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ABSTRACT

The aimof this researclis to determine the extent of online and offline acculturation
preferencesffectingpurchase intentions within a minority ethnic community. This study
investigates the role of social media as an agent in terms of how it influences acculturation
and consmption. It also investigates the moderating role of education I&\ed.findings
highlight the significance of investigating language and friendshipntationsand
subsequent acculturation preferen&gapirical results confirm the impact laihguage ash
friendship orientations omnculturation/acculturatiognwhich in turn impactpurchase
intentions. The results suggest differences among three groups in terms of their education
level. The study discussentribution to theory and providésture research directions,
while offering useful practical implications for marketers.
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1. Introduction

Consumer acculturation involgprocesses related to tlearning ofanew culturgJamal
et al., 2015)Priorresearch hasvestigaédantecedents, processes and outcomes of consumer
acculturatioramongethnic minorityconsumer anoffline context AskegaardArnould and
Kjeldgaard,2005; Kizginet al.,2018a; Pefialoza 994).Such studieseportpreference for
language us€inside and outside homend social interactiongin the form of friendship
orientations)s key drivers aligned with acculturation outcomfeulturation agents defined
as fAindividual s or i n sdonstmertinfoomaton andioo mosledsrofv e
consumption behavioro (Pefaloza, 1989, p .
outcomes of consumer acculturation (Askegaard et al., 2005; Kizgin et al., 2018a; Pefialoza,
1994).

However,there has been significant growthin the use of social media bsthnic
minority consumer®ver the recent yearScholars likeDey, Yenand Samue{2020) argue
that the convenience and connectedness provided by new media platforms promote
assimilation, i ntegration or acculturation
ethnic minority consumerscan connect, socialize and widen their friendshigtworks via
social networking sitefacilitating strengthening ofies not onlywith in-groupbut alsowith
out-group members This allows them to breakway from stereotygs (e.g.,isolation and
segregationthat are commonly associated with ethnic communilies also help$acilitate
theirintegration into the broader hastlture andsociety

Ethnicminority consumers also face a choiceusingeither their owrethniclanguage
or majority languagewhen using social networking sitesTogether with their friendship
preferences on social mediajs choicecan highlight and uphold the fact they are different
from the mgority or their desire and motivation to integrate certain elemerttseshainstream

culture. Such a choice can have important consequeifice them in terms of their
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psychological welbeing ancconsumer acculturatiofror example, Li and Tsai (201E9port
that using social media in the English languagedidippanics to develop strong orientation
toward the American culture, while the use of social media in the Spanish language r®inforce
enculturation (i.e. heritage culture). Similarly, Kizgin et al.1@6) showthat preference of the
host culture language has a positive effect on acculturation and a negative effect on
enculturation

While arecent work poirgto the complexity of acculturation given the significant rise
in the use of digital technolaogg (Dey et al, 2020),researchseldomconsiderghe fact that
ethnic minorityc 0 n s u aweultustion experiences are shaped by interactions both in offline
and online contextg\ccordingly, it is possible thathnic minorityc 0 n s u ch@aessoh new
media in the form of friendship and language preferences may impadturatiorstrategies
in the physical domaijmwvhich in turn impact their specific purchase intentio8sipport comes
from Kizgin et al. (2018b) who report thathnic mnority consumersngagewith online
networksand take part in heritage consumer cultuRRssearch also testifies that cultural
orientations influence o n s u puechasedntentions, which are affected by the information
they usdahrough online social networksVang, Yu and Wei2012).

The degree to which aethnic minority consumeacculturates to the host culture
influenced by language and education may be a more important predictor of consumer behavior
than country of birth (@den et al 2004).Scholars recognize that little is known about how
the specific role of online acculturation predicts acculturation preferences and subsequent
consumption choicg®.g. Kizgin et al., 2P0). We address this research gap by simultaneously
investigating the effects afnline and offlineacculturation orethnic minorityc ons u mer s 6
purchase intentionsDespite the emergence of digital technologidee role of online
acculturation preferences shaping offline acculturation preferences and how this informs

consumer behavior is limitd&izgin et al.,2018h Kizgin et al., 202Q)Socialmedianetworks



may play an integrafole in the lives ofethnic minorityconsumersand facilitaé interactions

with otherswith significant implications for consumer acculturati®ocial medidhas become

an aspect oflaytoday | i fe, while it is worthwhile to
cultural consuming communitiesinar k et sy st ems o0 ( KThzsmgsearchet al
gap is addressed by investigating variations in online acculturation, acculturation/enculturation
preferences anpurchase intentions.

Moreover, characteristics of education influence the process of acculturation
preferences (e.g. Makaro8aBirman, 2016) and, therefore, education is seen as an important
determinant of acculturation process (Berry et al., 2Qhlterms of consumption olces, it
is possiblefor better educateéthnic minority consumert engage in information search
behavior differentlythan lower educated on€khey may also rely less1theopinion of others
when it comes to making specific consumption choitbss is becauseush individuals may
becomebetterinformed and knowledgeable ab@xistingproductalternativesand, hencegan
discriminate between relevant and irrelevant informatimme effectively and independently
(Alba & Hutchinson, 1987, 2000; Johns&rRusso, 1984 However, little is known about the
moderating effects of education level on the way online acculturation captured via friendship
orientation and language use can impact off line acculturaloreover, we do not know if
the relationship between acculturation and purchase intentions becomes stronger or weaker due
to varying levels of education.

Accordingly, this research formulateéso research question§&irstly, towhat extent
ethnic minolyconsumer sd® online acculturation prefe
how this in turn influencetheir purchase intentionsSecond,what role ethnic minority
consumer 6s eldysioexplainlgultura¢ orientatios and consumption chces

made by ethnic minority consumers.



In order to address the research questions, this study aims to investigate the link
betweerethnic minorityc onsumer sé online acculturation (f
use) on offline acculturation and between offline acculturation and purchase intetisns.
the research aims to investigate thederating effect®f an ethnic minorityc onsumer 6 s
education leveln explainingonline and offlineacculturatiorand purchase intention&.multi-
group analysis method is employed to relate the differewttben various education level
groups. By doing so, he aim of this researchis to help scholars andrazctitioners in
understanding the role ahline acculturatiorfor ethnic consumer behavior and marketing.
Immigrant populatios in Western countries have significantly increagBdrostat 2019;

Jama) 2003 underging a process of change that may relate to their heritage and host cultures
in different degrees (Berry et al., 201 Broche& Jamal, 2015). Accordinglyhe existencef
amulticultural marketplace is charactasd byethnic, racial, religious and natiordifferences
(Penaloza and Gilly1999)and represent important challenges apdortunitieso marketers.
This paper is organized inthe sevensections The nextSection 2 includes iterature
related to languagdriendship orientationpreferences of enculturation/acculturateomdthe
role of educationSection3 presents conceptual model and formulates vahgpsthesesT his
is followed by methodologyi.e. Section 4 and the findinggi.e. Section 5)The theoretical
and practicalmplicatiors arethendiscussedn Section 6 Finally, Section 7concludes with
limitations andsuggestions for future research.
2. Literature Review
Ethnic consumebehavior isnfluenced by enculturation and acculturation preferences.
Enculturationis the process of learning the heritage cul{iiegin et al.,2018a; Schwartzet
al., 2010), whereas acculturatioefers tolearning of a new culture based on contact and

interadionswith culturally dissimilar peopl@_aroche& Jamal, 2015).



Kaplan and Haenlein (2010, p. 61)-badedf i ne
applications that build on the ideological and technological foundations of Web 2.0 and that
allowthecreae i on and exchange of wuser genertiast ed co
to communicate with others anlgvelop and nurture social relationship as well as share views
and provide suggestiorte.g.,Alalwan et al., 2016Dwivedi et al., 2015Ellison et al, 2007;
Ellison & Boyd, 2013 Kapoor et al., 20)8Hence, socializing and nurturing relationships on
social media with the host or home culture members is a resourca famd of building
friendshipnetworksand formirg social capitall(in et al, 20QL; Shen et a).2016.

Social networking sites enablethnic minority consumersto connect and form
relationships with everyone including people from ethnic cultural background, of the host
society and people around the globe. In saichntext we do not knowf an ethnic minority
c o n s u teralenéy $o network and form relationshiggh in-group and ougroup members
online canimpactspecificacculturation orientationis offline contexts For examplesuch a
consumemayhave a tendency to mairgpcializ and form relationships on social networking
sites with people of theiown cultural background. In doing so, thayay useonline social
networks as a resource and a form of social capital linked with their own culture of origin.
Support comes from scholars who argue thatne social networks provide interpersonal
communicationmechanism to maintain social relationships within ethnic minority groups
(Dwivedi et al., 2015Yu, Foroudi& Gupta, 2018 Thus,ethnic minority consumersnay use
social media as a mechanism to strengthen their social and cuéla@bnships through
communication with people of their own cultural background, that help form consumer
learning processeJhis can potentially impact their cultural tendencies and consumption
choices in an offline contexOn the other hand, a persoray largely prefer socializing and
forming relationships on social networking sites with people of other culflinegs.can also

impact their cultural tendencies and consumption choices in an offline c@u@gort comes



from Lindridge, Henderson and Ekf2015), whostate that social media provides a platform
for consumers to develop and reinforce their beliefs and values that resonate online i.e. the
pursuit to maintain aresisttheir heritage culture and host culture and progressively to the same
extert in anoffline context Therefore, social media is agentthat facilitates ethnic minority
c onsumer sForoudidMarvi& Kizgn, 2020;Jafari & Visconti, 2015)n both online
and offline contexts.
2.1 AcculturationFriendship

The role of social interactions is a key consideration when examining acculturation
preferenceskEthnic minority consumergho are in frequennteractionwith the host culture
membersare influenced by the host cultu(Kizgin et al., 2018a)Friendshipsinfluence
consumption behavior (Xu et al., 20G#yough engagement and connection with the social
relationships (Laroche et al., 2009ocial media allows individuals to connect with their
network, maintain existing networks and build new relationships (Acqtistiross, 2006;
Ellison, Steinfield& Lampe, 2007)According to Eurostat (2019), 56% of individuals in the
age group 164 yeas have participated in social networking sites in the EU, while among
younger people between 16 and 24 years the participaieis 88%. The various networks
(i.e. social medipgive opportunity toprovide strengths and weaknessto the consumer
cultural process. Given this, ethniminority consumers may demonstrate a strength of
relationships of the ethnic or host friendships with a propensity of respective consumption
patterns.

Research argsdhat the primary role of adaptation to the host culture is determined
through social interactions with the host culture individgalendsToth & van de Vijver,
2006) An individual who values acculturation igominance of social interactions with the

host culture will exhibithanges in behaviorglated to the host cultur8ocial networks and

social interactions represeid u a | sets of a (Pefialbzh, 199449 and a gen






