
page 18 | IJARTESS

Building Heritage Brand Equity �rough Social Media 
Sales Promotion: �e Role of Power Distance

1 2Esmeralda Crespo-Almendros, Ma Belén Prados-Peña, 
3 4Lucia Porcu & Juan Miguel Alcántara Pilar
1,2,3&5Department of Marketing and Market Research, University of Granada, Granada, Spain
4Faculty of Education, Economy and Technology of Ceuta

Author DOI: 10.48028/iiprds/ijartess.v3.i1.02
 

Abstract
his paper aims to look into the moderating effect of individual's cultural Tcharacteristics—Power Distance—on the relationship between the use 
of discounts and gi�s and the formation of the brand equity of a heritage 

tourist site is assessed. �e results of a quasi-experimental 2 2 factorial design 
among Internet users from two countries and using two different promotional 
stimuli showed: a positive effect of sales promotions on social media on the 
formation of brand equity of a heritage tourist site; a lesser effect of online price 
discounts than free gi�s; the moderating role of Power Distance on the formation 
of brand equity.
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Background to the Study
Social media have changed the way in which brand-related content is created, distributed, and 
consumed (Godey et al., 2016). More speci�cally, social networks are being a crucial element 
in promoting heritage tourism (Gül & Gül, 2020; Hausmann & Schuhbauer, 2021; Sarkar & 
George, 2018; Timothy, 2018). Accordingly, most of the �rms in the travel and hospitality 
industry and heritage tourism providers use social networks to communicate with their 
audiences and engage them with their brands. Indeed, some authors consider the impact of 
these online channels on consumer journey to be enormous (Hausmann & Schuhbauer, 
2021; Stojanovic et al., 2018; Xiang et al., 2015). Likewise, some authors have pointed out that 
social networks gather an even greater relevance when it comes to developing marketing 
strategies for heritage tourism site (McMullen, 2020; Munar & Ooi, 2012). Social networks 
exert an in�uence on several variables, such as tourists' motivation or inspiration for future 
trips (Segitur, 2021), due to the fact that through them they access information, plan and share 
their trips. 

Based on these assumptions, the present study has a dual objective: to gather a be�er 
understanding on how online sales promotions affect the formation of heritage brand equity 
and whether this effect is determined by the culture to which the individual belongs (more 
speci�cally, in regard with the Power Distance dimension). Accordingly, this study provides a 
unique contribution pioneering the examination and understanding of the differential effect 
exerted by monetary versus non-monetary sales promotions via social networks on heritage 
brand equity-formation. Moreover, the contribution of this research to the current body of 
knowledge lies in providing evidence of the link between cultural dimensions and consumer's 
behavior, looking into the role of Power Distance in the relationship between the sales 
promotions type (monetary and non-monetary) and the brand equity-formation through 
social networks. Finally, in terms of managerial implications, the results of this study enable to 
support managers in the development of effective sales promotions strategies using social 
networks, encouraging them to take into account the individuals' culture in their decision-
making processes.

Literature Review
Social Media and Brand Equity in the Tourism Sector
�e literature review emphasized the scarce research on the impact of sales promotions via 
social networks on the brand equity of a heritage destination. Despite the fact that sales 
promotion is one of the most widely-used communication tools on social networks, further 
research efforts are still called for to understand its in�uence on the formation of brand equity.

Sales Promotions as a Generator of Heritage Brand Equity in Social Networks
Sales promotions are “temporary and tangible monetary or non-monetary incentives 
intended to have a direct impact on consumer behavior” (Chandon et al., 2000). �ey have 
become one of the preferred tools of marketing communications. In the �eld of tourism, few 
studies report the effect of online sales promotions on brand equity and its dimensions, being 
frequent to �nd works that analyze the effect of social media promotion only on some of the 
components of brand equity
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�us, it is expected that, in the case of social networks, the user's Power Distance will moderate 
the effect of obtaining each type of promotional incentive on brand equity. �ose users with a 
high-Power Distance score will accept (and prefer) non-monetary promotions, as these 
provide the symbols and signs of distinction that they expect, generating a more positive 
a�itude towards the brand. On this basis, the following hypotheses are proposed:

Figure 1: �e proposed conceptual model

H1a. � Non-monetary sales promotions in social net-works will generate greater brand 
equity than monetary sales promotions among those users with a high Power 
Distance score.

H1b. � Monetary sales promotions in social networks will generate greater brand equity than 
non-monetary sales promotions among those users with a low Power Distance score.

Figure 1 illustrates the proposed conceptual model and shows the hypotheses formulated in 
this study.

Methodology
Independent Variables
To test the proposed hypotheses, an online quasi-experimental 2 2 factorial design was 
conducted on Internet users with different Power Distance levels (low vs. high), based on two 
different promotional stimuli (discount vs. gi�). Two countries were chosen (Spain vs. United 
State) to increase the variability of individual Power Distance, since these two countries have a 
relatively higher and lower national Power Distance levels, respectively (Hofstede, 1991). 
Spain was chosen as a high-power distance representative country and the United States as a 
low-power distance representative. 
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Figure 2: Procedures for the creation of the promotional stimuli

Data Analysis and Results
Validation of Scales and Manipulation Check
To verify that the incentives used were perceived as having equal monetary value, the 
procedure established by Nunes and Park (2003) and later used by Palazon-Vidal and 
Delgado-Ballester (2005) was used. �e t-test corroborated the absence of signi�cant 
differences in the perceived value of the different incentives, which con-�rmed that the 
incentive based on the gi� was perceived as being worth around €20 (p > 0.05), corresponding 
to the value of the monetary incentive (see Tables 1 and 2).

Testing the hypotheses
To analyze the in�uence of discounts and gi�s on the formation of brand equity in social 
media, and the effect that Power Distance exerts on this relationship, a moderation model 
proposed by de Preacher et al. �e dependent variable was Brand Equity, the independent 
variable was the type of promotion displayed and the moderator was the power distance, 
which was calculated as the mean of the 5 items included in the scale proposed by Yoo et al. 
(2011). which was contrary to expectations, as expressed in H2a and H2b (see Figure 3).
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Table 1: Reliability and validity of the measurement scales

Note: Satorra-Bentler Chi-Square: 0.33 (d.f.: 19); p-value: 0.01; RMSEA: 0.03; NFI: 0.99; 
CFI: 1.00; IFI: 1.00; Critical N: 930.37.
aParameter �xed at 1 to �x the scale of the latent construct ( Jöreskog & Sörbom, 1996). t-
value cut-offs (level of signi�cance): 1.64 (p < 0.10); 1.98 (p < 0.05); 2.58 (p < 0.01).

Table 2: Discriminant validity

Note: Diagonal elements in bold are the square root of the AVE between the constructs and 
their indicators. Off-diagonal elements are correlations between the constructs.

Discussion and Conclusions 
Brands showing great brand equity bring great advantages and bene�ts to institutions and 
business companies, thus the identi�cation of the fac-tors exerting negative and/or positive 
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effects on brand equity is crucial. �e ability to a�ract visitors and to enhance their level of 
engagement are key issues to measure the success for museums, galleries, cultural and heritage 
a�ractions at a global scale, developing effective marketing and communication strategies 
being paramount (Vero, 2012). In today's digital environment.

First, the results have shown that sales promotions on social media have a positive and 
signi�cant effect on the formation of brand equity of a heritage tourist destination, in line with 
Boz et al. (2017) and Crespo-Almendros and Del Barrio-García (2013), highlighting that the 
promotions based on symbolic aspects or on hedonic bene�ts. Second, it has been 
demonstrated that culture—in particular, Power Distance—in social networks has a quasi-
signi�cant moderating effect on the formation of brand equity. �e greater the Power 
Distance, the greater the effect of the sales promotions on brand equity, there being different 
effects depending on promotion type and individual cultural values. 

Table 3: Moderated analysis. Outcome variable: Brand equity

Table 4: Conditional effects of sales promotion type on brand equity

Figure 3: Moderating effect of Power Distance on the relation between promotion type and 
brand equity 

   
Coeff. Effect

 
SE

 
t-value p-value

95% CI

   
 

Constant

  

13.01

  

0.34

 

37.87 0.00 12.34 13.69

 

Sales Promotion 
(X)

 

1.13

  

0.01

 

7.560.01* 0.090.16

Power Distance 
(W) 0.13 0.48 2.330.00* 2.090.18
X*W 0.04 0.02 1.660.07 0.000.08

Note: *p < 
0.01.

     

      

       
PD value Coeff. EffectSE t-value p-value

95% CI

9.20 0.76 0.34 2.23 0.02* 1.43 0.09
17.95 0.40 0.21 1.91 0.05* 0.82 0.00
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Limitations and Future Research Directions
�is article has a number of limitations as any research work. First, performing an 
experimental study implies a certain arti�cial se�ing, despite the efforts made with the design 
of the experiment and the development of the �eld work to obtain that the conditions of the 
exhibition of the promotion were as likely as possible. �us, future research is encouraged to 
replicate this methodology using different services categories and types in order to broaden 
the external validity of the �ndings. Second, other factors caused by country differences, such 
us other cultural dimensions or social economics differences, can in�uence the results. 
�erefore, further studies are called for to examine the effects of other cultural and national 
differences on Brand Equity formation. �ird, the respondents' a�itude towards the 
advertisement was not taken into consideration. 
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