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ABSTRACT 

In this research consumer acculturation was investigated to explore the relationship 

between shopping orientations of ethnic consumers and their involvement in the 

acculturation process. A consumer acculturation model was proposed which described 

the entire process of learning consumer behavior across cultural boundaries and 

discovered the relationships among the variables. A survey was conducted among 400 

Chinese consumers residing in Tucson. Factor analysis and multiple regression were 

employed to derive common factors and test hypotheses. 

The results suggested that most shopping orientations, as well as acculturation 

variables were influenced by individual characteristics such as individuals' ethnicness, 

language ability, lifestyle activities, length of stay in the U.S., and willingness to stay. 

Individuals' demographic characteristics such as sex, age, income, marital status, and 

student/employment status, however, had less influence on shopping orientations and 

acculturation variables. 
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Chapter 1 Introduction 

Today people live in a culturally dynamic society. Not only goods but also people 

flow from one culture to another, carrying different cultural concepts of goods and 

services as well as different cultural values underlying the diversities of human behavior. 

For instance, the Asian population has been observed as one of the fastest growing 

groups in the U.S.A. (Solomon, 1992). As an outcome of China's opening its door to 

Western countries, more and more Chinese students have been coming to the U.S. to 

pursue advanced education. The result of this change is that more than 40,000 Chinese 

students reside in this country in the early 1990's. 

Newcomers encounter a different marketing structure as well as different consumption 

value systems when they move from one culture to another. They experience value 

change and behavior adjustment in their adaptation to the new environment. In general, 

ethnic consumer groups, such as Asians, tend to be viewed as monolithic groups with 

fixed behaviors. Marketers and advertisers are particularly likely to engage in cultural 

stereotyping (O'Guinn, Imperia & MacAdams, 1987). 

Limited attention has been paid to the process of acculturation through which the new 

arrivals learn from the new environment and form new behavior patterns. Researchers 

have recently realized differences in consumer behavior exist not only between ethnic 

groups but also within each ethnic group. Consumer acculturation perspective has been 

found to be powerful in explaining the heterogeneous characteristic of a distinctive ethnic 

group (O'Guinn, Lee & Faber, 1986). Acculturation is the process of learning the 
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norms, attitudes and behaviors of a culture that is different from the one in which the 

individual was raised (Moschis, 1987). Consumer acculturation is a subset of this 

process comprised of these attitudes, values and behaviors which collectively comprise 

buyer behavior (O'Guinn, et al., 1986). Previous studies in acculturation have provided 

considerable evidence regarding the impact of the predeterminants of an individual's 

acculturation process. However, research on systematic examination of consumer 

acculturation is scarce, and a clear exploration of the relationship between consumer 

behavior orientations and general acculturation variables is lacking. 

The following questions still need to be answered: 1) Why do consumers with the 

same ethnic background develop different behavior orientations within the same host 

society? For instance, some consumers tend to retain behavior patterns they learned 

from their original culture, while others may adopt from the culture they just entered. 

2) What are the factors causing this behavioral diversity? And what factors are the most 

important ones contributing to the individuals' behavioral development? 3) What is the 

nature of the relationship between causal factors and behavior outcome? 

In this study, shopping orientation was used as the outcome of the consumer 

acculturation process and examined with acculturation variables and individual 

characteristics to explore the relationship between shopping behavior and consumer 

acculturation process. Shopping orientation refers to lifestyles specific to the shopping 

domain, thus encompassing shopping activities, interests, and opinions (Darden & 

Howell, 1987). Shopping orientation has been used in marketing research to portray 
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consumers with different shopping activities, interests, and opinions. Shopping 

orientation, reflecting actual consumption behavior, has been found to be related to 

product usage rate, supermarket patronage preference, and shopper's information 

processing and communication needs (Darden & Reynolds, 1971; Darden & Ashton, 

1974; Moschis, 1976). Therefore, research focused on: How do differences in 

individual characteristics contribute to individuals' differences in the acculturation 

process? How do individuals' acculturation processes influence their shopping 

orientations? How do individual characteristics affect shopping orientations? In other 

words, which shopping orientation categories and which individual characteristics are 

most correlated to the acculturation process? 

In this research, a group of Chinese students were studied. Chinese students were 

chosen because China, as a developing country, has a marketing system distinctively 

different from those of Western countries, especially that of the United States. Also, the 

value system of Chinese society is quite different in many aspects such as accentuating 

collectivism, valuing rights, and emphasizing duty, obligation and hierarchy (Rosenthal 

& Feldman, 1992). Therefore, the acculturation process was expected to affect both the 

value and behavior components of the Chinese students significantly. The student sample 

was chosen because the homogeneity of the group in terms of social structure 

characteristics may facilitate the research operation, in that another form of culture 

change - cultural transition between generations - was not of primary interest in this 

study. 
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Chapter 2 Literature Review and Proposed Model 

Through reviewing literatures, this chapter presents the conceptual framework of the 

study by introducing the concept of shopping orientation, and exploring the acculturation 

process variables and individual characteristic variables which influence the acculturation 

process and shopping orientations. Consumer socialization theory is also discussed since 

it provides an underlying theoretical rationale for this study. 

Shopping Orientations 

Shopping orientation is an individual's shopping style which encompasses shopping-

related attitudes and activities. It reflects a view of shopping as a complex social and 

recreational, as well as economic, phenomenon (Darden & Howell, 1987; Hawkins, 

Best, & Comey, 1989; Howell, 1979). 

Shopping orientation has been demonstrated to be a good predictor in planning retail 

strategy and in segmenting the market. It is also very useful in predicting various aspects 

of shopping behavior such as store loyalty and preferences for types of retail outlets 

(Darden & Howell, 1987; Lumpkin, 1985; Moschis, 1976; Shim & Kotsiopulos, 1992). 

Shopping orientations were first identified as having four categories by Stone (1954): 

the economic shopper, the personalizing shopper, the ethical shopper, and the apathetic 

shopper. Stephenson and Willet (1969) developed a four-way shopper topology for six 

product categories. Shoppers were classified into store-loyal, compulsive and 

recreational, convenience, and price-bargain shopper based on shopping processes. 

Darden and Reynolds (1971) expanded the list of shopping orientations by developing 
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life-style profiles such as special shopper and quality shopper. 

In a series of studies, shopping orientations were further examined in relation to 

products usage rates, consumer use of information, in-home shopping and out shopping, 

life-style and self-concept, store patronage, and socialization effects of work experiences. 

Moschis (1976) investigated six shopping orientations, i.e., special shopper, brand-loyal 

shopper, store-loyal shopper, problem-solving shopper, psychosocializing shopper, and 

name-conscious shopper, and examined the relation of these orientation to communication 

variables. The study found that shoppers possessing different orientations exhibit 

different communication behavior. They have different information needs and 

preferences for sources of communication. 

Lumpkin, Hawes, and Darden (1986) in their study of rural consumers' out shopping 

behavior developed a taxonomy of shopping orientation groups. The three groups—active 

outshoppers, thrifty innovators, and inactive inshoppers—differed from one another in 

terms of demographic characteristics and shopping patterns. 

Darden and Howell (1987) investigated the socialization influence on shopping 

orientations. Research suggested that the socialization effects—retail work experience in 

this study specifically—were related to advertising special shopping, one-store 

personalizing shopping, shopping personality, shopping opinion leadership, shopping 

innovativeness, and discount store dislike. Furthermore, stage in family life-cycle was 

related to one-store personalizing shopping, shopping sex-role orientation, shopping 

propensity, shopping opinion leadership, clerk dislike, and credit shopping. 
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Shopping orientation was also used as an important predictor to segment consumers 

into different groups based on their critic shopping style. Shim and Kotsiopulos (1992) 

conducted a survey of a nationwide random sample of 1,400 females, and by using 

cluster analysis on apparel shopping orientation factors, identified three groups of female 

apparel shoppers: 1) highly involved apparel shopper; 2) apathetic apparel shopper; 3) 

convenience-oriented catalog shopper. The portrayed shopping activities, information 

source used, lifestyle activities and demographic characteristics of the three groups are 

essential for retailers to pitch to these market segments. 

Cross-cultural difference in shopping orientation has also attracted the interest of 

consumer researchers. Valencia (1982) compared shopping orientations of Hispanic 

consumers with those of Caucasians. It was found these two groups differ significantly 

in their shopping orientations. The difference can be attributed to ethnic cultural 

difference rather than socioeconomic status. 

In Ho's (1990) study, significant differences were found between Asian and Caucasian 

Americans in social shopping, brand-loyal shopping, and fashion leadership orientations. 

The Asian respondents were more brand-loyal than were the Caucasians, and the Asians 

liked to shop with friends or family members more than did their American counterparts. 

The Asians were also more likely to regard themselves as fashion leaders. Another 

finding of this research suggested that the more Asian respondents identified with Asian 

ethnicity, the less they considered being well-dressed to be important. 

Since shopping orientation reflects actual consumer behavior patterns and consumer 
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interests and opinions, a study of the relationship between shopping orientations and 

acculturation variables, social-structural variables, and individual variables is expected 

to provide insights into behavior possession, formation and transformation in ethnic 

consumers. 

Culture. Ethnicity and Consumer Behavior 

Culture is defined as the complex of values, ideas, attitudes, and other meaningful 

symbols that shape human behavior, and the artifacts of that behavior as they are 

transmitted from one generation to the next (Engel, 1973). Culture comes into play in 

human life by influencing various domains of human attitudes and behaviors such as 

sense of self and space; communication and language; dress and appearance; food and 

eating habits, etc. (Engel, 1990). Culture also plays an important role in consumer 

decision making, as an underlying determinant of consumer behavior (Henry, 1976). 

A realistic analysis of consumer behavior must include understanding of the cultural 

context which molds human desires and shapes human decision making (Ho, 1991). 

Numerous studies on culture and subculture found that cultural values had significant 

impact on consumer behavior. Values are shared beliefs or group norms that have been 

internalized by individuals (Engel, 1990). Every culture has a set of values that it 

imparts to its members (Solomon, 1992). Henry (1976) found that cultural value 

orientations were related to owned automobile categories. For instance, heavy ownership 

of intermediate and subcompact category autos was associated with families with 

collateral or democratic orientations. The opposite was observed with respect to compact 
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autos. A becoming orientation tended to be correlated with lower ownership of compact 

and subcompact autos for one- and two-automobile families and with higher ownership 

for three or more automobile families. 

Distinctive subcultural values tend to be uniquely associated with some behavioral 

aspects of ethnic group members. The shared values and believes among one ethnic 

group members determine their distinctive behavior patterns by which this ethic group 

is differentiated from other ethnic groups. According to Tan and McCulIough (1985), 

high orientations towards Chinese values were found to be associated with a higher 

reliance on price and quality; low orientations were found to be associated with a high 

preference for image. In a study of materialism among Chinese adolescents in 

Singapore, Mehta and Keng (1985) found materialism to be negatively associated with 

education and positively associated with achievement motivation. Chinese adolescents 

apparently do not place as much emphasis on acquisition of material goods as an 

indication of personal success as do Westerners. 

Ethnicity referring to the ethnic identity presented by an individual is another concept 

closely related to subculture which refers to the values and symbols held by subdivisions 

of larger social groups. The definition of ethnicity, however, varies among researchers. 

Ethnicity used to be operationalized as a nominally codable demographic classification 

as determined by an individual's country of origin and last name (Wallendorf & Reilly 

1983, Saegert, Hoover & Hilger 1985). Ethnicity was also perceived to be situational 

determined. That is, ethnicity is not only who one is, but also how one feels in and 
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about a particular situation (Stayman & Deshpande, 1989). According to Gordon (1964) 

ethnicity is associated with two types of traits: 1) intrinsic traits—the maintenance of 

religion, historical language, and the sense of common past—necessary to continue one's 

ethnic heritage; 2) extrinsic traits-name, pronunciation of language, residential patterns 

and dress—which are often visible reflections of one's environment. Based on two types 

of ethnic traits—intrinsic and extrinsic traits, Forney and Rabolt (1985) developed two 

ethnicity scales. The scale measuring intrinsic ethnicity included four items related to 

1) importance of heritage, 2) celebration of ethnic holiday, 3) speaking an ethnic 

language, 4) affiliation with an ethnic religion. The scale measuring extrinsic ethnic 

identity included two items related to l)name, and 2) ethnic composition of 

neighborhood. Researchers further investigated the relationship between ethnic identity 

and the use of ethnic dress, and found that higher ethnic identity was associated with 

higher usage of ethnic dress. 

Marketing researchers tend to use subculture or ethnicity to segment the market. 

Ethnic groups, are then targeted or treated as a homogeneous market. However, as 

stated by Linton (1973, p73); "....it would be impossible to find any element of culture 

which has been shared by all members of a society....Cultures change and grow, 

discarding certain elements and acquiring new ones in the course of their history.,.." 

Members of an ethnic group differ in terms of both values and behavior in different 

stages of cultural change and transition. It is not uncommon to find people of the same 

ethnic group exhibiting quite different values, attitudes and beliefs (Tan & McCullough, 
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1985). McCullough, Tan and Wong (1986) reported research findings that contrary to 

the stereotype that Chinese values exist only in a Chinese culture context, these values 

are more likely to exist in non-Asian households than in Asian families. They also 

suggested that in Asian cultures, modem consumers commonly adopt Western values and 

behaviors, but report themselves as belonging to a particular dialectical ethnic group. 

This study raised questions about the stability of ethnicity as well as the measurement of 

ethnicity. 

Another study done by Wallendorf and Reilly (1983) suggested that, contrary to 

traditional perceptions of acculturation, Mexican-American consumption patterns were 

found to belong to a unique culture style that was not a simple blending of Mexican and 

Anglo patterns. These research findings indicated that although culture value along with 

ethnicity played an important role in explaining consumer behavior, using subculture and 

ethnicity to segment the market might be simplistic and misleading due to the dynamic 

nature of culture and the ambiguity of ethnic identity among group members. The 

purpose of this study is therefore to systematically examine the relationship between 

consumers' cultural background and their shopping behavior using an acculturation 

perspective. 

Acculturation Models and Theories 

Acculturation. Although research interest in ethnic groups is increasing because of 

the expansion of ethnic populations, research development on consumer acculturation is 
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relatively new. Acculturation, is the process of learning the norms, attitudes and 

behaviors of a culture that is different from the one in which the individual was raised. 

Berry (1983) stated that acculturation required the contact of at least two autonomous 

cultural groups; there must be a change in one or other of the two groups which results 

from the contact. 

Acculturation may result in the following four forms: (1) assimilation, referring to 

individuals' relinquishment of original cultural identity and movement into the host 

society; (2) integration, meaning individuals' adoption of host norms and values while 

retaining original cultural heritage; 3) rejection, defined as self-imposed withdrawal from 

the host society and the maintenance of their original culture; 4) marginality delineated 

as striking out against the host society, while feeling loss of one's original cultural 

identity (Berry, Kim, Power, Young & Bujald, 1989). 

Kim (1980) identified four transitional phases of acculturation: the arrival stage, the 

disenchantment stage, the adjustment stage, and the assimilation stage. The arrival stage 

refers to individuals' coming into contact with the host society. It is an optimistic stage 

for the individual. The disenchantment stage is the stage during which the individual feels 

the conflicts between the native and the host cultures. Adjustment happens when the 

individual tries to reduce the conflicts by acclimating behavioral or cultural features to 

the host environment. Assimilation is the last stage, occurring when the individual is 

integrated into the host society. 

Acculturation is also perceived as the similarity of perception towards certain concepts 
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between the individual and the members of the host culture. Olmedo, Martinez and 

Martinez (1981) developed an instrument providing a quantitative measure of the degree 

to which a given individual possesses characteristics typical to the dominant culture. 

Based on this measurement, researchers found that Chicanos varied widely along the 

derived acculturation continuum. 

Acculturation sometimes is misconceived as assimilation. Wong-Rieger and Quintana 

(1987) compared the acculturation of two ethnic groups residing in Oklahoma as a 

function of their cultural background, permanent status, and other pre- and post-

imigratory factors. Four groups—Southeast Asian refugees, Hispanic immigrants, 

Southeast Asian sojourners, and Hispanic sojourners—were administered a Multicultural 

Acculturation Scale which was designed to investigate the acculturation of different ethnic 

groups. The result showed that these groups—even the group of Hispanic immigrants 

who were the most Anglo-oriented—did not appear to be strongly assimilated. Ethnic 

maintenance was not mutually incompatible with Anglo-orientation, suggesting that 

biculturalism is an additive process. Cultural similarity and permanent status increased 

assimilation, whereas extended kin group network fostered ethnic maintenance. 

Consumer Acculturation. Acculturation is a rather broad concept which can be applied 

to various aspects of human behaviors. Different dimensions of human behavior are 

interrelated rather than individually formed. For instance, the consumer acculturation 

outcome may be closely related to communication behavior by which individuals acquire 

consumption-related values and attitudes which attributed to consumer behavior change. 



All these behavior aspects are changing in nature, but the relationship among them does 

not necessarily fit into a linear regression model. The stereotype among researchers is 

that if an individual is highly acculturated in terms of general behavior, he must be 

highly acculturated in terms of consumer behavior. This misperception usually becomes 

the underlying rationale directing an acculturation study (O'Guinn & Faber, 1985). 

In an effort to distinguish general acculturation and consumer acculturation, O'Guinn 

and Faber (1985) employed two acculturation scales and compared their association with 

Hispanic consumers' attitudes as well as their exposure to and perceptions of Spanish 

language television commercials. One scale represented a measure of general 

acculturation while the other was more situation specific. In this study the general 

acculturation was assessed based on individuals' communication behavior, and consumer 

acculturation was measured by more specific consumption related behaviors. Research 

results indicated that acculturation was not composed of just a single underlying 

dimension, but, rather, comprises several separate lower-order constructs. 

Consumer acculturation can be perceived as the consumer learning process involving 

the interactions of values, attitudes and behaviors of two or more different cultures. 

Most research on consumer acculturation has dealt with the measurement of acculturation 

and some variables related to acculturation. However, research on acculturation is 

inconsistent in terms of the scope of acculturation. Furthermore, a pre-defined definition 

of consumer acculturation does not seem to exist in research operation. 

While consumer acculturation is interpreted as a consumer's ability to take in new 
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values and try new products, it has been found to be related to an individual's 

personality. For instance, Schiffman, Dillon and Nguman (1982) in their study of a 

group of Nigerian students in Northeastern metropolitan area, found that dogmatism was 

inversely related with acculturation, which measured respondents' receptivity to trying 

products which is new or unfamiliar to them in their native society. 

The acculturation level of individuals' role-relevant attitude and language competence 

affects their role in family decision-making. O'Guinn, Imperia and MacAdams (1987) 

assessed Mexican-American wives' perceived decision-making roles in the purchase of 

10 different goods and services and their relation to the acculturation process. 

Acculturation was operationalized in three different ways: role-relevant measure, 

language preference for reading, and television language preference. Perceived decision 

dominance was shown to be related to all three. The more acculturated Mexican 

American-wives were-in terms of their role-relevant attitudes, reading and media 

language preference-the more likely they were to perceive themselves as equal partners 

in family purchase decision-making. 

Acculturation Models. Some research has been devoted to the development of a 

conceptual model of acculturation. The traditional model of acculturation adopted by 

behavioralists is a largely sociological model developed in the late 1920's and early 

1930's (O'Guinn et al., 1986). According to this model, immigrants take on the values, 

attitudes and behaviors of the host society through direct social contact with and 

observation of its people and institutions. Instead of using the traditional model, 
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O'Guinn and his colleagues suggested that mass media, as a less direct path of consumer 

acculturation, is gaining increasing importance as compared to direct interaction with the 

host culture. They also stated that the different values conveyed by mass media may 

lead to different learning outcomes than those of the traditional direct social interaction 

model. Kim (1977) presented a causal model of communication patterns of immigrants 

in the process of acculturation. Although not a model of consumer behavior, it is 

considered a heuristic contribution to consumer acculturation research because it explored 

the relationships between acculturation variables such as acculturation motivation, 

perception of the host culture, as well as individual variables such as ability to learn and 

acculturation outcomes. 

In Kim's study, communication patterns were conceptualized on two levels: cognitive 

and behavioral. The cognitive level was observed by the complexity of an immigrant's 

perception of the host society; the behavioral level by the immigrant's involvement in the 

host society through interpersonal and mass communication. Language competence, 

acculturation motivation, and accessibility to host communication channels were identified 

as major determinants of communication patterns. Educational background, sex, length 

of stay in the host society, and age at the time of immigration were found to be the most 

important factors in predicting the immigrant's language competence, acculturation 

motivation, and accessibility to host communication channels. 

While Kim's model depicted human communication behavior, Choe (1984) developed 

a conceptual model of ethnic consumer acculturation process. The model includes four 
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parts: 1) independent variables including premigration characteristics such as education, 

age, sex and motivation; situational determinants which include duration, ethnic 

representation, ethnic density; personality such as dogmatism; and socio-economic 

characteristics which are described as income, occupation, and final education; 2) 

process, including four stages: contact, conflict, adjustment, and assimilation; 3) 

dependent variables representing food consumption patterns, shopping outlet preference, 

media habits, credit usage, bargain behavior, and branding and packaging preference; and 

4) new life style as the last part of the model, referring to a totality of ethnic consumer 

behavior as an outcome of acculturation. 

Consumer Socialization Theory and the Moschis' Model 

Consumer socialization is a process by which consumers acquire consumption values, 

knowledge and skills, and is an ongoing learning process throughout a person's life time 

(Brim, 1966; Brim, 1968; Clausen, 1967). The consumer socialization perspective 

provides opportunities for understanding the differences among subcultures such as age 

group, social class, race, and ethnic group, and serves as a vehicle for understanding 

consumer acculturation process (Moschis, 1987). 

Consumer socialization theory has become a life-cycle perspective explaining the 

possession, formation and transformation of consumer behavior. In the socialization 

perspective, five types of variables are presented and make this theory more demanding 

than its alternatives. These are: 1) age or life-cycle position of the influence; 2) social-
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structural constraints affecting learning; 3) agent or source of the influence; 4) learning 

process involved in socialization; and 5) content or criterion behavior (McLeod and 

O'Keefe, 1972). 

Based on numerous empirical studies on consumer socialization, Moschis developed 

the theoretical framework for understanding consumer behavior: the formation, 

persistence, change and extinction of the consumption-related patterns of thoughts and 

actions. He discussed the five types of variables and incorporated them into a 

conceptualized model. The model consists of three components: antecedent variables, 

socialization processes, and outcomes. Antecedent variables include social-structural 

variables and developmental variables, locate a person in a social learning grouping, and 

influence socialization process and outcomes either directly or indirectiy. Socialization 

process influences individuals' learning through socialization agents. 

As age or life-cycle position refers to a specific time in a person's life when 

socialization occurs, other social-structural variables including social class, sex and race 

reflect the social environment within which a person's learning takes place. 

In the socialization process, socialization is achieved with the aid of socialization 

agents. Socialization agents generally refer to persons or organizations direcfly involved 

in socialization because of frequency of contract with the individual, primacy to the 

individual, and control over rewards and punishments given to the individual (Brim, 

1966). 

Consumer behavior as the socialization outcome in this model may include actual 
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purchase activities or the cognitive acts along with the activity. Such acts can be 

categorized into clusters relating to each stage of the consumer decision-making process. 

From the consumer socialization perspective, consumers acquire consumption-related 

knowledge, values, and attitudes throughout their lifetime. As a direct outcome of this 

learning process, they form certain types of behavior initially and may experience 

changes along with the ongoing learning process. Differences among social-structural 

variables, individual variables, and learning patterns may lead to individuals' exhibiting 

different behaviors. Changes in social-structural variables, individual variables, and 

learning patterns may also cause an individual's behavior to change. In other words, not 

only is consumer socialization theory powerful in predicting consumer behavior, but it 

also provides more explicit explanation of consumer behavior changes. 

Proposed Model 

In developing a proposed research model of consumer acculturation, Moschis' 

consumer socialization model was adopted in this study, especially in viewing consumer 

acculturation as a subset of the process of consumer socialization (O'Guinn, et al., 1986). 

The variables contributing to the acculturation process were adopted particularly from 

acculturation models (Kim, 1976; Choe, 1984). 

The proposed model is shown in Figure 2.1. It consists of three components which 

contain variables related to the three stages of the acculturation process: the individual 

characteristics, the acculturation variables and the shopping orientations. The individual 
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characteristics, as antecedent variables, influence both acculturation process and shopping 

orientations. Acculturation variables is also proposed to influence shopping orientations. 

Individual characteristics including income, sex, Chinese ethnicness and 

student/employment status, along with age, length staying in the U.S., language ability, 

willingness to stay in the U.S., marital status, and lifestyle activities are the antecedent 

determinants of the acculturation process. 

Acculturation process includes media consumption, peer interaction, and motivation 

to learn about American culture. 

The hypotheses of the study are summarized as follows: 

Hl\ individual characteristics influence shopping orientations; 

H2: individuals' acculturation variables influences their shopping orientations; 

H3: individual characteristics influence individuals' acculturation variables. 



Individual Characteristics Acculturation Variables Outcomes 

H3 H2 

Orientations 

Shopping 
Peer Interaction 
Media Consumption 

Sex 
Age 
Income 
Marital Status 
Student/Employment Status 
Length of Stay in the U.S 
Willingness to Stay in the U.S. 
Chinese Ethnicness 
Language Ability 
Lifestyle Activity 

Fig 2.1 Individual Characteristics , Acculturation Variables, and Shopping 
Orientations 
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Chapters Methodology 

In this chapter, instrument development, measurement and operationalization of the 

variables, and statistical analyses procedures are introduced. The mechanics and the 

results of data collection, as well as respondents profiles are reported. 

Pretest and Questionnaire Development 

The questionnaire was pretested among 30 Chinese students studying at the University 

of Arizona. Revisions were made according to the results of the pretest. The final 

version of questionnaire included 40 statements concerning shopping orientations, 38 

statements regarding acculturation process and several individual characteristics, and 6 

statements about demographic characteristics. Appendix A shows the sample 

questionnaire. A cover letter with introduction of the purpose of the study, as well as 

the instruction of how to fill the questionnaire was written in Chinese. Questionnaires 

were delivered by mail, providing a business-reply envelope. 

Measurement and Operationalization of Variables 

Shopping Orientations. Forty questions were included to measure fourteen prior 

shopping orientations utilizing a 5-point Likert-type scale (1=strongly agree, 2=agree, 

3=in-between, 4=disagree, 5=strongly disagree). The majority of the questions were 

adopted from Valencia (1982), and Shim and Kotsiopulos (1991), while some were 

developed by the author. The fourteen shopping orientations were selected based on 1) 
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their empirical research foundation; 2) their significance to the members of the ethnic 

group in which this research is particularly interested—in this case Chinese students 

specifically. The fourteen shopping orientations are defined as follows: 

1. Credit (or cash) oriented shopping: This shopping orientation is directly related 

to how a purchase is made. Consumers who possess this shopping orientation prefer 

using a charge card (or cash) to other forms of payment. 

2. Brand-loyal and brand-conscious shopper: This consumer group tends to make 

purchase decisions based on the brand name of a product. Brand loyalty and brand 

consciousness are closely related behavior tendencies. Westemman (1989) reported 

minority consumers held strong brand loyalties and would pay extra for name brands. 

3. Convenience and time-conscious shopper: Shoppers belonging to this category plan 

their shopping activities based on economic time budgeting and tend to be convenience 

store oriented. 

4. Shopping sex roles: This refers to consumers' perception towards different sex 

roles in shopping activities. Miller (1982) studied sex-role orientations and found there 

existed two different groups of attitudes toward sex-role: traditional and nontraditional. 

The traditional group enjoyed the shopping process while the nontraditional group did 

not. 

5. Social shopping: This shopping orientation views shopping activity as social 

activity. A social shopper is likely to shop with friends and discuss shopping matters 

with friends. It was found Chinese were highly social-shopping oriented—they were 
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likely to go shopping with friends or family (Ho, 1990; Kotkin, 1987). 

6. Recreational shopping: Recreational shoppers are defined as those who enjoy 

shopping as a leisure-time activity. 

7. Fashion shopping: This shopping orientation measures the shopper's attitude 

towards fashion products and fashion leadership opinions. Ho's study also found Chinese 

consumers were more likely to consider themselves as fashion leaders than were their 

American counterparts. Also the stronger the consumers' Chinese identity, the less likely 

would they consider being well-dressed to be important. 

8. Chinese consumer ethnocentrism: This shopping orientation measures consumers' 

attitudes toward country origin of the products. Consumer ethnocentrism is defined as 

"the universal proclivity for people to view their own group as the center of the universe, 

to interpret other social units from the perspective of their own group, and to reject 

persons who are culturally dissimilar while blindly accepting those who are culturally like 

themselves" (Shimp & Sharma, 1987). 

9. Impulse versus planning: This refers to whether a purchase decision is made by 

planning beforehand or by impulsive buying desire. 

10. Confused, non-sophisticated shopper: This shopping group is expected to exist 

among the newcomers since they are experiencing a system different from the one they 

are originally from. These differences may exist in various aspects such as: price, size, 

style, brand and so forth. Therefore, this group of shopper may appear to be confused 

by the information they receive and feel a lack of confidence in their shopping ability. 
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11. Catalog shopping: This shopping orientation is possessed by those like shopping 

through mail order. For fashion products, catalog shopping provides a wide verity of 

goods, and is more time-saving. 

12. Personalizing shopping: Consumers with this shopping orientation tend to have 

closer relationship with sales person. They like to interact with sales person more than 

others. 

13. Economic shopping: For this shopping group, price and quality appear to be the 

most important factors in the purchase of the goods. 

14. Store preference: This category is to identify groups with different store 

preference. Consumers select stores based on their needs and the overall store image, 

which is an unique output of store product category, product price and quality, store 

display and store personnel, etc. 

Acculturation Variables. A total of 22 questions were included to measure 

acculturation variables, utilizing a 5-point likert-type scale (1 =strongly agree, 2=agree, 

3=in-between, 4=disagree, 5=strongly disagree). The measurement of media 

consumption and peer interaction were adopted from Kim's study (Kim, 1976). 

Statements about the time one spends watching TV, listening to the radio, and reading 

the newspaper were designed to measure media consumption. Peer interaction was 

measured by the number and the level of one's interpersonal interaction with American 

peers. Learning motivation toward American culture was measured by subjects' 

agreement with statements regarding the individual's attitudes towards learning about 
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current affairs in the United States, making friends with Americans, and learning 

American norms and values (Kim, 1976). 

Individual Characteristics. Data on income, sex, students/employment status, age, 

and marital status were collected using a multiple-choice format. Information on years 

staying in the U.S. was obtained by an open ended question. Five-point likert-type scale 

was used to measure the remaining individual characteristics. Chinese ethnicness was 

measured by ethnic affiliation towards Chinese culture including four questions. 

Language ability was measured by seven questions regarding (1) the language subjects 

prefer to speak on different occasions; (2) subjects' self-assessment of their language 

abilities. Willingness to stay in the U.S. was measured by two questions regarding 

planning to stay and willingness to stay in the U.S.. Nine questions about various 

aspects of leisure activities were developed to measure lifestyle activities. 

Statistical Analyses 

Prior to the hypotheses testing, frequency analysis was performed to examine the 

distribution of the data, and to calculate the data distribution on the demographic 

variables. Principle component factor analyses with varimax rotation was performed on 

shopping orientation items, acculturation items, and individual characteristic items, 

respectively. Missing values were replaced by mean scores. Lifestyle activities were 

also treated in a separate factor analyses to derive common factors among different 

aspects of lifestyle activities. 

Factors with eigenvalue greater than one were extracted. Items with factor loading 
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greater than .4 were retained. Those items loaded on two factors with a factor loading 

difference greater than . 1 were retained on the greater-loading factor. Cronbach alpha 

coefficient was examined for each factor to test the internal consistency of the scale. The 

mean scores of items on each factor were computed for regression analyses. A series 

of stepwise multiple regression analyses were conducted to test the hypothesis. 

Data Collection and Respondents Characteristics 

Four hundred questionnaires were sent to the Chinese students and their spouse, if 

married, residing in Tucson. One hundred forty respondents returned the questionnaire, 

resulting in a return rate of 35%, (Sixteen questionnaires were undeliverable and 

returned due to address change.) Table 3.1 shows the demographic information of the 

respondents. 

The age of the respondents ranged from 23 to 56. Fifty five percent of respondents 

were males, while 44% were females. Occupation was categorized into 

studying/working and staying at home. Eighty six percent are students or currently 

working, while 14% were staying at home. Eighty percent are married, twenty percent 

are singles. Their length of staying in the U.S.A varied from three months up to 

fourteen years. Five income levels were reported by the respondents. Fourteen percent 

respondents claimed a monthly household income of more than $2,000, while 43% 

belong to the $1,001 to $2,000 group, and 43% had monthly household income less than 

$1,000. 
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Table 3.1 Demographic Profiles of Respondents 

Variables Total Sample (140) Percent 

Sex 
® Male 77 55.5% 
® Female 61 43.6% 

Student/employment Status 
® Student/employment 115 85.8% 
® Non Student/employment 19 14.2% 

Age 
® Under 30 67 51.5% 
® 30-40 58 43.9% 
® above 40 6 4.6% 

Marital Status 
® Married 109 80.1 % 
® Single 27 19.9% 

Length of Stay in the U.S. 
® Less than one year 16 11.8% 
® 1-3 years 66 49.4% 
® Above 3 years 52 38.8% 

Income (dollars/month) 
©Under 500 12 9.2% 
o 501-1000 45 34.4% 
® 1000-1500 33 25.2% 
® 1501-2000 23 17.6% 
©Over 2000 18 13.7% 
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Chapter 4 Statistical Analysis Results 

This chapter presents the results of statistical analysis. The factor analysis on 

shopping orientation variables, acculturation variables, and individual characteristic 

variables are presented first, followed by the three hypothesis tests. 

Factor Analysis 

Shopping Orientation Factors. As a result of factor analysis on shopping orientation 

items, twelve factors were developed, retaining 31 statements (Two factors were dropped 

for the reason of interpretation or single loading factor). Statements in each factor, 

factor loadings of each item, eigenvalue of each factor, cumulative percent of variance 

contributed by factors, and alpha coefficients are presented in Table 4.1. Twelve factors 

were considered with the loadings ranging from .43 to .87, and alpha coefficients varying 

from .45 to .87. 

The first factor, called Recreational Shopping, was depicted as shopping for 

enjoyment, including three statements with an alpha of .79. (The eigenvalue of this 

factor was 5.9 with 14.6% of total variance explained by this factor.) The second factor, 

Chinese Consumer Ethnocentrism, was represented by buying China-made products 

instead of products made by other countries, including three items, showing an alpha of 

.76. (The eigenvalue of this factor was 3.4, with 8.6% of total variance explained by 

this factor.) The third factor. Brand Conscious and Brand Lx)yalty, was indicated by 

buying specific brands and well-known brands. Three items were included in this factor 
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with an alpha value of .73. (The eigenvalue of this factor was 2.6, while 6.4% of total 

variance was explained by this factor.) The fourth factor, Cash Payment Oriented, 

referred to those who prefer to pay by cash or check instead of credit card. Two items 

loaded highly on this factor with an alpha value of .87. (The eigenvalue was 2.4, and 

5.9% of total variance was explained by this factor.) The fifth factor. Time 

Conscious/Convenience Oriented, was identified as buying at a convenient store to save 

time, including four statements with an alpha value of .65. (The eigenvalue of this factor 

was 2.0 with 5.1% variance explained by this factor.) 

The sixth factor. Fashion Conscious, corresponded to the category of viewing fashion 

as an important part of life, and feeling confident of one's clothing shopping ability, 

including three statements with an alpha value of .79. (The eigenvalue of this factor was 

1.9, 4.7% of total variance was explained.) Factor 7, Shopping Sex Role, referred to 

the tendency of allocating shopping responsibility to the woman of the family. Two 

items were included with an alpha value of .72. (The eigenvalue of this factor was 1.6, 

and 4.1% of the variance was explained by the factor.) Factor 8, Confused Shopper, 

referred to the group of consumers who were confused by the clothing size, style, and 

other evaluative attributes in the United States. Two items were loaded on this factor 

with an alpha value of .64. (The eigenvalue of this factor was 1.4, while 3.6% of the 

total variance was explained.) Factor 9, Catalog Shopper, referred to those who like 

reading and shopping from catalogs. Two items were included with an alpha value of 

.45. (The eigenvalue of this factor was 1.4, and 3.4% of the variance was explained by 
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this factor.) 

The tenth factor, Personalizing Shopping, indicated one's preference to interact with 

sales people. Two items were loaded on this factor with an alpha value of .60. (The 

eigenvalue of this factor was 1.2, accounting for 2,9% of the variance.) The eleventh 

factor, Planned Shopper, the opposite of the impulsive shopper, referred to those who 

buy what they planned to buy. This factor includes three items, The alpha value of 

which was .45. (The eigenvalue of this factor was 1.1, and 2.8% of the variance was 

explained by this factor.) The last factor. Social Shopping, viewed shopping as an social 

activity. Two items were included. The alpha value was .52. (The eigenvalue was 1.1, 

and 2.7% of the variance was explained by this factor.) 

Acculturation Factors. As a result of the factor analysis on acculturation items, three 

factors were developed, retaining twelve items (see Table 4.2). Seven items were loaded 

on the first factor, labeled Affiliation with American Culture, indicating one's motivation 

to learn American culture and interaction with American people. This factor contained 

items originally designed to measure acculturation motivation and peer interaction. The 

alpha coefficient was .79. (The eigenvalue of this factor was 4.1, and 31.4% of the 

variance was explained by this factor.) The remaining five items were loaded on two 

factors, labeled Newspaper/TV Consumption and Radio Consumption respectively, 

indicating different media consumption patterns. The Newspaper/TV Consumption factor 

had three items. The alpha coefficient was .65. (The eigenvalue of this item was 1.6, 



Table 4.2 Factor Analysis on Acculturation Variables 

Factor Item 

Factor 1: Affiliation with American Culture 
® I have many close American friends 
o I enjoy learning American culture 
o I have many American friends meet in 

one other's home 
® I am interested in making friends with 

Americans 
® I have intimate American friends with 

which I can discuss personal problems 
® I spent a lot time learning current events 

in the U.S. 
9 I feel comfortable interacting with 

Americans 

Factor 2: Newspaper/TV Consumption 
® I read local newspaper very often 
® I watch TV every night 
o I watch TV news every day. 

Cumulative 
Factor Eigen- percent of Alpha 
loading Value variance coeff. 

.77 4.1 31.4 .79 

.60 

.78 

.62 

.73 

.57 

.60 

.42 1.6 43.7 .65 

.87 

.83 

Factor 3: Radio Consumption 
® I listen to radio for entertainment every 

day 
® I listen to radio news every day 

.82 1.4 54.3 .67 

.84 
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while 12.2% of the variance was explained by this factor.) The Radio Consumption 

factor consisted of two items with an alpha coefficient of .67. (The eigenvalue of this 

factor was 1.4, with 10.6% of the variance explained by this factor.) 

Individual Characteristic Factors: Two independent factor analyses were manipulated 

for the individual characteristic items. Lifestyle activity items were treated separately 

from the other items of individual characteristics (see Table 4.3). Three factors were 

developed, grouping lifestyles into three categories: (1) Cultural Entertainment, e.g., 

going to theater, concerts. (The factor included three items with an alpha coefficient of 

.71. The eigenvalue of this factor was 2.7, and 38.9% of the variance was explained by 

this factor.); (2) Physical Activity, e.g., playing tennis, engaging in physical workout. 

(This factor consisted of two items with an alpha coefficient of .79. The eigenvalue of 

this factor was 1.3, and 18.3% of total variance was explained by this factor.); and (3) 

Attendance in Sports Events. (Two items were considered in the factor with an alpha 

coefficient of .66. The eigenvalue of this factor was 1.07; 15.3% of the variance is 

explained by this factor.) 

The other factor analysis on individual characteristics resulted in four factors (see 

Table 4.4). The first factor, Chinese Ethnicness, was recognized as the degree of one's 

association with Chinese tradition, including four items with an alpha coefficient of .79. 

The eigenvalue of this factor was 3.1. The factor accounts for 23.6% of the total 

variance. The second factor, Preference for Communication in English, indicated one's 

preference of speaking English in different situations. This factor consisted of four items 



Table 4.3 Factor Analysis on Life Style Activities 

Factor Item 

Factor 1: Cultural Entertainment 
® I often go to the movies 
® I often visit an art gallery and/or a 

museum 
® I often go to a concert or play 

Cumulative 
Factor Eigen- percent of Alpha 
loading Value variance coeff. 

.78 2.7 38.9 .71 

.78 

.76 

Factor 2: Physical Activity 
® I play sports such as basketball...etc., 

every week 
6 I engage in physical workout or sports 

every week 

Factor 3: Attendance at Sports Events 
* I watch sports such as football or 

basketball on TV veiy often 
® I often go to sports events such as 

football or basketball games 

1.3 57.2 .79 
.85 

.91 

1.1 72.5 .66 
.92 

.76 
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Table 4.4 Factor Analysis on Individual Characteristics 

Factor Item 
Cumulativ 

Factor Eigen- e percent Alpha 
loading Value of coeff. 

vanance 

Factor 1: Chiness Ethnicness 
® I'm very proud to be Chinese .63 
o Chinese tradition are very important to me .83 
o I like to be strongly associated with Chinese 

tradition .87 
o I consider myself a very traditional Chinese 

person .74 

3.1 23.6 .79 

Factor 2: Preference for Communication in English 
® I always like speak English .66 2.7 44.6 .76 
o I speak Chinese as much as possible -.63 
• I would rather speak English than speak Chinese .84 
o I'd rather read books or magazines in English 

than in Chinese .75 

Factor 3: Language Competence 
o It is difficult to understand national news on TV -.81 1.6 57.1 .71 
® I have no difficulties in understanding 

Americans when they speak .78 
® I have no trouble making myself clear to 

Americans .75 

Factor 4: Willingness to Stay 
o I am planning to stay in the U.S. after 

completion of my degree 
o I would rather stay in the U.S. than go back to 

China 

.88 

.92 

1.4 67.8 .85 



45 

with an alpha coefficient of .76, accounting for 21.2% of the total variance. The 

eigenvalue was 2.7. The third factor. Language Competence, illustrated one's ability to 

manipulate and understand the English language. Three items were loaded on this factor. 

The alpha coefficient was .71. The eigenvalue of this factor was 1.6, and 12.4% of the 

variance was explained by this factor. The last factor, Willingness to Stay, referred to 

one's willingness to stay in America after receiving an academic degree. Two items 

were considered with an alpha coefficient of .85. The eigenvalue of this factor was 1.4, 

while 10.7% of the variance was explained by this factor. 

Hypotheses Testing 

Three hypotheses were tested by stepwise multiple regressions. 

Hypothesis 1: Influence of individual characteristics on shopping orientations. 

Twelve stepwise multiple regressions were performed to test hypothesis 1. For each 

regression analysis, thirteen individual characteristics were entered as twelve independent 

variables. The independent variables were studying/working status, sex, age, marital 

status, length of stay in the U.S., income, Chinese Ethnicness, Preference for 

Communication in English, Language Competence, Willingness to stay in the U.S., 

Cultural Entertainment, Physical Activity, and Attendance at Sports Events. Shopping 

orientation factors were the dependent variable, i.e.. Recreational Shopping, Chinese 

Consumer Ethnocentrism, Brand Loyalty/Conscious, Cash Payment Oriented, Time 

Conscious/Convenience Oriented, Shopping Sex Role, Confused Shopper, Catalog 
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Shopping, Planned Shopping, Personalizing Shopping, and Social Shopping. Table 4.7 

J 
presents the results of this group of multiple regressions. 

Recreational Shopping was predicted by six predictors (R^ = 0.36, F = 12.4, P < 

0.001): sex (Beta = -.45), Willingness to Stay (Beta = .18), Cultural Entertainment 

(Beta = 0.23), marital status (Beta = 0.29), age (Beta = 0.24), and Chinese Ethnicness 

(Beta = 0.14). 

Chinese Consumer Ethnocentrism was predicted by a single predictor (R^ = .13, F 

= 19.7, P < .001): Chinese Ethnicness (Beta = .35), meaning high Chinese consumer 

ethnocentrism was associated with strong Chinese ethnicness. 

One variable—Willingness to Stay in the U.S. (Beta = . 18)—came to be the predictor 

of Brand Loyalty/Conscious (R^ = .03, F = 4.66, P < .05 ). The Cash Payment 

Oriented variable was associated with two variables (R^ = .19, F = 16.4, P < .001): 

Willingness to Stay (Beta = -.30), and length of stay in America (Beta = .26), 

The Time Conscious/Convenience Oriented variable was associated with three 

individual characteristics (R^ = .14, F = 7.4, P < .001): length of stay in the U.S. 

(Beta = .20), Physical Activity (Beta = .24), and Willingness to Stay (Beta = -.20). 

Two individual characteristic variables—Cultural Entertainment (Beta = .36), and sex 

(Beta = -.32)~explained Fashion Conscious (R^ = .24, F = 21.2, P < .001). The 

Confused Shopper variable was predicted by two predictors (R^ = .14, F = 11.1, P < 

.001): length of stay in the U.S (Beta = .22), and Language Competence (Beta = -.23 

). 



Table 4.5 Regression Analysis of Individual Characteristics on Shopping Orientations 

Individual 
charactemtict 

Recreational 
Shopping 

Fashion 
Conscious 

Chinese 
Consumer 
Ethnocentriim 

Cash Payment 
Preference 

Time Conscious/ 
Convenience 
Oriented 

Brand 
Loyal/ 
Conscious 

Confiised 
Shopper 

Catalog 
Shopping 

Plaimed 
Shopper 

Peivonalizing 
shopping 

Social 
shopping 

Major — 
.... .... .... .... .... 

Sex -.45«'» -.32'** — .... .... .... 

Age .24** .... — .... .... .... .... — .... .... .... 

Marital Status .... .... .... .... .... .... — .... .23** 

Length of Stay .... .... .... .26«» .20' .23** .... .... 

Income .... .... .... .... .... .... .... 
--

Chinese Ethnicnesa .14** — .31*** — .... .... .18* 

Preference for 
Communication in English 

— — — — — 
— — — .29"' .18** -.25" 

Language Competence .... .... .... .... .... -.23** .... .... 

Willingness to Stay .18" .... .... -.30"* ..20« .18* .... .... 
— 

Cultural Entertainment .23** .36*»* .... .... .... .... .... .... .19" .18» 

Physical Activity .... .... .... .... .24*» .... .... .... 

Attendance at Sports 
Events 

— — — — .... — — — — — 

Multiple R 
R' 
F 

.60 

.36 
12.4»" 

.49 

.24 
21.2*»* 

.35 

.13 

.19.7*" 

.43 

.19 
16.4»" 

.37 

.14 
7.4"» 

.18 

.03 
4.7« 

.37 

.13 
ll.l"* 

.23 

.05 
7.6*» 

.29 

.08 
12.4»«» 

.28 

.08 
5.6»* 

.41 

.17 
7.0»" 

• P < .05 "P <.01 ...p < .001 

4^ -J 
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Catalog Shopping was explained by a single variable (R^ = .05, F = 7.6, P < .01); 

length of stay in the U.S. (Beta = .23). Planned Shopping was associated with one 

individual characteristic (R^ = .08, F = 12.4, P < .001): Preference for 

Communication in English (Beta = .29). 

Personalizing Shopping was predicted by two individual characteristic variables (R^ 

= .07, F = 5.6, P < .01): Cultural Entertainment (Beta = .19), and Preference for 

Communication in English (Beta = .18). 

Social Shopping was found to be associated with four individual characteristic 

variables (R^ = .17, F = 7.0, P < .001): marital status (Beta = .23), Preference of 

Communication in English (Beta = -.25), Chinese Ethnicness (Beta = .18), and Cultural 

Entertainment (Beta = .18). 

Shopping Sex Role was not predicted by any of the individual characteristics. 

Overall, ranged from .36 (for Recreational Shopping) to .03 (for Brand 

Loyal/Conscious). The majority of individual characteristics were significant in 

explaining all shopping orientations but one (Shopping Sex Role). Therefore, hypothesis 

1 was mostly accepted. 

Hypothesis 2: Influence of acculturation variables on shopping orientations. 

To test hypothesis 2, twelve stepwise multiple regressions were performed. Three 

acculturation variables were entered as independent variables for each regression analysis 

(Affiliation with American Culture, Newspaper/TV Consumption, Radio Consumption). 

The twelve shopping orientations were the dependent variables. The results are presented 
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in Table 4.8. 

Recreational Shopping was predicted by one acculturation variable (R^ = .06, F = 

9.1, P < .01): Newspaper/TV Consumption (Beta = .25). 

Newspaper/TV Consumption (Beta = .17) was entered into the regression model 

predicting Brand Loyal/Conscious (R^ = .03, F = 4.0, P < .05). 

Cash Payment Oriented was found associated with the acculturation variable (R^ = 

.05, F= 6.9, P < .01) of Affiliation with American Culture (Beta = -.22). 

Fashion Conscious was predicted by two acculturation variables (R^ = . 12, F = 9.7, 

P < .001): Newspaper/TV Consumption (Beta = .23), and Affiliation with American 

Culture (Beta = .19). 

Confused Shopper was found to be explained by one variable (R^ = .05, F = 7.8, 

P < .01): Newspaper/TV Consumption (Beta = -.23). 

Catalog Shopping was predicted by a single predictor (R^ = .03, F = 4.5, P < .05): 

Radio Consumption (Beta = .18). 

Planned Shopper was influenced by one acculturation variable (R^ = .04, F = 5.4, 

P < .05): Affiliation with American Culture (Beta = .19). 

Personalizing Shopping was associated with two acculturation variables (R^ = . 15, 

F = 11.9, P < .001): Affiliation with American Culture (Beta = .28), Radio 

Consumption (Beta = .21). 

Chinese Consumer Ethnocentrism, Time Conscious/Convenience Oriented, Shopping 

Sex Role, and Social Shopping were not predicted by acculturation variables. The 



Table 4.6 Regression Analysis of Acculturation Variables on Shopping Orientations 

Acculturation 
variables 

Recreational 
Shopping 

Fashion 
Conscious 

Consumer 
Ethnocentrism 

Cash 
Payment 
Preference 

Time 
Conscious/ 
Convenience 
Oriented 

Brand 
l.oyal/ 
Conscious 

Confused 
Shopper 

Catalog 
Shopping 

Planned 
Shopper 

Personaliz 
-ing 
Shopping 

Social 
Shopping 

Afliliation 
with American 
Culture 

— .19* — -.11** — — — — .19* .28*** — 

Newspaper 
/TV 

Consumption 

.25 •• .23** """•  .17* -.23** 

Radio 
Consumption 

— — — — — — — .18* — .21* 

Multiple R 
R» 

F 

.25 

.06 
9.1" 

.35 

.12 
9.1** 

— 

.24 

.06 
8.5" — 

.17 

.03 

4.0* 

.23 

.05 
7.8** 

.18 

.03 
4.5* 

.19 

.04 
5.4* 

.38 

.15 
11.9*** 

•p < .OS **P<.01 •**p< .001 
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overall ranged from .03 (for Brand Loyal/Conscious) to .15 (for Personalizing 

Shopping). The three acculturation variables were significant in explaining most 

shopping orientations. Therefore, hypothesis 2 was mostly accepted. 

Hypothesis 3: Influence of individual characteristics on acculturation variables. 

Three stepwise multiple regressions were conducted to test hypothesis 3. Thirteen 

individual characteristics were entered as the independent variables for each regression 

analysis. Three acculturation variables were treated as the dependent variables. The 

results are presented in Table 4.9. 

Among the acculturation variables, Affiliation with American Culture was predicted 

by four individual characteristic variables (R^ = .48, F = 31.5, P < .001); Cultural 

Entertainment (Beta = .36), Preference for Communication in English (Beta = .34), 

Chinese Ethnicness (Beta = .28), and Language Competence (Beta = .24). 

Newspaper/TV Consumption (R^ = .16, F = 13.4, P < .(K)l) was associated with 

Cultural Entertainment (Beta = 30) and Language Competence (Beta = .22). 

Radio Consumption was related to four variables (R^ = .16, F = 6.5, P < .001): 

Cultural Entertainment (Beta = .19), Preference for Communication in English (Beta = 

.21), Willingness to Stay in the U.S. (Beta = -.18), and Physical Activities (Beta = .17) 

Three acculturation variables were not predicted by individual characteristics such as 

age, income, sex, marital status, student/employment status, or length of stay in 

America. R^ ranged from .16 (for Newspaper/TV Consumption, Radio Consumption) 

to .48 (for Affiliation with American Culture). Therefore hypothesis 3 was partially 
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Table 4.7 Regression Analysis of Individual Characteristics on Acculturation 
Variables 

Individual characteristics 

Affiliation 
with American 
Culture 

Newspaper/TV 
Consumption 

Radio Consumption 

Major — — — 

Sex — — — 

Age — — — 

Marital status — — — 

Length of Stay — 
— 

— 

Income — — 
— 

Chinese Ethnicness .28*** — — 

Preference for Communication in 
English 

— .22** 

Language Competence .24*** .22** — 

Willingness to Stay — — -.18* 

Cultural Entertaimnent .36*** 29*** .19** 

Physical Activity — — .17* 

Attendance at Sports Events — — — 

Multiple R 
R' 
F 

.69 

.48 
31.5*** 

.40 

.16 
13.4*** 

.40 

.16 
6.5*** 

*P<.05 **P<.01 ***P<.001 



accepted. 
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Chapters Discussion 

The purpose of the study is to examine (1) the influence of individual characteristics 

on shopping orientations; (2) the influence of acculturation variables on shopping 

orientations; and (3) the influence of individual characteristics on acculturation variables. 

The overall relationships among the three groups of variables are discussed in the first 

section of this chapter. 

The influence of individual characteristics and acculturation variables on shopping 

orientations is elaborated. The relationships between individual characteristics and 

acculturation variables are also evaluated in this chapter . 

The model of individual characteristics, acculturation variables, and shopping 

orientations 

Figure 5.1 depicted the overall picture of the research findings. Among all the 

individual characteristics, demographic variables appeared to have relatively less 

significant impact on shopping orientations. For instance, age, sex, and marital status 

had influence on only three shopping orientations. Income and student/employment 

status did not appear as influential factors to any of the shopping orientations. 

Demographic variables also showed no significant impact on any of the acculturation 

variables. Other individual characteristics (such as language ability. Willingness to Stay, 

Chinese Ethnicness, and lifestyle activities), however, had a noticeable effect on the 

acculturation variables—Affiliation with American Culture, Newspaper/TV Consumption, 
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and Radio Consumption, respectively. 

Certain shopping orientations were influenced by certain acculturation variables. Cash 

Payment Oriented, Planned Shopper, and Personalizing Shopping were affected by 

Affiliation with American Culture; Recreational Shopping, Brand Loyal/Conscious, 

Confused Shopper, and Fashion Conscious were affected by Newspaper/TV 

Consumption; Catalog Shopping and Personalizing Shopping were influenced by Radio 

Consumption; while shopping orientations such as Time Conscious/Convenience 

Oriented, Social Shopping, Chinese Consumer Ethnocentrism, and Shopping Sex Role 

turned out to be unaffected by acculturation variables. 

Therefore, the overall model is supported with strong connection between individual 

characteristics—language ability, lifestyle activities, Chinese ethnicness, willingness to 

stay in the U.S., and length of stay in the U.S.—and both acculturation variables and 

shopping orientations, and with relatively weaker connections between (1) demographic 

variables and shopping orientations, and (2) demographic variables and acculturation 

variables (see Figure 4.1). Some R^s were low (.03), implying that there might be 

additional factors which need to be taken into account in considering the factors 

influencing shopping orientations. For instance, the R^ between brand loyalty/conscious 

and individual characteristics was .03, meaning that brand loyalty/conscious as a 

shopping opinion or preference is not sufficiently explained by individual characteristics 

contained in the model. Some additional individual factors such as personal experience-

education, occupation related or shopping related experience—and perception related 



Individual Characteristics Acculturation Variables Outcomes 

Shopping 
Orientations 

Affiliation with American Culture 
Newspaper/TV Consumption 
Radio Consumption 

Sex 
Age 
income 
Marital Status 
Student/employment Status 

Length of Stay in the U.S. 
Willingness to Stay in the U.S. 
Chinese Ethnicness 
Language Ability 
Lifestyle Activity 

Fig 5.1 Relationships between Individual Characteristics, Acculturation 
Variables, and Shopping Orientations 
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factors, such as perception toward brand and quality, brand and status, may be more 

significant in explaining this shopping orientation. Most R^s between shopping 

orientations and acculturation variables were low, indicating shopping orientations were 

not well explained by the acculturation variables included in the model. This result led 

to concern over a possible drawback of the model—the acculturation variables were 

designed to describe the general acculturation process-while the shopping orientations 

were specifically applied to the shopping domain. Therefore the significance of the 

acculturation variables in explaining shopping orientations was weakened. 

Pi'ofile of shopping orientations and marketing implications 

Based on the statistical prediction of individual characteristics and acculturation 

variables on shopping orientations, the eleven shopping orientations are profiled in the 

following discussion (Shopping Sex Role is excluded since it was predicted by none of 

the individual characteristics and acculturation variables). The marketing implications 

are also discussed. 

Recreational Shopping, (see Figure 5.2). Those who view shopping as a leisure time 

activity and enjoy shopping tended: 

(1) to be male; 

(2) to be older; 

(3) to be married; 

(4) to have a strong willingness to stay in the U.S.; 
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(5) to maintain a close relationship with Chinese tradition; 

(6) to enjoy going to movies, concerts, and plays; 

(7) to spend more time reading newspapers and watching TV. 

Consumers with this shopping orientation are more active in the marketplace than 

economic or planned shoppers. As suggested by this study, this shopping orientation is 

closely related to individuals' entertainment lifestyles. Individuals who are addicted to 

cultural entertainment such as TV, movies, concerts, and plays also tend to be active in 

terms of shopping activities. Chinese consumers' willingness to stay in the U.S. and 

their Chinese ethnicness both add features to the possession or formation of their 

shopping orientation, indicating high Chinese ethnicness is not necessarily contradictory 

to these consumers' strong willingness to stay in the U.S. This shopping group can be 

reached through the newspaper and TV media. Other visual ads may also be appealing 

to this group of shoppers because of their active participation in entertainment. 

Social Shopping, (see Fig 5.2). Those who like to go shopping with either family 

or friends were more likely: 

(1) to be married; 

(2) to have a strong connection with Chinese tradition; 

(3) to prefer to speak Chinese in most occasions; 

(4) to enjoy movies, concerts, plays, and other entertainment. 

The stronger the respondents' Chinese ethnicity, the stronger their social shopping 

tendency, indicating a strong family orientation in Chinese tradition. This result is 



consistent with Ho's (1991) finding that Asian Americans tend to view shopping as a 

social activity and like to go shopping with either friends or family. It is also found that 

the less English the Chinese consumers speak, the more they like to go shopping with 

others, meaning that the consumers tend to seek more security when they have weaker 

communication skills. Furthermore, the relationship between preference for 

communication in English and social shopping suggests these consumers are more likely 

to go shopping with their Chinese peers or their family members. Those who actively 

attend entertainment events may also have high social shopping tendency. 

Cash Payment Oriented, (see Figure 5.2). Those who like to pay cash rather than 

pay by credit card were more likely: 

(1) to have stayed in the U.S. longer; 

(2) to have less willingness to stay in the U.S.; 

(3) to be less motivated to learn American culture, or less willing to interact with 

Americans. 

The stronger the Chinese consumers' willingness to stay in U.S., the more they prefer 

to use a credit card than cash. In other words, those who did not plan to stay also did 

not like using a credit card. To Chinese consumers, using a credit card is borrowing 

money rather than a simple means of payment. Borrowing money is not highly valued 

within Chinese culture. Meanwhile, there does not exist a well-established credit system 

in China. Therefore, those who did not plan to stay also had less willingness to borrow 

money. Cash payment orientation is also affected by the length of stay in the U.S. The 
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longer the consumers have stayed in America, the more they use cash instead of charge. 

This finding might be explained by the fact that those who have stayed longer would have 

more savings, and, therefore, would be less likely to require a credit card. On the other 

hand, those Chinese consumers who were eager to learn American culture would tend 

to consider using a credit card. These findings suggest that use of a credit card is not 

taken for granted by typical Chinese consumers. 

Time Conscious/Convenience Oriented, (see Figure 5.2). Those who select stores 

based on the convenient location of the store and the principle of saving time were more 

likely: 

(1) to have stayed in the U.S. longer; 

(2) to have less willingness to stay in the U.S.; 

(3) to engage in sports and physical activities. 

The longer the Chinese consumers had stayed in this fast-paced society, the more 

time-conscious they would have become. It is also possible that those who do not plan 

to stay in the U.S. would have casual attitudes towards shopping and become 

convenience oriented. 

Fashion Conscious, (see Figure 5.3). Those who perceive fashion as an important 

part of their lives were more likely: 

(1) to be male; 

(2) to be involved in the arts and entertainment; 

(3) to spend more time reading the newspaper and watching TV; 
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(4) to have high motivation to leam American culture, and to be eager to interact with 

American people. 

The fashion conscious consumers tend to spend more money and other resources to 

keep up with fashion trends than do other groups. This study found the fashion 

conscious consumers were more eager to attend concerts and plays, watch TV, and go 

to the movies. They were also more eager to leam American culture, and make 

American friends. These findings coincide with Gutman and Mills'(1982) finding 

profiling fashion leaders as sociable and having complicated lifestyles. 

Previous researchers suggested Asian Americans tended to be fashion oriented, and 

intended to express their status through their dress (Chen, 1970; Ho, 1991). However, 

no correlation between fashion consciousness and Chinese ethnicity was found in this 

study. It is interesting to note that male Chinese consumers were more fashion conscious 

than their female counterparts. (To examine if there were dependence between sex and 

age, sex and marital status, and sex and student/employment status, three crosstab 

analyses were performed. The chi-square statistics supported the independence between 

the two variables of each data set. Therefore, the possible sex/age, sex/marital status, 

and sex/student/employment status biases were eliminated.) 

Brand LoyzJ/Conscious. (see Figure 5.3). Those who always prefer to purchase the 

same brands and well-known brands were more likely: 

(1) to have a strong willingness to stay in the U.S.; 

(2) to spend more time reading newspapers and watching television. 
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Because brand conscious and brand loyal consumers are willing to pay more for name 

brands, and are less likely to try other brands, they are valuable members of a market 

segment. Brands are status symbols in American society (while they started to gain 

influence only toward the late 1980s in mainland China); therefore, Chinese consumers 

who have strong willingness to stay in the U.S. tend to develop this shopping orientation. 

This group of consumers acquire knowledge associated with brands mainly through 

television, indicating that TV is effective in establishing brand images among Chinese 

consumers. 

Confused Shopper, (see Figure 5.3). Those who were experiencing "cultural shock," 

e.g., those who were confused about the U.S. marketplace and those who had lost 

confidence in their shopping abilities tended: 

(1) to have stayed in the U.S. longer; 

(2) to be less advanced in their understanding of English; 

(3) to read newspapers and watch television less. 

The longer they had stayed in the U.S., the more they felt confused about clothing 

shopping. This result may be attributed to the cultural identities these consumers 

intended to present. Those respondents who had stayed longer seemed to be confused 

by the two sets of cultural identities (Chinese and American) which they encountered in 

their daily lives. None of the respondents was American bom; the longest time a 

respondent had stayed in America was 14 years, while the majority of the respondents 

had stayed in the U.S. for 3 to 5 years. These respondent characteristics suggest conflict 
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between their two sets of cultural identities. No matter how long these consumers have 

stayed in the U.S., media access still is an important path through which these consumers 

educate themselves. This finding corresponds to O'Guinn and his colleagues' (1986) 

proposition that mass media are coming to be a more influential consumer learning path 

because of their increased popularity in modem society. 

Personalizing Shopping, (see Figure 5.3). Those who had a preference of interaction 

with sales people were more likely: 

(1) to prefer to speak English all the time; 

(2) to enjoy the arts and entertainment; 

(3) to have high motivation to learn American culture; 

(4) to spend more time listening to the radio. 

The higher the level of the respondent's English fluency, the more closely they kept 

up with American culture, leading to high involvement in personalizing shopping. This 

finding suggests that consumers with strong motivation to learn the host culture also 

consider shopping as a learning opportunity. 

Chinese Consumer Ethnocentrism. (see Figure 5.4). Those who perceive buying 

products made by their own nation as benefic to their nation tended to possess: 

(1) high Chinese ethnicness. 

It is not surprising that the more Chinese consumers retain their ethnic identity, and 

the stronger the relationship they keep with their own nation, the more they perceive 

buying China-made products as the right thing to do. Understanding the relationship 
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between ethnicness and consumer ethnocentrism may help marketers differentiate product 

positioning while targeting ethnic consumers. 

Catalog Shopping, (see Figure 5.4). Those who enjoy purchasing from catalogs 

tended: 

(1) to have stayed in the U.S. longer; 

(2) to like to listen to the radio. 

Catalog shopping is not familiar to consumers from China. Therefore, when these 

consumers had stayed in American longer, they acquired more extensive knowledge of 

the American marketing system, and started to develop this shopping orientation. 

Planned Shopper, (see Figure 5.4). Those who are well-organized before shopping 

and stick strictly to the shopping list while shopping were more likely: 

(1) to prefer to speak English all the time; 

(2) to be eager to learn American culture. 

This shopping orientation is suggested to be related to Chinese consumers' English 

language ability, and their motivation to learn American culture and interact with 

American people. Those more Americanized Chinese consumers tend to be planned 

shoppers. 

Consumers' communication patterns were not fiilly explored by this study. Two 

means of mass media consumption were examined~newspaper/TV consumption and radio 

consumption. It was found these two different means of media consumption were 

associated with different shopping orientations. Newspaper/TV consumption was 
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associated with recreational shopping, brand loyal/conscious, confused shopper and 

fashion conscious, while radio consumption was associated with personalizing shopping 

and catalog shopping. This supported Moschis' (1976) finding that shoppers with 

different orientations exhibit different communication behaviors. 

Consumers' differences in individual characteristics generate their different levels of 

involvement in the acculturation process, and lead to consumers' development of certain 

shopping orientations. By identifying shopping groups with different shopping 

orientations and different individual characteristics, marketers will be able to form unique 

strategies effective for each marketing segment. 

Findings on Acculturation Variables and their Marketing Implications 

Results on the acculturation variables were found to be consistent with Kim's (1977) 

findings that individuals' language fluency directiy influences their intercultural 

communication behavior. However, the results of this study did not support Kim's 

conclusion that sex and length of stay in the host society were the important factors in 

predicting individuals' acculturation motivation and media consumption. The 

relationships between individual characteristics and acculturation variables are illustrated 

in Figure 5.5. 

Chinese consumers' language ability (preference for communication in English, 

language competence) is an important factor in determining their involvement in learning 

American culture and their media consumption patterns. The lifestyle activities (cultural 
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entertainment, physical activities) also have significant impact on the three acculturation 

variables. Among individual characteristics, demographic variables such as sex, age, 

income, student/employment status, and marital status did not have a strong effect on any 

of the acculturation variables. Therefore, factors such as what people do, how well they 

perform, and what they think, are more important than what they are in determining their 

involvement in the acculturation process. 

There is a strong relationship between affiliation with American culture and 

preference for communication in English and language competence. The more 

confidence they have in their English ability and the more they are consequently likely 

to communicate with Americans, the more they learn about American culture. Chinese 

consumers having these characteristics also tend to be involved in entertainment 

activities, and perceive themselves as closely related to Chinese tradition. 

The newspaper/TV medium consumption pattern was associated with lifestyle and 

language competence. Those who like the arts, concerts, movies, and plays tend to 

spend more time watching TV and reading newspapers. Their language ability may also 

have significant impact on the development of this specific media consumption pattern. 

The radio medium consumption pattern was related to lifestyle and communication in 

English. The more interested in arts and music the Chinese consumers are, the more 

they listen to the radio. The more English they speak, the more they like to listen to the 

radio. 

The relationship among language ability, lifestyle activities and media consumption 
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pattern is valuable for marketers to form strategies pitching to ethnic consumers. For 

instance, different paths should be taken to reach consumers with different levels of 

language ability. The content and presentation of the advertisement should also be 

customized when targeting ethnic consumers with different lifestyle activities. 



72 

Chapter 6 Summary and Conclusions 

This chapter summarizes the objectives and the overall findings of this study. The 

limitations of the study as well as recommendations for future research are also 

discussed. 

Summary 

In this research consumer acculturation is investigated to explore the relationship 

between shopping orientations of ethnic consumers and their involvement in the 

acculturation process. A consumer acculturation model is proposed which describes the 

entire process of learning consumer behavior across cultural boundaries and discovers 

the relationships among the variables. The objectives of this research are: (a) to identify 

variables among individual characteristics which most significantly contribute to 

individual differences in shopping orientations, (b) to identify variables in the 

acculturation process which most significantly contribute to the differences in shopping 

orientations, and (c) to examine the relationship between individual characteristics and 

the acculturation process. 

Limited research on the development of a conceptualized consumer acculturation 

model has been found. The research is an attempt to better understand consumer 

acculturation by specifying relevant types of variables and discovering the relationships 

among them. 
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Conclusions 

Overall, the proposed model was moderately supported. Findings on individual 

characteristics indicated there was strong impact of consumers' language ability, lifestyle 

activities, willingness to stay in the U.S.A., ethnicness, and length of stay in the U.S. 

on both their acculturation process and shopping orientations. The demographic 

individual characteristics such as age, sex, income, marital status, and 

student/employment status, however, appeared to be less influential on consumers' 

shopping orientations, and have no significant impact on their acculturation process. 

The findings of the study supported the idea that the consumer acculturation process 

is a subset of the ongoing consumer socialization process. Consumers form attitudes 

(such as willingness to stay), develop behavior patterns (such as lifestyle activity), and 

acquire knowledge (such as language ability) through the initial socialization stage. 

Acquired knowledge, attitudes, and behavior patterns come to be the determinant factors 

in the subsequent acculturation process. They affect consumers' learning process (their 

interaction with American culture, their media consumption patterns) which, in turn, 

influence consumer socialization outcomes (shopping orientations). They also have direct 

impact on the socialization outcomes (shopping orientations). The antecedent variables 

such as age, gender, and income, which are considered to be important to the initial 

socialization stage, however, have relatively less direct impact on the continuation of the 

socialization process (acculturation process). 

The level of consumers' acculturation is determined by individual characteristics. 
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Chinese consumers tend to have different levels of involvement in the acculturation 

process due to differences in their language ability, lifestyle activities, willingness to stay 

in the U. S., and association with Chinese tradition. For instance, Chinese consumers' 

motivation to learn American culture is influenced by these consumers' language ability 

and their willingness to stay in the U.S. This learning motivation, in turn, affects certain 

shopping orientations, such as cash payment oriented, planned shopper, and personalizing 

shopping. This provides an emswer to the question of why some ethnic consumers retain 

their old behavior patterns, while others quickly adapt to the new environment. Shopping 

orientation as an outcome of the consumer socialization process can be influenced by 

different stages of this process. Therefore, consumers' initial socialization process will 

have direct impact on their shopping orientations, or it may be associated with the 

acculturation process and have a joint effect on shopping orientations. On the other 

hand, since shopping orientations were formed before the occurrence of the acculturation, 

the acculturation process may not affect every shopping orientation equally. Some 

shopping orientations, such as fashion conscious, personalizing shopping, and cash 

payment oriented shopping were influenced by consumers' motivation to learn American 

culture and interaction with Americans, while some shopping orientations such as social 

shopping, Chinese consumer ethnocentrism, and time-conscious/convenience-oriented 

shopping were not affected by the acculturation process. 

The present study investigated the relationships between consumers' individual 

characteristics, their acculturation process, and their shopping orientations. The findings 
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of the study provided information on consumers' development of shopping orientations 

through their acculturation process. Consumers' shopping orientations as a direct 

outcome of their individual differences were also explored. The results provided 

marketers with insights on how and why consumers developed different shopping 

orientations, which were important cues for identifying consumer groups with certain 

behavior orientations. The exploration of consumers' media consumption patterns was 

also helpful in marketing practice in terms of determining promotion channels to reach 

specific consumer groups. 

Limitations and Recomniendations 

Due to limited fiinding resources and the resulting decreased availability of 

information about Chinese students, a convenience sampling method is employed in this 

study. Therefore, the research results may not apply to the general population. 

Different geographic regions and subcultures may generate different acculturation 

outcomes. In future studies, researchers should also look at ethnic groups which reside 

in different areas, as well as compare different ethnic groups in terms of their consumer 

acculturation process to develop more accurate understanding of this process. 

Consumer acculturation as a subset of consumer socialization process may be 

experienced by several generations of consumers. The present study was designed to 

examine the first generation consumers' acculturation process. Future studies should also 

look at the acculturation process of different generation of consumers, and make 
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comparisons among the different stages. 

Shopping orientation is a direct outcome of consumers' shopping-related media 

consumption and learning experiences rather than an outcome of their general 

acculturation process. Therefore researchers need further to examine shopping-related 

consumer acculturation in terms of its effects on the development of shopping 

orientations. 

Consumers who possess one shopping orientation tend to possess other shopping 

orientations as well. In real-world marketing practice, interpreting and applying the 

results of the current study will be more complex. The relationships among different 

shopping orientations also need to be explored while further examining ethnic consumers' 

development and formation of shopping orientations. 
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APPENDIX A SAMPLE OF SURVEY QUESTIONNAIRE 
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I"^. Shopping I- alwa\s (»n^ the wjic's major rcpon'-indiue- to her famil;.. 
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StroneK 
Agree 

Agree 
IN-Belwttn 

Disagree 

18. I yo to discount stores (Kmart. Walmart) to save money. 

19. I always enjoy shopping. 

20. 1 like to be considered very stylish or fashionable. 

21.1 only buy thin^is that 1 had planned lo bu>. 

22. Chinese people should buy products made m China lo help 
their o\aii nation. 

23. The clothing size in the U.S.A. is very confusing. 

24. 1 prefer lo pay in cash or check than to charge to my credit card. 

25. I feel uncomfortable when salespeople approach me. 

26. Wcll-knowTi brand names arc very important to me. 

27. I always shop where il saves me lime. 

2S. I prefer to buy 'China-made products" lo products made 
by other countries. 

29. I always like shopping at department stores such as Dillards 
or J.C. Penney. 

30. 1 like talking with salespe*)plc. 

31.1 like shopping at srr^ll specialty stores (the Gap. 
Limited, etc.) more than sh "pping at large department stores. 

32. I enjoy browsing through catalogs. 

33. Shopping is always a woman's job. 

34. I always read the advertisements for announcemenis of sales. 

35. I like going shopping by myself more than going with 
other people . 

36. 1 enjoy reading fa.shion magazines. 

37. I always slick to my shopping lisi when I go shopping. 

38. I try not lo buy 'China-made products" because they have an 
image of tower quality and lower price. 

39. I am somewhat confused about choosing the right clothes 
for me in the U.S.A. 

40. It*s hard to know whether a product is worth 
the marked price in the U.S.A. 

Sinnglv 
DlSerw 

5 

5 

5 

5 

5 

5 

5 

5 

5 

5 

[30] 

[35] 

5  [ 4 4 ]  
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Part 11. Please circle the number indicating; how much >ou ajjret or di'iapree with the Malement. 

IN-Bftueen 

1. I read the local newspaper vcr> often, 

2. 1 have mans close Amencan fncnd^ 

3 I always enjo> learning about (he Amencan culture 

4. I often go to the movtes. 

5. I give or attend dinner parties frequently. 

6. 1 often go skiing in the winter. 

7. I read the Wildcat every da\. 

8. I have many Amencan fncndj- who meet in one anoiher'b homi; 

9 I am very interesied in making fnends with Americans 

10. 1 often visit an art gallery and'or a museum 

11. I am very proud to be a Chinese. 

12. I tm planning to stay in the U.S.A. after completion of mv degree 

13. I always like to speak English. 

14. I watch T\' every night. 

15. 1 have intimate Amencan fnends with whom 
I can discuss all pnvate and personal problem.^ 

16 I spent a lot of time learning about cuneni events in the U.S.A 

17. I play sports such a5 basketball, tennis, or badrmnton ever\ week 

18. Chinese traditions arc ver>- important to me. 

19. 1 would rather Slav m the U.S. than go back to China 

20. I speak Chinese a5 much as possible. 

21. 1 listen to the radio for entertainment every day. 

22. 1 feci very comfortable mteracting with Amencan people 

23. I would rather go to an Amencan church than a Chinese church. 

24. 1 like (0 be strongly associated with Chine<^ tradition 

25. 1 would rather speak m English than speak in Chinese 

26. I watch TV news everv dav. 

ALTet 
StmngK 
Agree 

DlSagrtf 
StrnnL'K 
PISLTtt-

[ 2 0 '  

[30 :  
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27. I'd rather read books or magazines in En^ilish 
lhan m Chinese. 

28. 1 iislen to radio ne\fcs ever> das. 

29. I watch sports such as football or basketball on TV vers otten. 

30. I consider myself a ver>- traditional Chine«;c person. 

31. I often go to a concert or pla>. 

32. I travel a lot. 

33. It is difficult to under.'Jtand national ne%^s on TV. 

34. I engage in physical uorkout or ."^port.s e\er\ ueck. 

35. I havs no difficulties in understanding .Americans lhe> speak 

36. I spend a lot of lime visiting with Chinese fricnJ>« 

38. I have no trouble making mvself clear to Amencan-. 

39. I often go to sports events such a.s football or basketball games. 

Part 111. The following questions are fur siatistical purposes only. 

1. Are you currently a student? (I) yes. flf yc.s. uhat i> your major?_ 

2. You are (I) male 

3. Your age? 

4. Are you 

(2) no. [If no. are y<m currently working? 

_(2) female. 

5. How many years have you lived in the U.S. ? months. 

Altw 

(1) married? [ If mamed. how man\ children do you have?_ 
(2) single? 

Stn»ni»l\ 
Aifree 

_(i )yes 
_(2)no 1 

DlSaiirw 
$lron!*h 
DISijretr 

" 3 5 '  

[43]  

6. What is your monthly household income linciudinj.' your monthly wayes from WORK. ASSISTANTSHIP. anJ monc* from 
PARENTS and SPONSORS, NOT including luiiion waiver.)? 

_ 1 )  u n d e r  J 5 0 0  _  2 )  $ 5 0 1 - S I . 0 0 0  _  3 )  S l . O O l - S l . S O O  
_ 4) $1,501-2.000 _ 5) more than $2,000 

THASK VOV no MLCH FOR YOLR ASSISTA\CE. 
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