumption behaviors of individuals with different self construals,
and analyzes the cognitive factors that produce such differences. Finally, it
provides the application methods of self-construal in marketing practice.
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1. Introduction

Self-construal was first proposed by Markus and Kitayama in 1991 about
people’s understanding of the relationship between self and others. According to
the different perceptions and opinions of individuals on their relationship with
others, self-construal can be divided into independent self-construal and inter-
dependent self-construal. If an individual perceives him-or-herself as someone
other than another person, such as, I am a person with an independent identity
[1], then the individual has an independent self-construal; if the individual
perceives him-or-herself as a continuation of another, or others perceive their
continuance as “I am part of other people”, then the individual has an interde-
pendent self-construal. The initial study of self-construal was based on the west-
ern independent culture. The West has a slang saying that “the squeaky wheel
gets engine oil”, emphasizing publicity and expressing one’s own ideas. Marcus
believed that the influence of constructs on the self, others, and the relationship
between the self and other individuals is more pronounced than that of previous

studies. Moreover, this influence also shows clearly in different cultures. Markus
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also compared the difference between self-independence and self-interdependence
[1]. In Western culture, there is a belief in the uniqueness of human beings. The
norm of this culture is that individuals should become individuals who are in-
dependent of others and discover and express their own unique personalities [2]
[3]. This cultural norm requires people to construct themselves as such an indi-
vidual. His behavior must first comply with his own inner thoughts, emotions,
and actions, rather than referring to the thoughts, emotions, and actions of oth-
ers [1]. But individuals who are independent self-construal also have to respond
to the social environment. This response stems from the need for strategic
choices to express the inner ways of the self. The existence of others or the social
environment is first of all reflected as the source of the evaluation or verification
of the inner core of the self. In contrast, many non-Western cultures emphasize
the basic connection between people. The norm in this culture is to maintain the
interdependent relationship between people. Interdependent self-construal indi-
viduals see themselves as part of the social relationships around them and can be
aware that their actions are determined by the perceptions, emotions, and beha-
viors of others they perceive. When an individual is embedded in an appropriate
social relationship, he is the most meaningful and complete. This kind of trait is
particularly prominent in East Asian culture. Lebra’s research found that when
Japanese people are in a connected environment, they feel that they are the most
complete [1]. The intrinsic qualities of self-consisting individuals are also
unique, but in many cases they play a minor role in regulating external behavior.
On the contrary, people’s self-knowledge and self-consciousness dominate
people’s behavior. This self-control of the inner qualities constitutes the core of
the cultural ideal—become mature. It’s the point that separates the independent
self-construal and interdependent self-construal. Although different types of
self-construal are embedded in different cultures, self-construal is not static but
dynamic.

As early as 1986, Liu’s research showed that China’s educational environment
contains procedural knowledge that allows individuals to get along with others
[4], which affects individuals with different constructs. Triandis and Trafimow
have verified a series of situational factors. Regardless of whether an individual is
a member of a group or a member of a group, the self-construal of the individu-
al’s public image is highlighted when providing collectivist clues. When indivi-
dualistic clues are provided, the individual is concerned, private self-evaluation
will be highlighted. Through the meta-analysis of the initiation of two
self-construal constructs and the analysis of subsequent regulatory effects, the
conclusion of the contextual model supporting the culture is concluded.
Self-construal is not static but dynamic in the cross-cultural differences. Inde-
pendent or interdependent performance is both permanent and instant.

The concept of self-construal has been paid attention by scholars since its in-
troduction. Based on Markus’s research, Brewer proposed that independent

self-construal and dependent self-construal should exist on each individual, and
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divide self-construal into individual self that defines self from their own uni-
queness, from self and intimacy. The relationship of others defines the relation-
ship between the self and the definition of self collective self from the relation-
ship between themselves and the subordinate groups [5]. In the subsequent stu-
dies, Cross et al. further subdivided the dependence self-construal, group-dependent
self-construal and relationship-dependent self-construal. The former is a collec-
tivist culture. The individuals in the latter group are representative of women in
North American culture [6]. In addition, Brewer proposed on the basis of em-
pirical evidence that self-construal is easily influenced and activated by the situa-
tion. From the perspective of stability, self-construal is divided into special-type
self-construal and situation-based self-construal [5].

In empirical studies, trait self-construals are measured through self-reporters,
and contextual self-constructions are activated through activation. There are
three main measurement scales for common trait self-construal, Singelis’
self-construction scale, which is a two-dimensional seven-point scale, but the re-
liability and validity of the scale are low [7]; on the basis of Singelis, Gudykunst
et al. developed independent and interdependent self-construal scales. Although
the reliability and validity have been significantly improved, this scale has drawn
a number of relevant measurement tools in cultural contexts [8]. This applies
only to cross-cultural studies and does not apply to research within culture; in
addition, Cross prepared a relational-interdependent self-construal scale, which
is used only for the measurement of dependent self-construals of relational ten-
dencies and has an ideal distinction Validity and Convergence Validity [6]. Situ-
ational self-construal is often used as an independent variable in empirical re-
search and needs to be initiated through experimental interventions. Commonly
used methods can be divided into the following categories. In the instructional
language initiation method, a sentence that can evoke a certain self-construal of
the subject is added to the experimental instruction to be read. For example,
“everyone in your university is an independent individual” or “you are a college
student. A group of children” etc. [9] [10]; story initiation method, let the sub-
ject read a short story to be told, the first half of the story is the same, the latter
half represents a different self-construal, such as “someone is running a game if
Success can win a bonus” or “someone’s team is playing a game, if successful, the
team can win a bonus” [11] [12] [13] [14]. The task initiation method allows the
subject to complete a task and initiate individual self-construal through the ma-
nipulation of whether the quality of completion of the task affects the individual
or affects the group in which the individual lives [15] [16] [17].

Self-construal as a psychological concept of self provides a new perspective for
the scholars to explore the individual differences in mind and behavior. Scholars
discovered in the study that there is a connection between self-construal and
cognitive style. Individuals with independent self-construal show more field in-
dependence, and individuals with dependent self-construal show more

field-dependence [18] [19]. Self-construal also influences the object of social
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comparison. Gardner found in the study that independent self-construal indi-
viduals prefer to compare with strangers. Dependent self-construal individuals
prefer to compare with acquaintances. Gardner also found that self-construal
also has an impact on interpersonal behavior [20]. Independent self-construal
individuals are more considerate of the satisfaction of self-needs in deci-
sion-making, and keep distances from others in social communication [21].
When interacting with strangers, they have less imitation behavior and have less
interest in decision-making of others [22] [23]. In contrast, dependent
self-construal individuals take more consideration of the needs of others in deci-
sion-making, do not feel close to others in social interactions, generate more im-
itations in stranger interactions, and are willing to help others do Make deci-
sions. The study of self-construal also penetrated into the field of consumer de-
cision-making. Since the economic and social development, various products
have been overwhelming. In order to increase the popularity of products among
consumers, companies have tried various marketing methods to study consumer
behavior. Has become the most practical and instructive topic, but also put for-
ward a new perspective and requirements for self-construction research.

At present, there is a wealth of research on the impact of self-construal on
consumer behavior in foreign countries. It has great guiding significance for ac-
curate marketing, improving product awareness and sales. This article will sort
out relevant research in recent years, explaining the impact of self-construal on
consumer behavior, and how companies should use this series of research to

improve their marketing effectiveness in practice.

2. The Influence of Different Self-Construal
on Consumer Behavior

At present, the influence of self-construal on consumer behavior mainly focuses
on the actual consumer behaviors of self-construal individuals (such as impul-
sive consumption and symbol consumption), different types of advertisements
(such as advertising appeals, advertising forms), and brand attitudes (such as
The response to brand damage) etc. This section comprehensively reviews the
relevant literature in the above aspects, and elaborates and summarizes the ef-

fects of different self-construals on consumer behavior.

2.1. Different Self-Construal Individuals Have Differences
in Actual Consumption Behavior

Individuals with different self-construal follow different choice bases when
choosing consumer goods. With regard to differences in choices made, recent
research has mainly embodied impulsive consumption and symbolic consump-
tion.

In recent years, the individual’s impulsive consumption behavior has become
a research hotspot. Although not all impulsive consumer behavior is necessarily

problematic, impulsive consumption is usually associated with a series of nega-
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tive traits (immature and poor value systems) and negative consequences (finan-
cial issues, low self-esteem, and dissatisfaction after shopping, etc.) are linked
together [24] [25]. Impulsive consumption refers to the sudden, spontaneous,
unplanned desire to purchase a certain product. Impulse consumption is a kind
of irrational consumption. Consumers do not measure and analyze their own
behavior in terms of maximization of utility, diminishing marginal effect, and
income constraints during the consumption process. Scholars generally believe
that impulsive consumption is the conflict and contradiction between the desire
to buy and the will to resist desire [26]. The recent research on the willpower to
resist greed focuses on the ability of willpower. Aspect (self-control), and its re-
lationship to impulsive shopping behavior [27]. Zhang and Shrum focus atten-
tion on the self-construal of the active component of willpower, in order to veri-
fy how self-construal can affect the individual’s impulse shopping behavior by
influencing the activation of willpower [28].

In a 2002 study, Kacen and Lee demonstrated the relationship between inde-
pendentism and collectivism and impulsive consumer behavior [29]. Studies
have shown that members of an independent society exhibit more impulsive
consumer behavior, while members of a collectivistic society have a stronger in-
centive to suppress their impulses. Studies in the United States, Australia, Hong
Kong, Singapore, Malaysia, and other countries and regions have found that
both the independent cultural background and independent self-construal are
positively related to consumer impulse behaviors. The study by Zhang and
Shrum also confirmed the cultural differences in impulse consumer behavior
[28]. In addition, they further verified the performance of individuals with dif-
ferent self-construal on impulse consumer behavior. Studies have shown that
both the trait-specific self-construal that an individual possesses, and the con-
textual self-construction that is evoked by laboratory methods, all have the same
tendency. That is, individuals with independent self-construal are more inde-
pendent than reciprocal self-construals. The individual who reads has a more
positive attitude towards beer consumption. In addition, peer presence is consi-
dered to be one of the factors affecting impulse consumption [30] [31]. The
presence of others in the interdependent self-construal may be more significant
than the independent self-construal. The impact of individual reading is even
more pronounced. It also makes interdependent self-construal individuals have
more incentives to suppress their desire to buy. And peers will increase interde-
pendent self Construct the individual’s tendency to suppress impulsiveness, but
if the ability to control willpower of interdependent self-construal is reduced by
other methods, then the effect of peer presence is no longer significant. Interde-
pendent self-construal individuals and independent self-construal individuals
The performance was similar in the presence of peers.

Symbol consumption refers to the individual’s choice of goods in the con-
sumption process. The basis for selecting goods is not the actual quality of the

goods, but the symbolic attributes of the goods. People obtain the factors from
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the symbolic resources to construct, express, and consolidate their identity [32].
Lee and Kacen pointed out in the study that the emphasis on uniqueness and
autonomy of independent individuals prompted them to tend to pay more at-
tention to costumes with self-symbolic meaning, and that interdependent indi-
viduals emphasized acceptance [33]. And adapting, there is a stronger preference
for the symbol of friendly relations with clothing. However, in subsequent stu-
dies, their results have not been fully confirmed.

First, it is clear that independent self-construal individuals emphasize uni-
queness and self-expression, which drives individuals to seek diversification
[34], and have a strong desire for more product combinations [35]. At the same
time, uniqueness and self-expression can be obtained by consuming expensive
or even extravagant items that cannot be afforded by others [36]. One of the
typical products that can reflect this uniqueness is the latest fashion. It has no-
velty, uniqueness, and high-price labels that can show its status and prestige. It
also means that individuals have the financial resources to update their war-
drobe at any time. Clark and Millan and Reynolds have verified that indepen-
dent self-construal individuals may prefer the symbol of clothing status [37]
[38]. However, there are also scholars whose research results are in contrast to
Kastanakis and Balabanis who found a negative correlation between indepen-
dent constructs and status symbol consumption [39]. As for the relationship
between interdependent self-construal and symbolic consumption, scholars also
gave guesses and verifications. According to the characteristics of interpersonal
self-construction in pursuit of harmony and friendly interpersonal relationships,
some scholars speculate that interdependent self-construal individuals do not
have too many statuses to symbolize the propensity to consume. Lee and Kacen
reported in their studies that whether individuals are impulsive or planned con-
sumers, the basis for individual choice of goods for interdependent
self-construal is related to the friendly relationship within the collective. Inde-
pendent self-construal individuals have no such phenomenon in both scenes
[33]. Research by Millan and Reynolds shows that there is no significant correla-
tion between interdependent self-construal and preference for clothing status
symbol [38]. However, a commercial data shows that Japan and China, two
countries that clearly have a collectivist culture, are among the top performers in
the luxury goods consumption list. The desire to connect with family and friends
and social pressure from meeting others’ expectations and keeping their face be-
hind appear to be one of the drivers of increasing luxury spending in these re-
gions [40]. Based on the findings and contradictions of the merchants, the fol-
lowing conclusions are drawn through empirical research. Independent indi-
viduals, when constructing, expressing, and enhancing their unique identity,
have more use of self and identity symbols and hedonistic resources [41]. The
status and distinction from others (avoiding the purchase of clothing that im-
portant people already own) is their main driving force for frequent visits to new

stores and consumption. There is no special preference for the friendly attributes
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of the self-constructed individuals in the interdependent self-construal clothing.
It does not play an intermediary role in the relationship between self-construal
and actual purchase behavior. Interdependent self-construal individuals do not
have clear characteristics in their actual purchase behavior. On the one hand,
interdependent self-construal individuals uphold a modest attitude that is inte-
grated with the collective and will not be able to express their own distinctive-
ness. Preference, so the price of goods that express self-ability is not considered
too much by such individuals, and on the other hand, in order to be able to
counter social pressures such as face, interdependent self-construal individuals
value luxury attributes of goods.

In summary, independent self-construal individuals are influenced by the
characteristics of the uniqueness of self-expression. They will show more impul-
sivity and enjoyment in consumption. They value the status symbol of goods and
tend to choose to express their status and capabilities. A product that is different
from the characteristics of others. Interdependent self-construal individuals are
influenced by the characteristics of their harmonious and harmonious social en-
vironment. In order not to break social norms, they show less impulsivity and
hedonicity in consumption, especially when there are peers present. The ten-
dency of one’s impulsive type is even more pronounced. Even if it is the pur-
chase of luxury goods, it is to resist social pressure and get along well with others

in the social environment.

2.2. Different Self-Construal Individuals Have Different
Preferences for Advertising Appeals

Advertising is one of the important means of corporate marketing. The per-
suasive effect on consumers is one of the criteria for evaluating whether an ad-
vertisement is effective. If the appeal expressed in the advertisement is consistent
with or similar to the audience, the persuasive effect of the advertisement will be
higher. Han and Shavitt, Zhang and Gelb have verified the persuasive effects of
different appeals at the cultural level through experiments, and found that ad-
vertisements emphasizing personal interests are more effective in persuading
Americans, and advertisements emphasizing collective interests are more persu-
asive to the Chinese [42] [43]. This cultural difference exactly corresponds to the
difference in self-construal under different cultural backgrounds. Therefore,
scholars speculate that this may be due to differences in self-construal of indi-
viduals.

As early as 1982, Sirgy proposed the theory of consistency between self-image
and product image. If the brand clues involved in the advertisement are consis-
tent with the individual’s self-image, then consumers prefer the brand promoted
by the advertisement [44]. Hong and Zinkhan’s research also yielded results that
are consistent with the above theories [45]. They found that if the public appeal
is consistent with the consumer’s self-concept (such as introversion and extro-

version) when the brand is represented, the consumer will have a more positive
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attitude towards the brand. After further research, scholars have discovered the
relationship between self-construal and preference for different types of adver-
tising. Wang and Mowen’s study found that individuals with interdependent
self-construal tend to prefer advertisements that emphasize communication and
connect topics, whereas individuals with independent self-construals tend to
emphasize advertisements with independent themes [46]. Wang also studied the
influence of self-construal on the preferences of broad appeal on the cultural and
gender levels, and further analyzed which dimensions of self-construal play a
role in this influence. The subjects in the experiment were from several universi-
ties in the United States and China. The experiment was divided into two stages.
The first stage consisted of the participants completing the self-constructed
questionnaire to determine their characteristics in each dimension. After two to
three weeks, the second stage was followed by an advertisement pamphlet ran-
domly assigned to the same type of watch, an advertisement for independent
appeal, and the slogan “XX watch makes you unique art”. This type of adver-
tisement is a collective appeal. The slogan is “XX watch, emotional reminder”.
As a result, it was found that advertisements for collective appeals led to more
active brand attitudes for Chinese participants than independent advertisements.
At the same time, female participants in different cultures also showed more
preference for advertisements for collective appeals. Through analysis of differ-
ent dimensions, Wang found that although self-construal plays a significant me-
diating role in cultural preferences and gender differences’ preference for wide
appeals, in two situations, the different dimensions of self-construal. In terms of
cultural differences, the dimensions of the relationship between self and others
have a greater influence on self-orientation dimensions, while on the gender lev-
el, the dependence dimension has a greater influence.

In addition, scholars also discovered the influence of self-construal on imagi-
nation advertising strategies. Imaginative advertising is currently the most
common form of advertising. It aims to increase the incentive for advertising by
stimulating consumers to experience the process of experiencing products [47]
[48] [49] [50]. Imaginative advertising has a significant impact on improving the
willingness to purchase experiential products [51]. Based on this theory,
Self-construction happens to be an individual’s perception of self, so imagine
Advertising should have different effects on individuals who have different
self-construal. The experimental results show that imaginative advertising will
significantly increase the individual’s willingness to buy self-constructed indi-
viduals, but the impact on interdependent self-construal individuals is not so
significant.

Through the above studies, we can find that for different types of
self-construal related, the appeal and type of advertisement will affect its persua-
siveness. Individuals with self-construal of independent type prefer to those who
emphasize independentism, and imagine that advertisements have greater per-

suasion; while interdependent self-construal individuals prefer those advertise-
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ments that emphasize social emotional connection, and imagine advertisements
on them. The persuasive effect does not have a significant persuasive effect on

individuals who conceive themselves.

2.3. Different Self-Construal Individuals Have Different Attitudes
towards Brand Transgressions

Brand transgressions refers to the fact that certain behaviors of the company
have undermined the explicit or implicit rules that govern the relationship be-
tween consumers and brands [52], resulting in a decrease in consumers’ evalua-
tion of the brand. Brand damage may be due to a problem with the quality of the
product, such as a cell phone battery explosion or an automobile accelerator
pedal failure. It may also be that the brand’s attitudes and beliefs are not in line
with public expectations. For example, when the quality is a problem, the brand
is Courage to admit mistakes or shirk responsibility. The consumption of prod-
ucts is reduced. Therefore, for companies, understanding what actions to take
when a brand is damaged can allow consumers to forgive brands, and it is cru-
cial to win consumers’ hearts and loyalty. Brand transgressions can cause con-
sumers to react differently. Generally speaking, these reactions depend on two
factors: consumers’ perception of the controllability of brand transgressions and
how they relate to the brand. When individuals think that the brand is innocent
and the transgression is not controlled by the company, their performance will
not be so negative [53] [54]; moreover, if the consumer and the brand are Posi-
tive relationships, they will not be too pessimistic in the face of brand transgres-
sions [55] [56]. In the face of brand transgressions, consumers do not consider
these two factors at the same time. Different individuals will have different ten-
dencies. That is, some individuals will tend to decide whether to forgive the
brand transgressions event by determining whether the damage is controllable.
Some individuals tend to decide by the degree of their own relationship with the
brand. Scholars have found that self-construal is one of the factors that influence
the attribution of individuals. Cross and Madson pointed out that interdepen-
dent individuals like to attribute the damage event through the degree of rela-
tionship between themselves and the brand [57]. The closer the relationship with
the brand, the more easily the interdependent individual can attribute the dam-
age event beyond the control of the enterprise. External factors. Collectivism
sees the destruction as a threat to the harmony of people and society, and be-
lieves that forgiveness is the way to maintain and rebuild balance. In contrast,
independent individuals attribute the damage based on the damage event itself
and the brand’s remedial action. If the damage event is uncontrollable and the
brand takes a positive remedial action, then the individual is more likely to
attribute the damage to the outside world. Factors make it easier to forgive
brands. Collectivism considers the event of destruction as a threat to interper-
sonal and social harmony. Forgiveness is the way to maintain and rebuild bal-

ance. In the independent culture, individuals with independent self-construal see
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damage as an unfair fracture [58]. They hope that companies can make some
kind of moves to redress this injustice. Studies at the cultural level have demon-
strated that during the assessment, Americans are more concerned with the
controllability of damage events, and the Japanese are focusing on their rela-
tionship with the destructors [59].

Through laboratory research, Sinha and Lu explored the strength of the re-
lationship between consumers and brands, damage is controllable, and the re-
lationship between the three types of self-construal. The experiment used a 2 *
2 * 2 test room design. Subjects first completed self-construal manipulation
tasks and then listed health drink companies they were familiar with or unfa-
miliar with. Then, the participants were faced with the circumstances in which
the listed companies encountered product failures (both controllable and un-
controllable) and reported on the possibility of forgiveness of the incident, the
possibility of verbally spreading negative news, and controllability. Perception.
The follow-up experiment also asked participants to predict their expectations
of the relationship between brands and their expectations of fairness. As a re-
sult, it has been found that independent individuals will be more independent
in their testing of brand damage incidents, and do not rely on intimacy with
the relationship between brands, but instead uphold the principle of fairness
and decide whether to forgive the brand depending on whether the damage is
reliable or whether the follow-up is fair. Interdependent self-construal indi-
viduals rely on the relationship with the brand to decide whether to forgive the
damage event, but when the relationship with the brand is strong, interdepen-
dent self-construal is more tolerant to uncontrollable damage than controllable
damage [60]. Therefore, scholars speculate that in the face of such situations,
interdependent self-construal individuals will not only consider controllabili-
ty factors, but also consider factors related to the relationship between
brands. Although no conclusions have been given at present, we believe that
individuals who believe in interdependent self-construal will consider two
factors when judging whether to forgive the brand. However, this is not si-
multaneous. The two factors are interdependent and self-construal. The indi-
vidual decision-making process takes different weights in the decision-making
process. The individual will first consider the relationship between the brand
and himself, and then may make further judgments through the controllability
of the damage.

3. Self-Construal Cognitive Factors
Affecting Consumer Behavior

Different self-construals have been confirmed to have influence on many aspects
of consumer behavior. The cognitive differences between independent self-construal
individuals and interdependent self-construal individuals are the main factors
that lead to different consumer behaviors. This section will explain how cogni-

tive self-construal affects consumer behavior.
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3.1. Differences in Interpersonal Understanding

Independent self-construal is often perceived as a distinct individual with a dis-
tinct individual, while interdependent self-construal considers itself as part of a
social relationship. It is a continuation of another or others are their own con-
tinuations. Reciprocal self-construal individuals pay more attention to others in
social relations than independent self-construal individuals, and are more sensi-
tive to others. This helps to create interdependent individuals, resulting in More
cognitive processing to the individual’s relationship to others and to others.

A study from the United States found that independent individuals consider
themselves to be significantly different from others compared to the differences
between themselves and others [61]. This shows that independent self-construal
individuals have more sophisticated and complex knowledge of themselves. At
the same time, they value themselves more independently of other people’s
ideas. Their decisions are more dependent on their own feelings than on the
feelings of others. The self-constructed individuals are just the opposite. Their
understanding of others is more elaborate and complex. They hope that they can
be more similar to others. When making decisions, it always takes into account
the feelings of others and social recognition. This explains the fact that indepen-
dent self-construal individuals have significantly more impulse consumption
and symbolic consumption behavior than reciprocal self-construal individuals.

Independent self-construal values the uniqueness of others, and therefore seek
out certain goods that can demonstrate this quality. Clothing with special sym-
bolic symbols is precisely such goods. At the same time, they do not care wheth-
er their actions are related to The harmony of society will give rise to certain
opinions of others, and therefore it will not control their own bad behavior in
the eyes of others. Therefore, impulsive consumption is more common in this
group of people. Interdependent self-construal individuals value their relation-
ship with others, hoping to minimize the difference between themselves and
others, so their actions must be influenced by others and society. Impulse con-
sumption has always been associated with some negative social assessments.
Therefore, interdependent self-construal will reduce such behavior to achieve
harmony with society, and it will not buy more novel styles in order to demon-
strate its own uniqueness. The product. But why do interdependent self-construal
groups spend more money on symbolic consumption-related luxury goods? We
believe that it is precisely because of mutual self-construal that we value other
people’s opinions about ourselves and regard social connections as a kind of
pressure from society. In order to allow others to have a positive view of them-
selves, we can better integrate into the life circle. Therefore, it will only spend

some money on luxury goods.

3.2. Situation-Dependent Differences

In addition, there are differences in the two different self-construals in the cog-

nition of self in other things in a particular situation. Individuals who construct
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themselves independently will not place too much emphasis on specific situa-
tions. Their principles of judgment can be separated from the diversity of situa-
tions and focus only on the core part of the problem. Interdependent
self-construal individuals will be in contact with the situation, grasp the context
of the whole thing, and the judgment basis is more diverse than that of the indi-
vidual. Shweder and Bourne in the experiment allowed subjects from India and
the United States to describe themselves as close to each other and found that
the description of Indian subjects was more contextualized. Their description
focused on behavior and behavior itself seemed to be more intrinsic than it was.
More importantly, if they are allowed to put aside the situation and re-describe
it, then the answer to be answered is a universal characteristic of human beings.
There is no substantive meaning and effective information. Americans also de-
scribe specific behaviors, but this happens only when the behaviors described are
too distinctive to be summarized as a trait [62]. The study by J. G. Miller also
confirmed this [63]. Therefore, we believe that this can explain why different
self-construal models hold different judgment standards in the face of brand
damage. For an independent self-constituting consumer, the responsibility for
brand damage should be borne by the company. If the damage is uncontrollable,
the company should not be responsible for this, consumers will also forgive the
damage event, and other Factors such as the relationship between the consumer
and the brand, since such factors are not related to the damage event itself, in-
dependent self-constituting consumers will not take it into account. There are
more contextual factors for the factors to be considered by interdependent
self-construal individuals. Instead of always relying solely on a certain factor,
they decide on which factors they rely on to make decisions based on the analy-
sis of specific situations. First, because the cognition of interdependent
self-construal is always relational, therefore, they initially considered relying on
their own relationship with the brand, and then make further judgments based
on the specific situation. If the damage is uncontrollable, then it is easier for

them to forgive the brand.

4. Inspiration to Practice

By combing the literature on the effects of different self-construal on consumer
behavior, we have learned that self-construal has a significant impact on con-
sumer product choices, advertising preferences, and brand attitudes. For enter-
prises, how to apply the above theoretical and experimental research results to
practice has important guiding significance for enterprises to improve marketing
efficiency and enhance consumers’ brand loyalty and identity.

Since self-construal is dynamic, it can be triggered by contextual clues and is
suitable for use in various forms of advertising marketing. Based on the rela-
tionship between different products and target audiences, this paper proposes
self-construal for advertising marketing practice from three perspectives. Pro-

vide inspiration.
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When the target audience of the product itself is relatively limited, the com-
pany should determine what kind of self-constitution the brand wants to output
according to the target audience of the product. For example, Apple and Nike, as
brands of electronic technology and sports technology, are adept at advancing
the development of their respective fields with new technologies. Apple’s slogan
is think different, Nike’s slogan is just do it. Both show a brand proposition that
is not afraid of other people’s eyes and strives for uniqueness. This is in line with
the characteristics of young people who like to pursue new things. Therefore,
both have become a favorite brand among young people.

When the target audience of some products is relatively wide and the brand
image cannot be established through the established brand proposition, compa-
nies can use different slogan to promote the product in different publicity chan-
nels. For example, cereals as an easy-to-nutritive food do not have obvious cha-
racteristics in their audience. Old people, young people, office workers or
housewives may all become their audiences. The elderly and housewives gener-
ally use television to learn more about goods. They generally pay more attention
to family relationships. Therefore, advertising advertisements can emphasize the
sharing of the whole family when television advertisements are placed. Young
office workers usually pay great attention to self expression and like to shop on
the Internet. Therefore, in online advertising, you can emphasize the enjoyment
of being alone.

When a product has a specific target audience, and the company wants to ex-
pand the audience, because the self-construal can be primed, the enterprise can
achieve the purpose of propaganda by starting the audience different from its
own self-construal. For example, storytelling advertisements are used to warn
independent individuals the warmth of home, or to warn the interdependent in-

dividuals the perfect to be independent.

5. Conclusions

This article summarizes the research literature related to my constructs in recent
years, sums up the influence of self-construal on consumer behaviors, and ana-
lyzes its internal psychological mechanisms. On this basis, it proposes the inspi-
ration for advertising marketing.

Self-construal as an individual’s understanding of the relationship between
themselves and others is influenced by cultural background, gender, etc. It is
mainly divided into two parts: independent self-construal and interdependent
self-construal. In consumer behavior, self-construal mainly affects the individu-
al’s impulsive consumer behavior and symbolic consumer behavior. Indepen-
dent self-construal individuals are more likely to engage in impulsive consump-
tion, and interdependent self-construal individuals are more likely to consume
symbols. In addition, regardless of whether they are independent self-construal
or dependent self-construal, individuals prefer product images that are consis-

tent with their self-image. Interdependent individuals tend to be persuaded by
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goods and advertisements that convey collective ideas. However, since the indi-
vidual has both a natural trait self-construal influenced by the cultural back-
ground and a situational self-construal that can be temporarily influenced by
situational clues, brands can use advertising as a means to provide situational
clues that are consistent with the image of the product. They can temporarily in-
itiate individual self-construal of the corresponding types in order to achieve the
purpose of persuading individual consumption.

This article expounds the possibility of self-construction in advertisement
marketing from a theoretical perspective. There are also many cases in the real
consumer environment. For example, as the SKII brand of high-end skin care
products, its series of advertising changes destiny emphasizes the individual’s
active choice to treat their own destiny, while the L’Oreal brand of affordable
skin care products emphasizes the universality of beauty in beauty for all. How-
ever, this article still lacks some empirical conclusions as a support, and future

research can further prove this from an empirical perspective.
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