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Cultural Dimensions of Switching Behavior 
in Importer-Exporter Relationships 

The "Relationship Marketing" Paradigm 
The "relationship marketing" paradigm conceptualizes marketing as an exchange relationship marked by 
interaction between marketers and customers. According to this approach, marketing is not a discrete, transaction- 
oriented function, but a continuous, long-tern~ oriented relationship-building process (Gronroos 1994). Marketing 
is often intrinsically based on repeat purchasing behavior rather than on discrete transactions (Dwyer, Schun and 
Oh 1987). Relationship marketing stresses the importance inherent in the building of lasting trust-based 
relationships with the customer. Dwyer, Schun and Oh (1987) distinguished between discrete transactions and 
long-term relationships by bringi:-2 in the analogy of a "one-night stand relationship" versus "a long lasting 
marriage." 

The relationship-marketing paradip  is particularly relevant to industrial and services marketing (Gro~uoos 1994) 
where relati~nship factors have a particularly strong influence on buying behavior (Bonoma and Johnston 1978). 
A key strategic concern is to build dependable, on-going 'buyer-supplier' partnerships. Relationship building is 
an investment that will yield dividends in the long run. In the individualistic capitalist moae'of thinking, 
cooperative behavior can be rationalized as the long-term synergistic maximization of mutual self-interest 
(Gerlach 1992), since both cooperating parties seek to strategically gain from their relationship vis-a-vis their 
competitors. 

However somewhat antithetic to the relationship concept itsclf is the fact that inslitutional relationships can 
crumble due to a lack of inertia (Dwyer, Schurr and Oh 1987). Extending Dwyer et al.'s analogy, either 
partnering firms can go out of business (death), or they can switch to new partners (divorce and remarriage). 
Even as dissolution rates for cooperative inter-organizational relationships such as joint ventures are around 70% 
(Hanigan 1988) and increasing, most of the contemporary research in relationship marketing focuses on the 
relationship-building process without providing insights into the potential for the dissolution of such relationships. 
The literature emphasizes that if partners are carefully chosen on the basis of their capabilities and motivation 
(e.g. Ford 1984, Stump and Heide 1996), the costs of opportunistic behavior can be reduced, and lasting 
relationshi~s can be built. However. these evaluations. or the context in which the evaluations were made in the 
first place,'may change over time ( ~ d w  1996), thus establishing the potential for opportunistic behavior. Studying 
how and why relationships end will in tun1 help to maintain and enhance existing relationships. 

This paper seeks to provide a contingency framework to analyze the dissolution of long-held buyer-supplier 
relationships in an intemational context. In the arena of international relationship marketing, the terms buyers and 
suppliers can be used interchangeably with the terms importers and exporters respectively. The focus of the paper 
is on exploring the moderating effect of national culture on the decision of importers and exporters to end existing 
relationships. The primary motivation for termination of relationship itself can be due io endcgenous (to the 
organizations involved) andlor exogenous (environmental) fac!ors. 

The paper is organized as follows. First, the stages of relationship building and intemtional relationship 
' marketing literature pertaining to the importer-exporter dyad are reviewed. Second, four streams of literature 

surrounding the dissolution of relationships are reviewed from which two major economic factors driving the 
termination of relationships are derived. Third, the modcrating role of nationa: culture in the ternhation of 
importer-exporter relationships is analyzed using Hofstedc's (1980) dimensions and propositions are posited. 
Finally, the implications of the framework are discussed. 
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LITEIWTUKE REVIEW 

Stages of Relationship Building 
Dwyer, Schurr and Oh (1987) presented a four-stage process of relationship building between buyers and 
suppliers. The first is the exploration or evaluation stagc whe~i buyers cvaluatc the compclc~icies and motivations 
of potential suppliers. Suppliers are evaluated not only on their technical and marketing capabilities (Wilson and 
Moller 1988), but also on their willingness or motivation as well as adaptability to the buyer's demands (Ford 
1984, Stump and Heide 1996). By carefully assessing potential partners, buycrs can reduce transaction costs such 
as the costs of uncertainty of potential partners' efficiency in the future and the costs of opportunistic behavior 
(Wilson and Moller 1988). 

The second stage of relationship building is the expansion stage when a buyer, after evaluating potential suppliers, 
actually chooses one and presents a purchase order. This stage is the beginning of an interaction process that 
should result in long-term bonding. This interaction consists of the following components: exchange both formal 
and informal, adaptation to the buyer's needs and attitudes, and coordination to ensure smoother operations, to 
respond in an 'ad hoc' manner to environmental changes, and to handle conflict situations (Wilson and Moller 
1988). 

The third stage is the comnlitment stage when the intensity of coopcrativc interaction increases (Ford 1980). This 
stage is reflected by the reduction of socio-cultural distance, increased quality of commun;cation, and trust 
building, thus creating a social bond (Ford 1980). Also, buyers and suppliers create structural bonds and make 
offsetting investments to create high switching costs (Wilson and Moller 1988). 

The fourth stage is the institutionalization stage when norms, process routines, and governance structures arc 
created to guide the relationship (Wilson and Moller 1988, Ford 1980, I-lakansson 1980). The cooperative 
interaction between buyers and sellers can sometimes evolve into a "command interaction" (Campbell 1985) 
marked by high switching costs due to the buyer's domination of the suppliers' costs and technology (Ford 1980). 
Borrowing the mamage analogy us,d by Dwyer, Schurr and Oh (1987), we can compare the four stages of buyer- 
supplier relationship building (i.e., exploration, expansion, commitment, and marriage) to the stages of marital 
relationship building (i.e., acquaintance, courtship, commitment, and marriage). 

A fifth stage of relationship building, namely that of dissolution, is hereby proposed to be an integral part of the 
relationship process and serves as the primaly focus for this paper. To put this in perspective from a cross- 
culthml perspective, the literature on international relationship marketing must come into play. 

Internstional Relationship Marketing 
The need for interna:ional relationship marketing arises as companies, trying to break into certain foreign markets, 
need to take a long-term view and build personal contacts with local natiocals (Ford 1984). Building cooperative 
relationships between buyers and suppliers in the intemtional context is even more challenging than in a 
domestic setting. In the international relationship building process, cultural differences of various types must be 
addressed (Hakansson and Wootz 1979). 

- 
I here are several studies that deal with importers' perceptions of exporters' capabilities based on the country of 
origin (e.g., Ghymn and Jacobs 1993, Deng and Wertzel 1995, Seshadri, Rao, Jou and Enamilli 1996), and the 
multi-attribute perceptual gap between importers and exporters (Kats~keas and Al-Khalifa 1993). These studies 
can be thought of as mostly focusing on the exploratory stage of the relationship building process. In the later 
stages of expansion and commitment, international interaction is heavily influenced by cultural exchange (Wilson 
and Moller 1988). Adaptations need to be made not only to product capabilities or organizational prxtices, but 
also to attitudes and values (e.g. Wilson and Moller 1988, Ford 1984). Kanu~aratne, Johnston and Rao (1996) 

Academy of Mrketing Science Review 
2003 no. 03 Available: http://www.anarevie\~~.or~articlcsisI~~nkarO3-2003.pdf 
Copyright 0 2003 -Academy of Marketing Science. 



~llankannabesh, Ford and LaTour / Cultural Dimensions of Switching Behavior in Importer-Exporter Relationships 3 

designed a cultural exchange framework to investigate the cultural compatibilities of interacting parlies (exporiers 
and their import agents) and posited that cultural congruency reduces agency costs in the relationship building 
process. 

Dissolution of Relationships 
Thc litcraturc on thc dissolutioll of  l la ti on ships can bc found in four dilltrcnl disciplines (romantic relationships, 
agency-client relations, consumer behavior and inter-organizational relations, e.g., joint ventures). To consider the 
ending of relationships as the obverse or flip side of building relationships would be overly simplistic (Dwyer, 
Schurr and Oh 1987, Baxter 1983). In the context of romantic relationships, Baxter (1983) observed that the 
ending of relationships have a steeper slope in the scnse that they occur more quickly than the process of 
relationship building. Shc also notcd that endings are usually unilaterally initiated as opposed to the bilateral 
initiation indicative of the relationship formation process. 

In the study of client-agent relationships, various reasons for switching have been identified. Doyle, Corstjens 
and Michell (1980) identified dissatisfaction with agency performance and changes in the client and agency's 
marketing policies and management as some of the major factors in the decision to switch. Buchanan and Michell 
(1991) found that account variables (such as client size, age of the account and previous account switch), 
organizational variables (such as account size and agency size), and industry variables (such as industry risk) were 
some of the structural factors underlying switching decisions. Changes in top management, organizational 
structure, and environmental uncertainty have been mentioned as some of the other important variables in 
predicting failure in agency-client relations (e.g. Michell 1987, Michcll and Sanders 1995). 

In the consumer behavior literature, switching of products and brands by consumers is addressed as "variety 
seeking behavior" (Van Tnjp, l-loyer and 11ima11 1996). Thcse authors classified variety-seeking behavior as "true 
variety seeking behavior resulting from intrinsic motivation" and "derived variety seeking behavior resulting from 
extrinsic motivation." "lntrinsically motivated switches" (Van Trijp et.a!. 1996) are those sought for the purposes 
of bringing variety and stimulation (McAlister and Pesscmier 1982). "Extrinsically motivated switches" (Van 
Trijp et.al. 1996) may be externally imposed (e.g., a stock-out) or frccly selected due to "situation-spccific 
preferences" @. 282). On the basis of an empirical study involving Dutch consumers, Van Trijp et.al. concluded 
that variety seeking behavior is more likely to occur: (I) for products that evoke lower rather than higher levels of 
involvement, (2) when the perceived differences between brands are small, and (3) when customers do not have a 
strong preference for a brand. Thus, level of involvement, availability of aliernatives and the absence of a strong 
prefemnce emerge as important predictors of brand switching behavior. 

Economic reasons appear to have the greatest impact on the termination of joint ventures. Joint ventures will be 
unstable if the contributions of the partners are asymmetric over time (Porter and Fuller 1985). Park and Ungson 
(1997) empirically identified the following economic reasons for joint venture tenrination: direct competition 
between partners, overlap in product-market scope, and issues in technology transfer. 
On the basis of an empirical study of joint ventures having at least one U.S. partner, Geringer and Hebert (1991) 
concluded that dissolution is highly correlated with the perceptions of the parent f m s  as to how the ventures 
performed relativc to their initial objectives. Blodgett (1992) cited unequal ownership shares (inter-organizational 
factors) and host country policies (external factors) as some of the major reasons for renegotiating joint ventures. 
In the context of marketing channel relationships, Robicheaux and Coleman (1994) posited that the internal 
(organizational factors) and external political economies (environmental factors) form the antecedents of channel 
relationship structure. 

Ring and Van de ven (1994) explained that cooperative inter-organizational relationships can terminate as a result 
of either endogenous or exogenous factors. According to the authors, 

Ccgperative inter-organizationai relationships may terminate for ex3genous reasons (e.g., a 
natural disaster, a shift in a political regime, the death or sickness or a party) or for reasons 
endogenous to the organizational parties (e.g., a shift in organizational commitments, structural 
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arrangements, or performance; completion of the business dcal; or a "falling out" among the 
parties). (p. 107) 

Ring and Van de ven (1994) also proposcd that the imbalances bctween formal and informal mechanisms uscd to 
govern inter-organizational relationships would increase the likelihood of dissolution. Another major reason for 
switching mentioned in the literature (e.g. Low 1996) is that the transaction cost equation can change overtime. 
AS mentioned earlier, firms enter into partnering relationships in order to minimize transaction costs in the first 
place. Over time, i t  is possible that, for cithcr of the fim~s, the costs of partncrship can exceed the bcnefits 
derived from being in the relationship, thus forcing thcm to cxplore othcr alternatives (including the search for a 
new partner). Such switching behavior is not casy, and it entails switching costs or relationship termination costs 
which would include, among others, the relationship dissolution expenses, the relationshipspecific assets, any 
collateral damage, the partner's residual punitive capability, and the perceived replacement costs (Schecr and 
Smith 1996). 

Switching Behavior 
On the basis of a review of the extant literature, there appear to be two major components of switching behavior, 
namely, the internally-triggered switch and the externally-triggered switch. The internally-triggered switch 
captures both the intra-organizational factors of the involved parties and the inter-organizational dynamics of their 
relationship. In other words, this relationship termination is caused by "endogenous" factors (Ring and Van de 
ven 1994). On the other hand, the externally-triggered switch represents relationship termination brought on by 
"exogenous factors" (Ring and Van de ven 1934) or external environmental variables. These two switches are 
explained below with examples. 

In the internally-triggered switch, importers (or exporters) end or scale back relationships due to the perceived 
inability of their partners to meet their expectations with respect to such variables as price, delivery, or quality. 
Rigidity of expectations along channels tends (0 increase with time (Ford 1980). Moreover, the age of the 
relationship does not reduce opportunistic behavior (Johnson, Cullen and Sakano 1996). The potential for 
suppliers to default on their promises (Gronroos 1994) increases in the international context as they operate in a 
different organizational context than the importers. A relationship can be broken off because of a single failure in 
delivery (Ford 1984). Unforjeen events may take place in the context of the partner's organizational environment 
that were not anticipated during the evaluation stage which can make joint problem solviug or conflict resolution 
techniques inadequate. Although comprehensive relationship marketing involves employee empowerment 
(Laskin and Evans 1994), problems ca i  arise from employee unrest or mvlagerial defection. The judgment call 
for the partnering firms in such situations is whether to increase their offsetting investments and structural 
bonding with the failing partner or to act opportunistically and switch to another fm (thus breaking a promise in 
turn for a one already broken). Although termination of relationships for varying from the contract can be 
considered 'normal' behavior, fimis in long-term relations5ips can make informal adjustments that allow 
flexibility for some deviations fkom the contract requirements. Joshi and Stump (1996) provided the example of a 
retailer unwilling to impose contractual penalties on a manilfacturer for late deliveries since "they know the 
manufacturer wil: be accommodative when the retailer impinges on the contract at some later time period" (p. 
130). 

The externally-triggered switch is driven by changes in thc global environment or the operatiug national 
environment of the partnering f m s .  In this case, sweeping changes in the economic, social, technological, or 
legal environments can take place making the exporter's or importer's cost structure noncompetitive, thus 
pressurizing either of the parties to switch in order to remain profitable. Inclusion of a low cost neighboring 
country into a free trade area can leave low cost suppliers in countries outside the free trade area in a 

r 
disadvantaged position. An international norm or regulation recommending the strict enforcement of physical 
environment standards can automatically make some firms unfit. Thus, the externally-triggered switch can be 
looked at from an organizational ecological perspective where certain suppliers will be "selected out" (Bruderer 
and Singh, 1996) by a changing environment. However, Darwinian theories do provide for species variation that 
implies !hat strong willed importers and exporters can still pull together for the purpose of influencing the 
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endmnment. Firms can actively lobby thcir governments by forming political groupings to exclude them from 
changes or to give them time to make adjustments. The judgment call for the importing firm in this switch 
situation is whether to maintain the relationship in a dramatically altered cost scenario by trying to restore the 
supplier's competitive position, or to act opportunistically and switch in order to avoid thc huge investments of 
time and money that will be needed to influence and offset the cnvironrnental changes. 

THE MODERATING ROLE OF CULTURE 

Studying the termination of long-term relationship; requires a balanced approach that considers not only 
economic factors but also the releva~t socio-cultural factors. This is due to the fact that alliance behavior has both 
economic and social dimensions (Saxton 1997). In previous studies (e.g., Parkhe 1991, Child, Markoczy and 
Cheung 1992), national culture has been shown to moderate the relationship between structural variables and the 
performance of joint ventures (Park and Ungson 1997). Park and Ungson (1997) contended that informal 
institutions such as norms and values of a society play an important role in the durability ofjoint ventures. Norms 
form an essential part of the cultures of groups and organizations and typically reflect the central cultural values in 
which they are embedded (Mamix, Neale and Northcraft 1995). Park and Ungson (1997) urged the study of \he 
role of the nationalities of the involved parties in the following manner: 

An evaluation of any cross-border joint venture should considcr the nationalities of each partner 
and specifically how the values and institutions embedded within these nationalities lead to 
potential cooperation in the presence of potential competition between two partners (p. 284) 

Moreover, switching for new economic opportunities can entail high "ernotional" or "psychological costs," 
especially after several years of interaction thus requiring the study of the influence of cultural norms on 
switching behavior. Ring and Van de ven (1994) suggested that: 

The level of motivation and commitment to a relationship is an inverse function of the anxiety 
associated with needs to (a) feel included, (b) sense predictability in the responses of others, and 
(c) feel secure in that things are as they appear. Termination of a relationship implies that some 
or all of these needs have gone unfulfilled. Therefore, it is not only in the economic but also in 
thepsychological best interests of the organizational parties to find ways LO preserve their socially 
embedded relationship. @. 107). 

Switching conditions entail judgment calls that have "human factor" implications (Zahra 1987) such as 
restructuring and job termination. Judgment calls in these situations are made not only on the basis of economic 
criteria, but also on personal values and individual aspirations (Zahra 1987, Andrews 1980). Emotional costs also 
include the loss of reputation, as the parties involved in dissolution might not be looked upon as attractive partners 
by others (Park ard Ungson 1997). The tendency to maintain or switch relationships in the face of such 
emotional costs would most likely depend on the cultural norms of the interacting firms. 

The use of culture as a moderating variable in turn brings the quesiion of the appropriate level of analysis. 
Culture of thc exporting and importing firms can be thought of at four different levels of analysis: the individual, 
the buying group, the organization, or the society at large. Arguments abound in the 1i:erature as to the relevance 
of each of these levels. In some cases, certain individuals on both sides would be singularly responsible for 
building and maintaining long-term exporter-importer relationships. Such relationships may wither when key 

'* individuals move to other organizations. Sometimes, individual inter-personal affinities migb~ be strong enough 
for individual agents to change sides and act on behalf of the other company (Ford 1980). The top management 
or other individuals of the decision making group then must step in to restrain the individual agent and force 
adherence ro those actions considered to be in the firm's best interests. 
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~ ~ ~ h g  and selling decisions are usually made in groups, therefore, the buying center or the buying group should 
be the focus of attention as opposed to the individual (Woodside, Taylor, Pritcnett and Morgenroth 1977). 
co porting and importing firms attempt to rcducc cultulal distancc by setting up local offices and employing local 
nationals in their selling and buying groups as their businesses grow (Ford 1980). Thus, there arc two different 
frames here. One is the general frame of the organization, and the other is the local frame of the buying group 
(Wilson and Moller 1988). The more heterogeneous or multi-cultural the organization, the more independent the 
buying group will be, with a lot of learning potential (Wilson and Mollcr 1988). 

Relationship analysis should occur at the organ~zational level (Spekrnan and Johnston 1986). The composition of 
the buying group and the group's "independent" local cultural frame only seek to serve the ultimate interests of 
the organization, and hence its global frame. Organizations can have their own cosmopolitan cultures distinct 
from those of the society or of the individuals and groups within the organization (Dawar, Parker and Price 1996). 

National or societal culture can have a significant effect on the culture of organizations. Indeed, nations create 
competitive advantages by means of their own unique organization of their economic activities (Porter 1990). 
Each organization's culture will have a dominant imprinting from its national environment. Thus, a managerial 
kame, in turn, would include the generalized and internalized variables of the .rociely in question (Wilson and 
Moller 1988). 

The focus of this paper is on the effect of national or societal culture on switching behavior. National culture is 
the set of collective beliefs that distinguish people of one nationality from those of another (liofstede 1980). It is 
"a central organizing principle of employees' understanding of work, their approach to it, and the way in which 
they expect to be treated" (Newman and Nollen 1996). liofstede's (1980) indices capture societal cultures in a 
robust manner. The four main indices are that of individualism-collectivism, power distance, masculinity- 
femininity, and uncertainty avoidance. Although Hofstede's indices are not a dichotomy in the sense that the 
value of these indices can range from low to high across a continuum, the paper considers societies and their 
respective organizations to possess high or low levels of each of the four cultural indices. For example, the U.S. 
is generally regarded as a society with 'high' levels of individualism. Likewise, Japan is regarded as a highly 
collectivistic society. Hofstede's dimensions are a means to identify the commonalities that make specific groups 
of nationals relatively homogenous within and heterogeneous without (Ralston, Gustafson, Cheung and Terpstra 
1993). His indices are widely used in various cross-cultural studies at different levels of analysis. Rao and 
Rallapalli (1996) used these indices in a study of inter-cultural sales teams. The level of analysis for which the 
indices were used is that of the group or the sales team. Karunaratne, Johnston and Rao (1996) employed the 
indices to study cultural interactions between the exporting firm and the importing agent. In h s  case, the 
pertinent levels of analysis were thefirm and the individual. Dawar, Parker and Price (1996), Chow, Shields and 
Char, (1991) and Shackleton and Ali (1990) utilized I-iofstede's indices at the level of the sociey. Thus, 
Hofstede's indices are widely used at all levels of analyses in cross-cultural research. Kale (1995) contended that 
national culture will shape organizational culture along with the culture of a firm's employees. He pointed to the 
evidence in the literature (e.g. Lessein 1990) to suggest that "established firms c'-epict organizational cultures 
which in turn reflects the values, beliefs, and goals of the national culture of the country" (p.446). Thus, national 
eulh;re leaves its inprint on individuals, groups and organizations. 

HOFSTEDE'S NATIONAL CULTURAL INDICES 

Individualism and Collectivism 
. Individualism (Hofstede 1980), as a cultural construct, measures the importance placed on the welfare of the 

individual as opposed to the group. The importance of the group is reflected in collectivism. In individualistic 
cultures, '"people look after themselves and their immediate family members only," whereas in collectivistic 
cultures, "people look after the interests of larger groups and collectivities in exchange for loyalty" (Hofstede 
1980, p.390). In individualistic societies, individuals "can pursue private interests irrespective of their bearing on 
the interests of others, whereas in collective societies, obligations toward collective well being supersede the 
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pursuit of personal gains" (Parsons and Shils 1951). Wagner (1995) equated collectivism with "cohesiveness, 
commitment, or couformity" and where person-group relations are perceived as enduring and important (p. 154). 
On the other hand, individualism is bascd on thc assumption that pcrson-group rclationships are fleeting in nature 
(Wagner 1995, p. 154). "Selfislu~ess" for individualists means attend~ng to pcrsonal objectives and ignoring 
group interests, whereas "selfishness" for collectivists implies catering to group interests even at the expense of 
personal desires (Wagncr 1995). Individualists will value cooperation only when it leads to the attainment of 
personal benefits that cannot be achieved by working alone (Wagner 1995). 

The thesis that individualism docs not bode well for relationship formation or mzintenance is not new. I-lorney 
(1937) held that individualism carried the see& of potential hostility that pervade all h m a n  relationships. The 
advantages of collectivism, in creating stable long-term relationships, has bccn studied in dctail in the Japanese 
contexts by various authors (e.g., Gerlach 1992). The norms of reciprocity an: more prevalent in collectivistic 
Japan than in the individualistic U.S. (Johnson, Cullen, Sakano and Takcnouchi 1996). The 'Guanxi' or 'special 
relationship' in the context of China, another collectivistic country, always involves a reciprocal obligation 
(Leung, Wong and Wong 1996). On the basis of an empirical study of college students, Wagner (1995) 
concluded that collectivists cooperate more than individualists. Kale (1995) stated that during the review process 
of transnational strategic alliances, collectivistic socictics will tolcratc the pitfalls of their partners with the focus 
of the review process being the long-term survival of the relationship. On the other hand, "cultures with high 
individualism are more prone to opt out of unsatisfactory relakionships than low individualistic cultures, and one 
would expect more frequent dissolution of transnational strategic alliances anlong firms from 'nigh individualistic 
cultures compared with those from low individualistic cultures" (Kale 1995, p.447). 

When both the importers and exporters hail from individualistic cultures, although there is cultural congruency 
which bodes well for relationship formation (Karunaratne, Johnston and Rao 1996), the chances for cultural 
adaptation of the respective buying and selling teams of importers and exporters (Rao and Rallapalli 1996) are 
limited. When adversity arrives in the form of an internally-triggered switching condition, individualistic 
in~porters will not hesitate to switch, and would in fact expect their individualistic exporters to appreciate their 
stance as internalized values of individualistic cultures do not support norms of reciprocal obligation when there 
is no mutual benefit. Thus, the psychic costs of switching are low iil this scenario. 

When importers hail from individualistic cultures, and exporters hail from collectivistic cultures, the cultural in- 
congruency provides more opporhlnities for cultural adaptatiou. Adapstion can range along a continuum from a 
complete adaptation to the other party's values and beliefs or a complete insistence on one's own cultural 
standards (Kohls and Buller 1994). The interaction of importers and exporters laving different cultural values 
can give rise to interesting learning opportunities, but only to a limited extent. This is because complete 
adaptation is not possible when importers and exporters hail fron~ thcir own firn~ly entrenched disparate cultures. 
Hill and Levenhagex (1995) contended that when a formalized mental frame such as a cultural mind-set is already 
existent, learning becomes mostly 'single loop' or of the first-order. In first-order learning, the focus is on 
convergence and adaptation. Any major overhaul of values and beliefs requires 'double-ioop' or 'second-order' 
learning which requires explicit top management initiation and gcidance (Ilill and Levenhagen 1995). Some of 
these liriear first-order adaptations might find their way into the orga~czation at large, but the dor:~inant frame of 
the organization is not expected to change. As interactions between importers and exporters that vary widely on 
the levels of individual is^^^ a!ld coilectivisn~ expose each other to the differences in cultural nornu, the norms of 
collcctivistic obligztion will no locger be alien to the individualistic partner. Even though the individualistic 
temptation to switch during an internally-triggered switching condition is a factor, the nornls of collectivist 
obligation filtered inlo the imporirrs' (or exporters') organization will potentialiy cause them 'flirt' with the 
idea of tolerating slack because of unpredictable circumstances. Thereby, this would strongly suggest against 

: 
switching from their collectivistic partners during an intendly-triggered switch. On the other hand, the 
collectivistic partner would be exposed to the individualistic demands on 'mutual gain' and hence most likely 
collaborate to remove inefliciency conditions and othcr intcr-organiutional aspccts underlying this type of 
switch. When both importers and exporters hail from collcctivistic cultures, thcir collectivistic mental frames 
would be reinforced in thcir relationship thereby placing pressure on inlportcrs not to switch. 
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To sum up, individualism and collectivism as cullural constructs are construed to be negative and positive factors 
respectively in maintaining rclationships. It is cxpcctcd to bc sufficient i f  one of the interacting parties has a 
collectivistic orientation. Park and Ungson (1997) contend that to tllc extent one or both parlncrs in a joint 
venture are strongly concerned with norms of reciprocity, informal institutions such as values, beliefs and norms 
will resolve disputes, reduce opportunism and facilitate cooperation @. 285). They also empirically established 
that US.-Japanese joint ventures arc less likely to dissolve than U.S.-U.S. joint ventures. 

Of come,  the extent to which any relat~onship breaks up would depend to a certain extent upon the nature of the 
perceived dependency between the parties to the relationship. In this case, one would certainly expect that the 
more perceived dependency between the parties, the less likely that the level of national individualism of the 
home countries would have an effect upon the potcntial for an internally triggered switch. It is therefore likely 
that perceived dependency will have an effect upon switching behavior. 

Maintaining a relationship during an externally-triggered switching condition involves more risk than an 
internally-triggered change as this type of change directly involves the operating environment of the partners. In 
the externally-triggered switching condition, it is a question of "bottom-line" conditions (Kale 1995) that one 
would expect from a relationship. Individualism, and even 'strains' of individualism filtered into the collectivistic 
organization (as a result of mutual interaction and adaptation) will dominate the decision making process to 
switch. Partnering f m s  (importers or exporters) from highly individualistic societies will switch to prevent the 
chances of being selected out by the environment no matter whether the partnering firms come from co1lectivis;ic 
societies or not. A limited understanding of the collectivistic obligation as a result of first-order learning is 
insufficient to maintain the relationship under this condition of extreme adversity. Moreover, collectivistic firms 
(importers or exporters) will also switch when their partners come from individualistic societies. It is only when 
both interacting parties are collectivistic that attempts will be made to influence the environment scch as 
involving respective governments in negotiations thereby facilitating the evolution of a new 'organizational 
species,' (borrowing the terminology from organizational ecology) to withstand the environmental adversity 
underlying an externally-triggered switching condition. In other words, even if one of the interacting parties is 
individualistic, an externally triggered switch will take place. In this case, since the externally-triggered switch is 
brought about by national or global environmental changes, the likelihood of perceived dependency to affect the 
process will be lessened. 

Power Distance 
Power distance (Hofstede 1980), as a cultural variable, captures the acceptance of hierarchies of power in a 
society. Hofstede detined power distance in the following way: "Power distance can be defined as the extent to 
which less powerful members of organizations within a couniry accept the unequal distribution of power" (p. 
390). People in high power distant societies follow the organizational hierarchy in e rigid manner, tend to 
centralize decision making, and do not believe in participative management (e.g. Wong 1985, Tayeb 1988, 
Newrnan and Nollen 1996). Newman and Nollen (1996) contended that the efficacy of participation is dubious in 
high power distance cultures as participative management will be viewed with fear, distrust and disrespect @. 
756). High power distance does not facilitate either dialogue or dissent (Gottlieb and Sawgiri 1996), and the 
emphasis on harmony is basically against dissent or conflict, which as a matter of fact can result in creativity and 
change (Overvold 1987). Wllile workers in Japan, a country with high power distance, arc allowed to express 
their opinions on improving efficiency conditions though a proccss known as kaizen, they are not encouraged to 
propose ideas that contradict the basic practices or disturb harmony (Taka and Foglia 1994). At the organizational 
level, high power distance would pose a banier to effective communication, thus underutilizing the potential for 
interaction. This would occur because power distance has an inverse relationship to a society's openness to 
objective sources of new informatidn (Dawar, Parker and Price 1996). Except for close associates, high power 
distance implies a general distrust of others (Dawar, Parker and Price 1996). Firms belonging to cultures with 
low power distance will focus more on equity and fairness, whcrcas finns belonging to culturcs with high power 
distance will resort to the use of coercion to influcilce their parincrs (Kale 1995). Low powcr distance is also 
associated with decentralization that giws evcryonc a say jn dccision making (Nakata and Sivakurnar 1996). To 
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sum up, low power-distance will facilitate effcctivc and fair interaction, whercas high power-dislance will fostcr 
an environment of distrust and coercion. Thus, low powcr-distance is conducive to the maintenance of 
relationships. 

In an internally-triggered switching condition, if both the interacting partics have low power distance, then there 
will exist kemendous opportunities for enhanced conimunication in order to inquire into the causes underlying the 
switchmg condition and devise steps to rcctify both intra-organizational and inter-organizational causes. Again, 
borrowing from cultural adaptation theory (e.g. Kohls and Buller 1994), if at least one of the parties has a low 
power-distance, then there is the opportunity for the other party to understand the need for a 'barrier free 
communication.' Such a communication can facilitate a meaningful enquiry into the causes of the intemally- 
triggered switching condition and allow for remedial action to prevent or minimix the chances of a recurrence of 
such an adverse situation. Finally, when both parties come from societies with high power distance, the 
ineffective communication, distrust, and lack of willing~icss to share information will make it difficult to indulge 
in productive conflict resolution techniques. Again, the propensity to switch will be affected by the perceived 
dependency between the partners to the relationship. 

On the other hand, for an externally-triggered switch, both parties will have to come from societies with low 
power distance to embark on detailed ~iegotiatio~ls involving strong infomiation sharing and the generatio11 of new 
ideas to muster the economic and political resources that arc necessary to coax the environment. Even if one of 
the interacting parties (importers or exporters) belongs to a society with high power distance, thc mutual 
forthcoming required will be absent thus preventing detailed discussions on how to overcome adversity. The 
partnering firm coming from a society with high power distance will either attempt to 'coerce' (Kale 1995) the 
other party to get the maximum o u ~  ~f the changed situation (if it has higher power) or simply accept the changed 
situation (if it has lower power) without attempting to find solutions to preserve relationships. In other words, 
even if one of the interacting parties has a high level of power distance, switching will take place. The effect of 
mutual dependency would again be lesscncd in an externally-triggered switch. 

Masculinity and Femininity 
Masculinity (Hofstede 1980, p. 390), as a cultural construct, measures "the value placed on nlaterial things, 
power, and assertive behavior as opposed to the value placed on people, and nurturance" which is captured by 
femininity. Masculine cultures "value achievement and abhor failure, whereas feminine cultures value affiliation 
and view failure as much less important" (Newman and Nollen 1996). Examples of masculine countries include 
Japan and the United States. Feminine countries are exemplified by Scandinavian countries such as Norway and 
Sweden. Societies with high masculinity display a pattern of assertiveness and aggressiveness (Kale 1995). 
Aggressive bargaining has been found to contribute negatively to building cooperative relationships (Perdue and 
Summers 1991). Firms belonging to countries with high masculinity will precipitate conflicts whereas firms in 
low masculinity countries will prefer harmonious reconciliation (Kale 1995). Kale (1995) stated that "while the 
bottom line would be important for both masculine and feminine societies, firms in feminine societies will place 
greater emphasis on non-monetary factors like bonds of inter-personal friendship and the psychic aspects of 
relationship" (p. 448). 

In an internally-triggered switching condition, if at least one of the parties is feminine, the psychic costs of 
switching (e.g., the emotional costs of potential unemployment and loss of security and association) will be high 
for the other interacting party due to first order learning and the resultant linear adaptation and cnderstading of 
the other party's concerns. If both parties belong to societies with high masculinity, then the emotional costs of 
switching will be low due to mutual lack of attention to relationship aspects. In h s  case, the effect of perceived 

, 
dependency may be lessened by the nature of the societal characteristics inherent in masculinity/femininity. 

During an externally-triggered switching condition, partnering firms (importers or exporters) from societies with 
high masculinity will switch no matter whether the exporters arc feminine or not. This is because of the relatively 
high value that masculine societies place on monetary achicvcmcnts that are threatened severely due to the 
changed competitive scenario as a result of environmental changes underlying the externally triggered condition. 

Academy of Marketing Science Review 
2003 no. 03 Available: http:llwww.amsreview.orpiarticles/shanka3-2003.pdf 
Copyright O 2003 -Academy of Marketing Science. 



, f 

Shankarmahesh, Ford dnd LaTour 1 Cultural D~mcnaions ol'Sw~tcli~ng Uchav~or in Importer-Exporlcr Rclalronsh~ps 10 

Also, as discusscd carlicr, thc chances of 'second ordcr ' learning to take place an: low. Moreover, even feminine 
Inlponcrs w~l l  switch wlic~i tlicir cxportcrs arc mrrsculi~~c. Only w l ~ c ~ i  both parties arc t'cuiini~~c, clforts will be 
made to stick to the relationship due to the reinforceme~lt of mutual beliefs in maintaining the relationship. One 
would again expect that the ct'fect of mutual dependency would be lessened in the externally-triggered switch. 

Uncertainty Avoidance 
Uncertamty avoidance (ilofstedc 1980), as a cultural construct, measures the extent to which people in certain 
societies try to avoid uncertain, and risk taking situations by adopting strict codes of behavior. ilofstcdc (1980) 
defined uncertainty avoidancc as "the extent to which the rnembers of a culture feel threatened by uncertain or 
unknown situations @. 390)." Societies with low uncertainty avoidance are more risk taking (Nakata and 
Sivakuniar 1996) and exhibit greater acceptance of dissident behavior. Cultures with high unccnai~lty avoidance 
tend to be distrustful of new ideas or behaviors because of thcir low tolerance for ambiguity (Dawar, Parker and 
Price 1996). Societies with high unccnainty avoidance also place more importance on ~ l c s  as a means to avoid 
risk (Dawar, Parker and Price 1996). Uncertainty avoidance is inversely related to the level of openness in a 
socic:y (Dawar, Parker and Price 1996). On the basis of  an en~pirical study of  managers from Latin Europe, 
which is high in uncertainty avoidancc, Schneidcr and DeMeyer (1991) concluded that higher uncertainty 
avoidance countries respond "forcehlly and extremely" to environmental uncertainty and threat by resorting to 
major restructuring aimed at reducing ~x~ccrtainty (Ncwman and Nollcll 1996). Socictics with high uncertainty 
avoidance will design elaborate conlrol systems to account for losses and gains (Kale 1995). 011 the otlicr hand, 
societies with low uncertainty avoidance will show greater tolerance in accounting for rewards and losses and will 
tend to attribute poor performatlce to ei;vironmental factors that are u~lco~ltrollable (Kale 1995, p.446). Thus, low 
levels of uncertainty avoida~ice are conducive to the maintenance of relationships. 

Importers and exporters get into long-tenn relationships to avoid unccrtaility ul the first place. Ho\vcver, the 
relatively unpredictable naturc of internally-triggered and cxtcrnally-triggered switching conditions forces 
importers to re-evaluatc thcir relationships. When both the interacting firms are from societies that are Low in 
uncertainty avoidance, then the relationship will be maintained during an internally-triggered switch due to thcir 
mutual tolerance in "accounting for rewards and loses" (Kale 1995). When either of the two parties belong to 
societies that are low in uncertainty avoidance, they will not switch during an internally-triggered switching 
condition no matter whether the partnering firms are low or high in ancertainty avoidance. This is because of  the 
first order learning effects as explicated earlier in regards to other cultural indices. Only when both the importers 
and exporters are high in uncertainty avoidance, will an internally-triggered switching take place. Perceived 
mutual dependency will again have an important effect on the likelihood of this type of  switch. 

In summary, the internally-triggered switch can either be driven by the internal economy and polity of either of 
the partnering firms. The externally-triggered switch is driven by the external polity and economy of either of the 
partnering firms. However, during an externally-triggered switching condition, both the interacting parties will 
have to be highly risk-taking in order to maneuver their way out of sweeping environmental changes. In other 
words, both parties will have to possess low levels of uncertainty avoidance. Even if one of the parties belongs to 
a society with a high level of uncertainty avoidance, its basic requirement of accountability for losses and gains 
will foster an externally-triggered switch. In other words, even if one of the interacting parties is high in 
uncertainty avoidance, switching will occur. 

As a result of the preceding argumentation, the hypothesized relationships can be seen in Figure 1. 
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FIGURE 1 
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The following propositions are therefore posited: 

PI :  Lf switching conditions are internally triggered, the tendency for one of  the parties in an cxportcr-importer 
relationship to switch out of the relationship will depend upon the ic:.els of individualism, power distance, 
masculinity, and uncertainty avoidance exhibited by the parties LO thc relationship. 
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More specifically: 

Pla:  There will be a high likelihood of internally-triggered switching if the dyadic partners both exhibit high 
levels of individualism, power distance, masculinity, and/or uncertainty avoidance. 

Plb: 'There will be a moderate likelihood of internally-triggered switching if one dyadic partner is high and 
the other dyadic partner is low in individualism, power distance, masculinity, and/or uncertainty avoidance. 

Plc:  Thcrc will bc a low likclihood of internally-triggered switching if both dyadic partncrs exhibit low lcvcls 
of individualism, power distance, masculinity, and/or uncertainty avoidance. 

P2: If switching conditions are externally triggered, the tcndency for onc of the parties in an exporter-irnporicr 
relationship to switch out of the relationship will depend upon the levels of individualism, power distance, 
masculinity, and uncertainty avoidance exhibited by the parties to the relationship. 

More specifically: 

P2a: There will be a high likelihood of externally-triggcrcd switching if at least one of thc dyadic partners 
exhibits high levels of individualism, power distance, masculinity, and/or uncertainty avoidance. 

P2b: There will be a low to mod~rate likelihood of cxtcl~lally-triggcrcd swi~ching if both of the dyadic 
partners exhibit low levels of individualism, power distance, masculinity, andlor uncertainty avoidance 

IMPLICATIONS AND CONCLUSIONS 

Empirical validation of the framework presented in Figure 1 should proceed first with examining specific picces, 
as the testing of the whole framework at once would rcquire a huge effort considciing the different combinations 
of countries involved. In order to test the framework, definitions for operationalization of the key study 
constructs, internally-triggered and externally-triggered switching, are provided by Ring and Van de ven (1991, p. 
107). It should be recalled again that this paper assumes that organizations, although not necessarily mondithic, 
have a dominant frame of cultural thinking derived from their respective societies of origin. Certainly the indice3 
developed by Hofstede (1980,2001) can be used for measurement of national cultural dimensions. With the 
increasing attention paid to tnnsnational companies, it is possibie that organizations can have multiple framer; 
derived from multiple cultures with no particular one being dominant. Studying the switching behavior of these 
transnational firnls would also be worthwhile. 

One important -underlying characteristic of the discussion in this paper is that the maintenance of relationships is 
analyzedpost hoe. That is, long-term relationships are already assumed to exist betweec the interacting partics, 
and what is examined is the potential for serious strain. Thus, the collectivislic "in-group" notion is a:so extended 
to include the other party, regardless of whether it is collectivistic or not. This may not always happen in practice. 
Certain cultures, although collectivistic, will not extend the "in-group" attitude outside their own cultures. For 
instance, Johnson, Cullen and Sakano (1996) reported that Japanese firms (in spite of their collectivistic 
orientation) in fact act more opportunistically in international joint ventures than their individualistic American 
counterparts. Therefore, certain cultures, even when characterized by positive attikdes for maintaining 
relationships like low power distance or low uncertainty avoidaxe, might not have the same attitudes for an "out- 
group" relationship. This behavior calls for more invcstigatioo. 
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{ Another area for further examination is that of the fifth dimension of national culture that was added by Michagl 
Bond to the othcr four identified by I-lofstede, Confucian Dynamism. This long-tern1 versus 
also have a bearing on the parties to a rclaliouship. Whilc this din~cllsioil was 1101 addressed 
it merits additional consideration in future empirical research. One last cousideration, given 
discussion, involves the nature of the possible importers involved in these relationships. 
be less inclined to focus on long-term relationships than non-merchants. Futurc research could cxamlnc 
differences in the types of partners to the relationships under investigation. 

The major implication of this paper is that relationships once formed should not be taken for granted. Both 
partners should constantly monitor both their internal organizational and operating external environments, and 
make timely adaptations and adjustments to contextual changes. Also, firms interested in maintaining 
relationships should develop a strong and independent organizational culture characterized by low levels of 
individualism, power distance, masculinity, and uncertainty avoidance. This independent culture should be 
fostered the strongest at the interface level of the interacting organizations, namely, the international purchasing 
and sales departments. Special efforts are necessary in developing an independent organizational or sub-unit 
culture if the national culture is contradictory. Training seminars for employees working at the interface, fornlal 
and informal interactions with employees from the othcr culture and organized exchange programs are some of 
the steps 'hat can be taken toward this effort. Apart from relationship maintenance, this paper also has 
implications for relationship termination especially triggered by changes in the external environment. Only when 
there is a congruency in the four national cultural dimensions (collectivism, low power distance, femininity and 
low uncertainty avoidance) that enhance relationship maintcnancc, will it even be worthwhile for importers and 
exporters to conceive of ways to save the relationship. Otherwise, during an externally triggered switch due to 
ewironmental factors, interacting intematio~lal firms are bctrcr off by tcnuinari;lg thcir relationship. 
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Exploring the Impact of Culture and Acculturation on 
Consumer Purchase Decisions: 

'Tow~rd a Microcultural Perspective 

he r  the last ten years, the body of literature that explores the complex relationship between culture and con- 
umption has grown exponentially. One of the lessons lcarncd from studying social psychology is that cultural 
miations have significant impact on the way people view the world and that these views ultimately affect be- 
avior (Manstead 1997). Seemingly, there is agreement in the marketing literature that culture greatly influ- 
nces the way consumers perceive and behave (Hall 1977; McCracken 1988; Clark 1990). The dramatic 
lemographic shifts that are occurring in the United Stales serve as a catalyst to the study of how intra-country 
:ultural differences affect consumption behavior (Wcllner 2002). Although studies dealing with aggregate na- 
ional cultures help to gain an understanding of subcultures (Clark 1990) or microcultures, the focus of this re- 
iearch is not international; rather thc intent is to understand the impact of subcultures, often refcrrcd to as 
tthnicities, within a national boundary. This paper seeks to explicate the impact of intra-oational cultural dif- 
'erences within the specific context of the United States on consumption-oriented behavior. From a managerial 
~erspective, many companies are discovering that success depends on utilizing opportunities to meet the needs 
~f previously ignored microcultural groups. Marketers, in order to more effectively reach their target markets, 
nust have an understanding of how intra-national cultures impact product-specific pnrchases by consumers. 
The terms subculture will be used to indicate the ethnic subgroup within the United States. The term microcul- 
ure will be used to indicate smaller segments within subcultural groups. Both terms imply a theoretical rela- 
tionship to a broader culture (Thompson and Troester 2002). 

RESEARCH ON SUBCULTURES WITHIN THE UNITED STATES 

The international marketing literature contains numerous studies concerning behavioral differences in consum- 
ers across nations (e.g. Brass 1991; McCarty and Hattwick 1991; Hafstrom, Chae et al. 1992; Lynn, Zinkhan et 
al. 1993; Nakata and Sivakumar 1996: Chu, Spires et al. 1999; Steenkamp, Hofstede et al. 1999; Husted 2000). 
Although this research has made significant contributions toward understanding differences between nations, 
there appears to be a gap in the literature about subcujtural differences within cational boundaries, or intra- 
national differences (Andreasen 1990; Heslop, Papadopoulos et al. 1998). For example, in a review of consumer 
behavior-related articles in five top academic research journals from 1993 - 1996, Jacoby et al. (1998) found 
that research on minority groups was scarce. This dearth of activity may be attributed to what Valencia (1989) 
calls "ethnic marketing myopia from .. . academia" (p.23). Concurrently, marketing practitioners have stressed 
that understanding culture is very important when attempting to market to e t h i c  groups (Gore 1998). Despite 
the incre~sed importance of cultural-relatcd research in marketing, only a limited amount of attention has been 
given to ethnic subcultures and consumer acculturation (O'Guinn and Faber 1985; O'Guinn, Lee et al. 1986; 
~ a r a  and Kara 1996). This research gap handicaps marketers when making tactical decisions related to ethnic, 
or subcultural, marketing. An understanding of subcultural differences is essential for greater success in com- 
prehending and capitalizing on differences that exist within a nation. 
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Holland and Gentry (1999) used three eras to describe the rcscarch on ethnicity and marketing. Thc first era is 
pre- 1960 when ethnic groups were largely ignored. The second era began about mid- 1960s and continued until 
about 1980. During this pcriod, rcscarch focuscd almost cxclusivcly on intro-notional subcultural diffcrcnccs 
between African-American and White consumers. The third era, which began in the early 1980s and continues 
today, is depicted by studies on a wide variety of ethnic groups, chiefly defined by country-of-origin that exam- 
inc diffcrcnccs in culturc that drive consumption. Wc propose the next era will be a focus on microculturcs. 

Demographic Shifts 
An understanding of the demographic shifts within the United States underscores the need for intra-national cul- 
tural rcscarch. As subculturcs, als,. rcfcrrcd to as microculturcs, increase in size, marketers must dcvclop 
knowledge of consumer characteristics and group-lcvcl prcfcrences to more cffcctivcly deploy resources (both 
human and capital) to meet and exceed the growing nccds of thesc markets. The United States Census Bureuu 
reports that African-Americans, Hispanics and Asians make up the fastest growing groups in the United States. 
In 2003 Hispanics became the largest minority community in the United States. In some major cities, such as 
Los Angeles and New York City, the "minority" population outnumbcrs the "non-minority" population. The 
growth of ethnic subcultures in thc United States is expected to continue. It is estimated that by 2010, one in 
three American children will be African American, Hispanic or Asian (Schwartz and Exter 1989). Thus a full 
one-third of the U.S. market will be made up of ethnic subcultures. It is essential to know if these subcultures 
have the samc consumption nccds as thc dominant culture and respond to the samc to marketing tactics. Diffcr- 
ent consumer needs and responses require different marketing tactics and in some circumstances, different mar- 
keting strategies altogether. 

A HISTORICAL PERSPECTIVE ON ORIGINS O F  ACCULTURATION RESEARCH 

Although acculturation can affect one or both cultures, most researchers working with ethnic groups in the 
United States have assumed that change primarily affects the minority ethnic group, which is expected to be- 
come more like the dominant group (Keefe 1980). Historical United States attempts to "Americanize" immi- 
grants provide some insight into to this paradigm. In the early 1900s, fervent nationalists saw new immigrants 
as a threat to American culture. The U.S. Immigration Commission declared that assimilation was essential. 
Those who would not assimilate were not welcome. With the coming of World War I, the Americanization 
movement gathered momentum as ads depicting the "path to heaven" were displayed. The ads suggested that in 
order to reach heaven, one had to achieve economic and social success, and become American (Herrmann 
1997). 

Because of the Americanization efforts, in the early 1900s many of the European immigrants quickly assimi- 
lated. These early immigrants viewed the adoption of the prevailing culture as necessary for success. In con- 
trast, recent trends indicate that the new immigrants no longer desire to be fully assimilated. Instead, many 
want to maintain their cultural identities (Miller 1993; Rossman 1994; Alba and Nee 1997; Dittgen 1997). 
These changes have prompted researchers to drop the analogy of the United States as a melting pot in which all 
ethnic groups eventually mix their characteristics and traits into one pattern (Hirschman 1983). Analogies such 
as a salad bowl, in which each group maintains significant aspects of identity (Romano 1995) and a mosaic 
(Rossman 1994). in which different cultures combine to form a diverse country, have been used to describe the 
changing attitudes toward assimilation. In addition, changes in immigration policy during the 1980s and 1990s 
h v e  altered the makeup of immigrants. During this period, Europeans accounted for only ten percent of legal 
immigrants; Asians made up about one-third and Hispanics nearly one-half of legal inmigrants (Dittgen 1997). 
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Acculturation and Assimilation Researcl~ 
.The concept of acculturation originated in the licld of anlhropology and Iias been sludicd cxtcnsivcly in anthro- 
pology as well as sociology and psychology. Redfield, Linton and Herskovits (1936) define acculturation as 
"...those phenomena which result when groups of individuals having different cultures come into continuous 
first-hand contact, with subsequent changes in the original cultural patterns of cithcr or both groups" (p.149). In 
1954, the Social Science Research Council defined acculturation as, 

... culture change that is initiated by the conjunction of two or more autonomous cultural systems. Ac- 
culturative change may be the consequence of direct cultural transmission; it may be derived from non- 
cultural causes, such as ecological or demographic modifications, induced by an impinging culture; it 
may be delayed, as with internal adjustment following upon the acceptance of alien traits or patterns; or 
it may be a reactive adaptation of traditional modes of life. Its dynamics can be seen as the selective ad- 
aptation of value systems, the processes of integration and differentiation, the generation of develop- 
mental sequences, and the operation of role determinants and personality factors (Barnett, Siegel ct al. 
1954, p. 974). 

While changes may occur in the dominant culture, the subculture or both groups, according to Beny (1977), in 
practice acculturation tends to produce more substantial change in one of the groups. Although both the imrni- 
grant and the host culture undergo changes, the impact of immigrant cultures on the mainstream host culture is 
relatively insignificant compared to the influence of the host culture on the individual (Kim 1985). The immi- 
grants' need to adapt to the host culture is greater than the host cultures' need to include aspects of the irnmi- 
grant culture due to the larger number of people in the host culture compared to the number of immigrants and 
to the dominant resources of the ho:t society that inhibit the immigrant culture from having the greater influ- 
ence. 

According to Yinger (1985), assimilation within new immigrant groups includes changes in four dimensions: 
structural, cultural, psychological, and biological. Structural change refers to the degree to which the irnmi- 
grant has integrated the associations and institutions of the host c~lture.  Cultural change refers to the dcgrce to 
which values and norms of the immigrant group come to match those of the host. Psychological change is a 
change in an individual's self-identification with one's ethnic group. The fourth change, biological cii'lngc, In- 
volves the genetic mutation of an immigrant group so that thc physical difference~ bctwccn the immigrant and 
host group are diminished. 

Many researchers have used the term acculturation and assimilation interchangeably, or in some cases, the 
meanings have overlapped (Gordon 1964). To add to the confusion, different disciplines use the terms to mean 
different concepts (Berry and Amis 1974; Padilla 1980). For example, sociologists like Gordon (1964), typi- 
cally use the term "assimilation" to describe encounters between ethnic groups m d  the cultural negotiation 
process to find common ground. In contrast, anthropoiogists prefer the term "acculturation" to descrlbe thc 
same cultural negotiation process (Gordon 1964). A review of the consumer accu!turation literature reveals a 
similar inconsistency. Therefore, it is important to relay the predominant difference betwcen acsirnllation and 
acculturation in terms of their usage in the consumer acculturation context and the net outcome of the cultural 
neg~tiations. While assimilation occurs when an immigrant fully adopts mainstream values and gives up 
hidher cultural heritage, acculturation can occur when some elements of the mainstream culture are added with- 
out abandoning the native culture (Beny 1980; Padilla 1980; Wallendorf and Reilly 1983; Jun, Ball et al. 1993; 
Rossman 1994) 
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~ h u s ,  the traditional vicw is that acculturatior, is morc of a continuum, whcrc thcrc arc varying levcls cf accul- 
turation in cach subculturc. At onc cnd of thc continuum is the unacculturatcd cxtrcmc whcrc thc consumcr's 
heritage is the strongcst influencing bchavior. At tlic othcr cnd is the acculturated cxtrcmc, whcrc thc consumcr 
is fully assimilated to the host culture and has adopted thc prevailing consumcr behavior of the host population 
(Hair and Anderson 1972). Although Hair and Anderson (1972) use the term "acculturatcd cxtremc" in thcir 
continuum to refer to a fully assimilated consumcr, we feel the term "assimilated extremc" should be used. By 
using assimilated extreme, there is less confusion in the understanding of assimilation versus acculturation. 

Acculturation simultaneously occurs at both group and individual levels (Berry 1980). Literature in anthropol- 
ogy and sociology focuses on the group factors of acculturation, such as relationship to socializatian, social in- 
teraction, and mobility (Olmedo 1979). The psychology literature emphasizes individual characteristics such as 
change in perception, attitudes, values and personality (Bcrry 1980; Pctialoza 1989). 

Consumer Acculturation 
Consumer acculturation is a subset of acculturation and socialization. While acculturation is morc general, con- 
sumer acculturation is specific to the consumption process. Consumer acculturation can be seen as a socializa- 
tion process in which an immigrant consumer lcarns thc behaviors, anitudcs and valucs of a culture that arc 
different from their culture of origin (Lee 1988). 

The study of cthnicity in consumption is relatively new in marketing literature, and there is debate on whether 
the conshucts of ethnic identity and acculturation arc identical because they both rely on similar mcasures such 
as language, reference group influence, adherence to cultural customs, and food preferences to operationalize 
them (Hui, Joy et al. 1992; Webster 1994). Although somc researchers support the idea that these constructs arc 
independent, the prevailing practice in consumer research has been to use the same set of indicators to opera- 
tionalize both the ethnicity and acculturation constructs (Hui, Joy et al. 1992). Peiialoza (1994, 1995) suggests 
that ethnic affiliation is negatively related to consumer acculturation such that the more a person affiliarcs with 
his or her ethnic community, the less are his or her chances to adapt to and adopt mainstream values and behav- 
iors. Hui et al. (1992) disagree that ethnicity is opposite to acculturation, arguing that ethnicity and ai:cultura- 
tion may be related phenomena, but can evolve separately. They contend that some immigrants can be 
somewhat acculturated to the dominant culture but still maintain strong ethnic identification. In a study of Ko- 
rean sojourners in the United States, Jun et al. (1993) found support that acculturation is different h m  cultural 
identification and that both dimensions are influenced by different factors. Although exploratory in nature, their 
research found that cultural identification is influenced by preferences for pernlanent or temporary residency. 
Those who want to remain ill the host society tend to identify more with the host culture. Those who viewed 
their stay as temporary identified more with thcir culture of origin. Acculturation level was affected by the 
place (urbankural) in which a person was raised and the amount of direct contact with the new culture. People 
from rural areas were morc hesitant to abandon their traditional culturc. Those from urban areas had more di- 
rect contact with the host culture and more readily adopted the host culturc. Wchster (1.994) views ethnic iden- 
tity as a subset of acculturation and assimilation as a mode of acculturation. In Webstcr's study, ethnic 
identification is operationalized by determining which ianguage is used in the home (Spanish/EngIish/?3oth 
Equally). Webster believes the combination of ethnic identification and self-identification captures assil!illation 
dimensions. Laroche, Kim and Tomiuk (1998) state that the primary difference between the two constructs is 
that ethnic identity measures focus on maintenancelretention of the culturc of origin and acculturation mcasures 
'focus on acquisition of the host cultwe. 
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Figure 1: Microcultural Pu rchase  Outcome Model 

Our review of thc litcraturc rclatcd to cthnicity and acculturation in consumer behavior rcscarch rcvcnlcd scv- 
era1 gaps: 

TABLE 1 
Gaps in Research Related to Ethnicity and Acculturation 

I 
- - / research in microcultural, or ethnic, consl~mption 1 

GAP # 
1 
2 
3 
4 

Following is a summary of the literature review and the gaps we identified. 

DESCRIPTION 
Need for more intra-microcultural research 
A lack of integrative research in relation to consumer acculturation studies 
Additional research is needed on acculturation rneasuremcnt scales 
More research is needed on product category breadth in current academic 

One of the first studies in marketing that combined ethnicity and consumer behavior was carried out by 
Hirschman (1981). This research identified relationships between Jewish ethnicity and levels of consumer in- 
novativeness. Hirschman concluded that ethnicity may be a uscfuI determinant of consumption patterns. Her 
research suggests that ethnic norms may influence competency in making purchase decisions. Based on this 
study, researchers extended Hirschman's work and began to concentrate more or, specific microc~lltural groups. 
Research that focused on ethnicity was undertaken, especially for the Hispanic and Asian U.S. cultures. 

Hispanics- Webster (1990-91) found differences in attitudes toward marketing practices between Anglos and 
Hispanics who possessed varying degrees of subcultural identification. These differences were present even 
after social class and income effects uzre removed from the analysis. In another study, Webster (1992) found 
significant differences between Hispanics who strongly identified with their subculture versus those who did not 
in terms of information search patterns associated with reference groups, advertising, in-store search and mis- 
cellaneous readership. The research concludes that different strategies are required to reach language-based 
segments within the Hispanic subculture. 

Kara and Kara (1996) found that Hispanics hlgh in acculturation were more similar to Anglos in terms of the 
utilities placed on product attributes of selected products. In addition, differences in advertising effectiveness 
and media preferences between Hispanics low in acculturation and Hispanics high in acculturation have been 
found. For example, Ueltschy (1997), when researching preference for language and ethnicity of the models in 
advertisements, found that Hispanics low in acculturation prefcrrcd advertisements in Spanish compared to 
high-acculturated Hispanics who preferrcd English language advertisements. A surprising finding in this re- 
search was that Hispanics low in acculturation preferred advertising personalities that were Anglo instead of 
Hispanic, despite their preference for advertising messages in Spanish. 

.-? 

O'Guinn and Faber (1986) conductcd a study to determine if Hispanics and Anglos differed in their importance 
ratings of different product attributes. When the product was a nondurable (detergent), few significant differ- 
ences were found between the groups. In contrast, when the product was a consumer durable (television sets), 
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significant differenccs were found between Anglos and Hispanics in their ratings of attribute importance. Addi- 
tionally, there wcrc also diffcrcnccs hctwccn low and high-acculturated Hispanics. 

Asiuns- Research on the acculturation in the Asian ethnic group providcs similar findings. Tan and McCul- 
lough (1985) found that a high level of acculturation to Chincsc values was associated with a high reliance on 
price and quality, whcrcas a low orientation was associated with a high prcfcrcncc for imagc. McCullough, Tan 
and Wong (1986) found that Chinese kalues wcrc slowly disappearing because of Western influences. Lee and 
Um (1992) found that mixed acculturation pattcms contributed to differcnccs between Korean immigrants and 
Anglo-Americans in consumer product evaluations. Specifically, highly acculturated Koreans, as compared to 
less acculturated Koreans and Americans, were more likely to adopt American cultural styles by observing what 
their friends buy, taking friends' advice on purchase recommendations and listening to advertising. 

The preponderance of rcscarch on cthnicity has focused on broad ethnic categorizations. These categorizations 
lump people across nationalities and regions into one group such as "Hispanics" or "Asians" based on similari- 
ties in language, region of origin, or visual phenotypical distinctions (skin color, hair color and consistency, 
etc.). Previous research ignores the fact that many nationallregional origins make up a particular ethnic cate- 
gory. For example, in the 2002 Ccnsus, there wcrc over 38 million Hispanics in the Unites States, however, the 
percentages breakdown of Hispanics showed approximately 66% are of Mexican decent, 14% of Central or 
South American origin, 9% of Cuban origin and 6.4 percent of other nationalities. lndividuals from these vxi-  
ous countries of origin, under the catcgory of Hispanics, arc assumcd to be similar, e.g., behave in the same 
manner, despite significantly different cultural rcfcrcnts and experiences. Dcmographic, psychographic, behav- 
ioristic andor geographic differcnccs arc likely to cxist within broad categories, such as Hispanic, as they do in 
the Anglo-American microculture. Attempts to gcneraiize findings to all "Hispanics" or ell "Asians" may be 
made in error as acculturative processcs may impact members differently. As an example, Kang and Kim 
(1998) found significant differences between three Asian-American groups further supporting the argument that 
the acculturative processes impact people differently. In essence, there are likely to be significant intra- 
microcultural differences. As such, the authors contend that there is a gap in consumer acculturation studies: 

Gap I: Lack of intra-microcultural research 

We propose thar there are intracultural differences which directly effect purchase decisions. To effectively un- 
derstand and sell to microcultures marketers must know who those consuners are. 

We propose that there are differences in the consumer behavior of n~icrocultures: 

P1: There is a difference in consumer purchasc behaviors based on the consumer's microculture. 

Anthropological Studies in Consumer Research 
Studies in the area of consumer research that employ anthropological techniques are rare, although more recent 
research exhibits a~ increasz in such interest (e.g. Arnould and Wallendorf 1994; Belk Wallendorf, and Sherry 
1989; Hill 1991; Maso-Fleischmen 1996; Mehta and Bclk 1991; Peiialoza 2000; Schouten and McAlexander 
1995; Sherry 1990). The time-consunling nature and high costs associated with this type of research may ex- 
$lain the reluctance to conduct anthropological studies (Arnould and Wallendorf 1994). 

In the area of consumer acculturation, Kciliy and Wallendorf (1984) unobtrusively sampled collections of gar- 
bage from Mexican-American and Anglo households in a U.S. Southwestern urban area to determine whether a 
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pattern of acculturation emerged. Seven years of garbage from various census tracts were analyzed. They 
found that the subjccts in their sample wcrc not following the traditional assimilation paradigm and that food 
consumption patterns of Mexican Americans differed behind those of Anglos. More recently, Pefialoza (1994) 
and Peiialoza and Gilly (1999) have employed anthropological methodologies in several studies. In one study, 
Peiialoza (1994) took the role of participant-observer to study Mexican immigrants' consumer acculturation in 
the United States. In another study, Peiialoza and Gilly (1999) used ethnographic methods to examine market- 
ers' processes of multicultural learning and adaptation to immigrants. We believe these anthropological inquir- 
ies offer deep insights into not only what these acculturating consumers do, but also why. 

Sociological Studies in Consurner Researcl~ 
The sociological perspective favors theories of linear assimilation first outlined by Park (1950), who posits a 
process that is "progressive and irreversible" (p. 150) based on stages of contact and culminates in the complete 
adjustment of the new entrant to the dominant culture. This theoretical strand is now most closely associated 
with the work of Gordsn (1964). Based on his seminal studies of immigration to America, Gordon argues that 
all of the categorics of identity create, through his~orical circumstanccs, a scnsc of group identity--of pcople- 
hood. He believed the dominant culture in the U.S. was of Anglo-Saxon origin. This cultural standard, "...the 
middle-class cultural patterns of, largely, white I'rotcstant, Anglo-Saxon origins ..." (Gordon 1964, p. 72) repre- 
sented the direction and eventual outcome of immigrant entry to the United States. All immigrant populations 
regardless of their origins and initial differences melt toward this U.S. cultural standard (Jiobu 1988). 

Several researchers have adopted a sociological perspective in consumer acculturation literature. Jun, Ball and 
Gentry, (1993) in a study of Korean acculturation, developed a model of acculturation based upon the delinea- 
tion of cultural identification from tke level of acculturation. They found that there are various types of adapta- 
tion processes, and they also found these two constructs (cultural identification and level of acculturation) are 
distinct, which contrasts with the view that considers cultural identification is subordinate to acculturation. 
Kang and Kim (1998) found that the level of acculturation experienced by three Asian-American consumer 
groups (Chinese, Japanese and Korean) had an effect on purchase decisions for social clothes (i.e. clothes worn 
in public places). Specifically, the three groups displayed differences in reference group influence, media influ- 
ence and store attribute importance and the patterns depended on the level of acculturation. 

In a more recent study related to assimilation, and applying Gordon's (1964) framework, D'Rozario and Doug- 
las (1999) found that Asians used different sources of information depending on the type of assimilation (cul- 
tural, identificstional or structural). The product under consideration was formal clothing. According to the 
findings, cultural assimilation related positively to thc individual searching a wide variety of sources for product 
information; identification assimilation related positively to one's tendency to Look to advertisements for infor- 
mation and stnctural assimilation related negatively to the individual's tendsncy to use friends and family as 
product information sources. We believe these sociological inquiries help to identify broad patterns of behavior 
and cultural adaptation across members of microcultures. 

Psychological Studies in Consumer Research 
The psychological view of acculturation gained prominence in the social sciences in the mid-to-late 1960s (01- 
medo 1979). Foremost theorist Berry (1997 p. 8), defines acculturation as "the general process and outcomes 

P 
(both cultural and psychological) of intercultural contact." Berry (1980) suggests that there are three-phases to 
acculturation: contact, conflict and adaptation. 

Berry (1990: 1997) views the process of acculturation within a coping framework. He emphasizes the negative 
psychological consequences brought on by cross-cultural contact, which may cause personal problems when 
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adapting to the new environment. As a result, personality and cognitive factors such as self-esteem and atti- 
tudcs toward ucculturation arc sccn us predictors of ucculturutivc strcss. Bcrry nnd collcogucs found thnt mor- 
ginalizution and separation are associated with high levels of acculturative stress. Berry suggests that 
marginalization occurs when there is neither interest in maintaining one's cultural identity nor maintaining rela- 
tionships with others in the larger society, Thus marginalization often occurs under forced cultural loss or when 
discrimination is present. Separation occurs when it is of value to maintain cultural identity and of no value to 
participate in the larger society (1997). In contrast, when it is not considered of value to maintain one's cultural 
characteristics and is desirable to move into the larger society, assimilation results. Integration involves both 
the maintcnance of cultural identity and the maintenance of relationships in the larger society (Berry 1980). 
Integration is associated with a low level of stress, while assimilafion is connected with an intermediate stress 
level (Berry, Kim et al. 1987). 

An approach that combines sociology and psychology is Kim's communication theory of cross-cultural adapta- 
tion (1998, 2001). Through a process of progressive learning called "communicative interaction" between an 
immigrant and the host society, individual cultural adaptation takes place (1998,2001). It is through communi- 
cative interaction that individuals experience a transformation in their psyche and cultural identity. In this the- 
ory people experience a continuous cyclc of adaptation from a monocultural to an intercultural identity. Thc 
more acculturated an individual becomes; the more similar are hisher attitudes and values to the host society. 

In the area of Psychology, many consumer behavior researchers have examined the ethnicity construct as op- 
posed to the acculturation construct. For example, Ellis, McCullough, Wallendorf and Tan (1985) found that 
Chinese ethnic values were exhibited by an American (Anglo) sample, suggesting that a reciprocal relationship 
exists, that is that both the host and immigrant group can affect the other's ethnicity. Shim and Eastlick (1998) 
found that ethnic identification can serve as an important factor that influences personal values as well as atti- 
tudes and patronage behavior for shopping at malls. 

Ethniciw and Psychographics- Concerning ethnicity and psychographics, Eckman, Kotsiopulos and Bickle 
(1997) found differences between higher income Hispanic and non-Hispanic consumers in terms of demograph- 
ics, psychographics and perceived importance of store attributes, use of information sources and store choice. 
Findings suggest that Hispanic consumers were less likely to participate in cultural activities and to seek advice 
but were more likely to be "experimentalists" and "proeducators". Items such as services, language, resource 
management, pricing and comfort were more important to Hispanics. This suggests that there are real, discern- 
able differences within microcultures, based on social class. 

In a study that investigated shoppin[- orientations of adult Chinese and Filipino-American consumers, Ownbey 
and Horridge (1997) found differences in orientations depending on acclllturation level. Fan (1998) investi- 
gated household expenditure patterns for three ethnic subgroups: Asian-Americans, Black Americans and His- 
panic-Americans. Using data from the Consumer Expenditure Survey, the Consumer Price Index, and the 
Commerce Cost of Living Index, five househoid expenditwe patterns wzre identified: shelter-dominated, food- 
and-utilities-dominated, hea!th-care-dominated, transportation-dominated, and service-dominated. Fan found 
that all three ethnic groups were significantly different from non-Hispanic white houseOolds in terms of these 
household expenditure patterns. 

6 
TRENDS IN CONSUMER ACCULTURATION STUDIES 

Three trends have appeared in consumer acculturation studies: (1) the concepts of ethnic identity, (2) strength of 
ethnic aftiliation and (3) situational ethnicity. The first trend is the increasing use of e t h i c  identity to classify 
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ethnic groups. The objective perspective in defining ethnic identity uses sociocultural categories, while the sub- 
jective perspective derives ethnicity from the labels that people give to identify their own ethnic background 
(Deshpande, Hoyer et al. 1986). The self-identification of ethnicity evolved from the problems that researchers 
faced when attempting to classify people into various ethnic groups. Frequently, assignment to an ethnic group 
is based on indicators such as surname (Hoyer and Deshpande 1982; Zmud and Arce 1992), area of residence 
(Wallendorf and Reilly 1983) or city (Saegert, Hoover et al. 1985). This can lead to misclassifications: 1) ob- 
jective interpretation errors where indicators are misread and 2) inaccurate weighting of indicators (e.g., assum- 
ing that surname is less relevant than language.). Because of the potential for misclassifications, many 
researchers have adopted the self-ider tification mcthod to measure ethnicity or ethnic identification (Cohen 
1978; Hirschman 1981; Valencia 1982; Minor 1992). The assumption of this latter mcthod is that ethnic sclf- 
identification reflects the internal beliefs of individuals about their perceptions of cultural reality. Combinations 
of subjective and objective measures have also been used to study Hispanic consumption (Deshpande, Hoyer et 
al. 1986). 

The second trend has been an increasing reliance on the degree of ethnic affiliation, often called strength of eth- 
nic identification (Webster 1994), to operationalize, or in some insbnces, substitute acculturation measures. 
This concept was inspired by Padilla's (1980) "ethnic loyalty" which is defined as "...the individual's & 
ence of one cultural orientation over the other" (underline in original, p.48). The degree of ethnic identification 
has been used in lieu of traditional acculturation scales as an indicator of the degree of acculturation (Kim, La- 
roche et al. 1990). Using this approach, Hirschman (1981) found that the strength of Jewish ethnicity was posi- 
tively related to, among other things, consumption imovativeness, and transfer of consumption imovation to 
others. Deshpande, Hoyer and Donthu (1986) found differences in,Spanish media use, attitudes toward adver- 
tising and brand purchasing behavior within the Hispanic subculture, all based on the intensity of ethnic affilia- 
tion. Donthu and Cherian (1992) found that strong Hispanic identifiers had a higher degree of ethnic pride and 
were less responsive to coupons than low Hispanic identifiers. Some researchers have used multidimensional 
measures of the strength of ethnic identification (Padilla 1980) and others have relied on one measure, such as 
language usage (e.g. Webster 1992) to operationalize the construct. In addition, some researchers prefer to use 
a dichotomous measure of ethnicity (is., high vs. low ethnic identifiers), while others have utilized multichoto- 
mous or continuous measures (Hui, Joy et al. 1992). 

The third development in consumer acculturation research has been called situational ethnicity or felt ethnicity 
(Stayrnan and Deshpande 1989). Situational ethnicity is based on the notion that the acculturation process may 
vary depending on the context in which behavior occurs. The underlying premise is that people take different 
roles in their daily lives and these roles may bring into p!ay different levels of acculturation or ethnicity 
(O'Guinn and Faber 1985). Consequently, a consumer's consumption behavior can exhibit a considerable de- 
gree of situational variability depending on which personal meanings are salient in a given consumption context 
(Stayman and Deshpande 1989; Zmud and Arce 1992). 

The dominant approaches to studying consumer acculturation need to be synthesized in order to arrive at re- 
search that is emicly valid. The current trends in consumer acculturation studies lack integrative theories where, 
for example, the strength of ethnicity is examined as both objectively and subjectively defined categories that 
are contextually salient. Thus we contend that additional research is needed to create a seamless integration of 
approaches. 

r 

Gap 2: Lack of integrative research in relation to consumer acculturation studies. 

Academy of Marketing Science Review 
volume 2004 no. 03 Available: http:/l~v.amsreview.org/articles/ogden03-2004.pdf 
Copyright 8 2004 -Academy of Marketing Science. 



Ogden. Ogden & Schau 1 Explonng the Impact of Culture I I 

Based on the model, the degree of consumer acculturation will moderate the relationship between microcultures 
and purchase decisions, we proposc: 

P2: The degree of acculturation moderates the purchase outcome: the higher the degree of acculturation thc 
less similar the purchase result with other members of the microculture. 

P3: The extent to which a microculture reacts to marketing is moderated by the degree of acculturation: the 
higher the degree of acculturation, the less likely the reliance on marketing tactics for product information. 

MEASUREMENT OF ACCULTURATION CONSTRUCTS 

Measures of acculturation typically attempt to determine the extent to which a person has adapted to a new cul- 
ture (Magafia et al. 1996) and the resulting behavioral changes that occur as a result of the contact (Ward and 
Arm 1999). There has been a great deal of variation in the measurement of acculturation and cthnicity in both 
the social sciences and the consumer behavior literature. Some factors, either individually or in combination, 
that have been considered in the measurement are language, reference groups, intermarriage, identity, culture 
(Laroche, Kim and Tomiuk 1998; Lee and Um 1992; Peiialoza 1989; Suim, Rickard-Figueroa, Lcw and Vigil 
1987; Valencia 1985), and religion (Hirschrnan 1981). Communication based measures, such as media ussge, 
have also been used (O'Guim and Faber 1985; Kim, Laroche et al. 1990). Because language is the primary 
medium for the flow of cultural elements (Barnett, Siege1 et al. 1954), it is viewed as one of the most i~nportant 
indicators of acculturation, and has becn thc most widely used factor in mcasuring acculturation (Olmedo 
1979). Language-based scales contain questions about to what extent, and where (social and physical contexts), 
one's native language versus English is spoken. 

In Padilla's (1980) study of 381 resyondents, two factors were found to measure the degree of acculturation. 
The first factor, cultural uwareness, consisted of the respondent's cultural heritage, the cultural hcritagc of the 
respondent's spouse and parents, language preference and use, cultural identification and preference and social 
behavior orientation. The second factor, ethnic loyally, consisted of cultural pride and affiliation, perceived dis- 
crimination, and social behavior orientation. 

Olmedo (1980) suggests a multivariate approach when measuring acculturation. Berry (1980) advocates inde- 
pendent measurement at the group level in terms of history and purpose of contact and at the individual level in 
terms of the interpersonal and intrapersonal experie~ces. Although researchers agree that multidimensional 
measures are necessary, several researchers have circumvented the use of these scales and opted for a self- 
judgement with regard to strong or weak identification to the original culture (Dana 1996). This trend also has 
appeared in the consumer acculturation research. Dana (1996) argues that self-judgments are too simplistic a ~ d  
are insufficient for the accurate measure of acculturation. The majority of acculturation scales med in consumer 
accult.mtion studies have focused on behavioral indicators. There are indications that psychological scales are 
being developed in the social sciences (Tropp, Erkut et al. 1999), which may lend themselves to consumer stud- 
ies exploring the psychological aspects of consumption and acculturation. 

Empirical research is needed to identify the "best" indicators of consumer acculturation. Thus gap 3 is the lack 
s f  research testing the validity of specific self-judgment measures, behavioral indicators and psychological 
scales. 

Gap 3: Lack of research on consmer acculturation measurement sca!es. 
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As identified, there needs to be more empirical research on acculturation measurement scales that are specific to 
thc consumcr ncculturation proccss. Thus nttcr thc identification of thc consurncr rnicroculturc, rcscnrchcrs 
need to utilize a measurement tool that determines the degree of consumer acculturation of each individual in 
the microculture(s) under study. We believe there necds to be more research that related to the mcasurcment of 
consumer acculturation. An integrative mcasurc of consumcr acculturation will providc more accuratc and rcal- 
istic measures. As integrated acculturation measurement scales are developed and tcsted, the accuracy of the 
data on the degree of consumer acculturation will increase and the importance and value of acculturation as a 
moderating variable will become increasingly apparent. The research indicates that the degree of acculturation 
impact subcultural purchase decisions. We believe this premise can be extended to the microcultural level. Fu- 
ture tools that measure acculturation level should take into account microcultural factors. Although there are 
many .suggested determinants of consumer acculturation level (i.e. language, length of time in the host country, 
miscegenation, religion, media sources, etc), there needs to be more agreement in variables that should bc used 
in measurement. 

P4: Integrative, microcultural consumer acculturation tools (scales) will produce more reliable and valid re- 
sults for predicting microcultural purchase decisions or outcomes. 

A Proposed Approach to Assessing and Studying Consumer Acculturation 

Based on the model depicted in figure 1, we propose the following steps in research involving microcultures: 

TABLE 2 
Suggested Research Steps - Microcultures 

In the first step, it is necessaiij to not only define the microculture, but also the subgroups within the microcul- 
ture, that is the more specific breakdowns of ethnic groups within the bigger microcultural group. This will al- 
low the market researcher to understand nuances between the microcultures that impact the purchase 
preferences and decisions. This will a!so add to the knowledge about the consumer acculturation process. 
This can be accomplished using many of the same techniques wed in market segmentation studies. Segments 
that are homogenous within but heterogeneous between groups should be identified. 

Step 
1 
2 
3 
4 

In step two, the level of acculturation, depicted as a moderator in the model, is determined. As mentioned ear- 
lier, several different methods may be utilized. These authors advocate the multidirncnsional approach :u the 
measurement of acculturation as suggested by Olrnedo (1980) and others (O'Guinn and Faber, 1985; Val~ncia, 
1985). After the variables to measure the level of acculturation are selected, categories into which individual 
respondents will be placed must be chosen. The most used categories in the consumer acculturatiorl literature 
are high versus low levels of acc~lturation. Although over simplistic, these categories provide a convenient 

- 
DESCRIPTION 

Identify microculture(s) 
Determine measurement of the degree of acculturation - 
Determine product type 
Determine whether differences exist in purchase outcomes 
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method of comparison. Some researchers havc addcd a middle category to capture somc of the dcpth missing in 
this dichotomous variable. Morc cffcctivc ~nctllods of categorization should bc cxplorcd. 

Step three is to identify the product type. The product type, also depicted as a moderator, has an affect on how 
the consumer responds. In thc prcpondcrancc of rcscarch on acculturation, product typcs have been valuc cx- 
prcssivc products. Value cxprcssivc producls carry highly syrnbolic attributcs. Thcsc products arc subjcct to 
the social and psychological interpretation of thc buycr or user of the product. In contrast, a utilitarian product 
is purchased for the functional aspects of the product (Midgley 1983). The concept of valuc expressive vsrsus 
utilitarian products has been used cxtensively in advertising rescarch. We contend that these conccpts shou!d be 
applied to acculturation rcscarch as wcll. Thcrc is currcntly an over-rcliancc on valuc cxprcssivc products (i.e. 
clothing and food) in acculturation research which may seriously skew our understanding of consumer accul- 
turation, perhaps indicating that members of microcultures are more generally ego invested in consumption de- 
cisions than the dominant culturc whcrc a multitude of product catcgorics and consumption behaviors and 
patterns have been studied. We feel that product type will play a large role in effecting and affecting the bsnav- 
iors of microcultures. Exploring product typc as a moderator allows rescarchcrs to address gap 4. 

Gap 4: Lack of product category 5readth in current academic research in microcultural, or ethnic, consurnp- 
tion. 

Although there is a preponderance of rcscarch on product type, vcry few studies explore product type, consumer 
acculturation and microcultural consumption behavior. As stated earlier, the majority of product research on 
subcultures use value-expressive products. Wc bclicvc thc typc of product is a ~nodcntor in thc relationship 
between microcultures and purchase decisions. Thus wc suggcst the following: 

P5: Purchasc decisions made by microcultural consumers will differ based upon the product typi. (i.e. 
value-expressive vs. utilitarian). 

P6: Purchase decisions for microculturcs will be different than those of the host culture based upon thc 
product typc (valuc expressive versus utilitarian). 

Purchase outcomes, whether the consumer purchascs or doesn't purchasc, will provide a wealth of information 
in regard to specific consumer behaviors. The outcomes can assessed in order to grasp the effcctivcnc;;; i'f the 
proposed model. Additionally, we support more studies that drill down into motivational factors behind the raw 
purchase data (e.g., post-purchase surveys, in situ observation, and in-depth interviews). 

In the proposed model, the outcome sought is the purchase of a product. As rcsearchcrs we are also interestcd 
in the decision-processes consumers went through to arrive at the purchase decision. It is not within the scope 
of this paper to present empirical research that provides an answer to this question. Rather we propose a model 
that is a step toward understanding nicrocultura! consumption behavior and the impact of culture and accultura- 
tion upon this behavior. The validity and reliability of the model must be tested with many research undertak- 
ings. Purchase outcomes must be studied in order to place weights on the moderating variables. We suggest 
the following: 

P7: Purchase outcomes of microcultural consumers will vary significantly depending on the consumer's 
level of acculturation and on the product type. 

Our rescarch propositions arc furthcr cxplorcd in thc ncxt scction 
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FUTURE RESEARCH AND RECOMMENDATLONS 

3ecausc the currcnt rcscarch base on rnicrocultural consumer bchavior is sparsc and bccause an understanding 
)f microcultures is increasingly important to marketers, we offer the following research propositions that will 
2ddress the gaps in the consumer acculturation and microcultural research. 

PI: There is a differencc in consumcr purchase behaviors bascd on thc consurncr's microculturc. 

[n order to test this proposition, national research studies should be undcrtakcn utilizi~ig identified microcul- 
:ures. Each large ethnic group ( i t .  Hispanic, Asian) should bc subdivided into identifiablc microculturcs. Data 
would then be gathered and each microcultural subset would be statistically tested to show the relationship be- 
ween the groups and strength of thcsc relationships. Additional post hoc tests could be utilized to assess differ- 
ences in these consumers' behavior. These data would be used to help fill gap 1 (lack of intra-rnicrocult~ral 
research). Further these data would strengthen thc proposed model. 

P2: The degree of acculturation modcrates the purchase outcome: thc hrghcr the degree of acculturation the 
less similar the purchase result with other mcmbcrs of the microculturc. 

This proposition is rclated to gap 2 which is a lack of intcgrativc rcscarch in relation to consumcr acculturation 
studies. This proposition is predicated on the development of an integrative rcsearch instrument. Additionally 
this research stream would utilizc thc output data from PI for microcultural identification. Data from these 
studies would support the model which depicts thc "degrcc of acculturation" as a moderating variable (figure 
1). 

P3: The extent to which a rnicroculture reacts to marketing is moderated by the degree of acculturation: the 
higher the degree of acculturation, the less likely the reliance on marketing tactics for product information. 

This proposition allows the integration of microculturalism into consumcr acculturation studies. By subdividing 
ethnic groups, the true decision processes of intra-ethnic groups or microcultures can be better assessed. We 
feel that the best testable marketing tactics would be those variables associated with integrated marketing com- 
munication (IMC) (i.e. advertising, sales promotion, public relations/publicity, personal selling, direct market- 
ing, cybermarketing). Differences in the utilization of product information would help guide the marketers as to 
where they should invest marketing funds. Additional data should be generated that identify product type, giv- 
ing the proposed model additional strength. 

P4: Integrative, microcultural consumer accult~ration tools (scales) will produce more reliable and valid re- 
sults for predicting microcultural purchase decisions or outcomes. 

The fourth research proposition (P4) addresses gap 3 (lack of research on consumer acculturation measurement 
scales). The current scales and insauments should go through additional tests and replication ir, order to con- 
firm the effectiveness, reliability and validity of the scales. Ideally a consensus would bc developed on the best 
methods of measuring consumer acculturation. 

P5: Purchase decisions made by lnicrocultural consurncrs will diffcr bascd upon thc product typc (i.c. 
value-expressive vs. utilitarian). 
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We posit that product type is a moderator of microcultural purchase outcomes. Since there is a preponderance 
of studics involving valuc-cxprcssivc products in rclation to consumcr behavior, wc suggest studies that ~ O C U ~  

on utilitarian products andlor both typcs of products. 'I'hcsc studies would address gap 4 (lack of product catc- 
gory breadth in current academic studies on ethnic/microcultural consumption). The data would help vcrify that 
product type moderates the relationship bctwcen rnicrocultures and purchase outcomes as shown in the model 
(figure 1). 

P6: Purchase decisions for microculturcs will be different than those of the host culture based upon the 
product type (velue expressive versus utilitarian). 

Proposition six provides an integration of the model. I t  allows for the assessment of purchase decision out- 
comes comparison of the host culture and the ethnic group as a whole. This typc of research will help fill gap 
four and will add to research on microcultural consumption. 

P7: Purchase outcomes of microcultural consumers will vary sibqificantly dcpcnding on thc consumer's 
level of acculturation and on the product typc. 

Proposition seven can be utilized to test the cffcctivcness of the proposcd model as a whole. Additionally it 
helps to fill the void of research identified by gap 3 .  

In is our contention that there are dif-erences in purchase decisions of microcultures. We feel that the division 
of subcultures will provide academicians and practitioners with better, more accurate data from which to undcr- 
stand acculturating consumers. Research in this area will allow grcatcr and more accurate intmcultural com- 
parisons. 

Because culture is an adaptive process, people undergoing acculturation are in a constant state of flux. The be- 
haviors exhibited by people adapting to a consumer environment are not always easy to explain. It is for this 
reason that consumer acculturation processes must be morc clearly understood. 

While cross-cultural research, including country-of-origin studies, has provided many valuable insights into 
consumer behavior, :ve find the existing cultural comparison studies and paradigms of cultural contact are limit- 
ing and leave serious gaps in our understanding of group prcfcrences and pattcrncd behavior. 

We also posit that the currently identified social categories are f2.r too broad (international vs. intranational, lan- 
guage family vs. regional dialect) to evidence meaningful consumption patterns or be predictivs of future con- 
sumption behavior. With the changing ethnic demographic in the United States, it hecomes increasingly 
important to understand the differenccs and similaritics between and within subculturcs and the acculturation 
processes that contribute to those differenccs. Through a review of rclatcd literature, we hope this paper dcm- 
onstrates the importance of a stronger theoretical framework, develops a morc inclusive and realistic nodel for 
understanding intra-national, microcultural consumption pattcms, and highlights thc managerial rclevancc of 
understanding microcultural consumer behavior. 
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