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Overview

The United States is becoming more multicultural, with a grow-
ing presence of immigrants from Latin America and Asia in par-
ticular. An imminent shift is expected from a society dominated
by Anglo Americans and rooted in Western culture to a world
society characterized by three large ethnic groups: African Amer-
icans, Hispanic Americans, and Asian Americans. During the
1980s the number of African Americans increased 13.2% to a
total of 30 million, Hispanic Americans grew 53% to 22.4 mil-
lion, and Asian Americans increased 108% to 7.3 million. In con-
trast, the number of non-Hispanic American Whites grew just
4.4% to 188.1 million. The white majority will continue its rel-
ative decline, and it has been predicted that as early as 2060, no
ethnic majority will exist in the U.S. (Dunn. 1992).

Consequently, retailers have been increasingly attracted to
these three ethnic groups, which provide viable and profitable
niches with a total retail purchasing power of more than $250
billion a year (Dunn, 1992; Henricks, 1992). In his report on
marketing to minorities, Henricks illustrated several benefits of
ethnic marketing: (a) about one in five shoppers at regional malls,
including those in the suburbs, is a member of a minority group;
(b) African Americans make more shopping trips than any other
consumers; (c) Hispanic Americans, at $50.42 per store visit,
outspend all groups, including Anglo Americans at $44.10 per
visit; and (d) Asian Americans are more affluent than any other
ethnic group, including Anglo Americans.
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= Review of Literature

From the consumer behavior perspective, consumption has been largely
understood as a cultural phenomenon because behavioral patterns and
characteristics of a particular culture are often expressed through con-
sumption of material objects such as dress, food, and housing (Royce,
1982). A survey of recently published articles indicated that the study of
ethnicity related to consumption behavior has begun to receive more at-
tention from researchers. However, only a few researchers have actually
provided empirical support demonstrating the impact of ethnicity on
buying behavior. In addition, the majority of these studies have focused
on African American and Hispanic consumers rather than on Asian
Americans, who constitute the fastest growing minority in the U.S. (De-
lener & Neelankavil, 1990). Perhaps more critically, their findings often
conflict (see Table 1).

Researchers have postulated that subcultures, while sharing the val-
ues and norms of the dominant culture, express certain significant
differences of their own, which may warrant differential marketing ef-
forts (Kim, Laroche, & Joy, 1990). Fisher (1993) stressed a tremendous
amount of diversity among the major ethnic consumer groups and urged
marketers to treat different ethnic consumer groups as distinct segments
instead of broadly grouping them.

Besides the differences among ethnic consumer groups, evidence
also exists of differences within ethnic groups regarding acculturation to
the host country. This leads us to speculate that the strength of ethnic
identification is an important variable in studying the shopping patterns
of ethnic consumer groups in the U.S.

This study was organized to serve a threefold purpose: (a) to high-
light the growing importance of ethnic consumer groups to the American
shopping center industry, (b) to identify and compare each ethnic con-
sumer group’s shopping patterns, and (c) to contribute to niche market-
ing strategies by providing a framework within which ethnic consumer
groups may be better understood and targeted by retailing practitioners.

Major Ethnic Consumer Markets

The explosive growth of ethnic consumer markets makes it imperative to
reassess their economic importance. The three selected ethnic consumer
markets (African American, Hispanic American, and Asian American)
represent the most logical source of expansion and market share growth
opportunity for shopping center retailers. The rapid growth and rising
income of these consumer groups render lucrative markets, and further-
more, the geographic concentration of ethnic consumers provides rela-
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tively easy and effective access to marketers (Henricks, 1992). Given the
need for developing niche marketing strategies, it is useful to examine the
distinctive features of each minority group.

African Americans. African Americans represent the largest minority
group in the U.S., accounting for 12% of the total population, and their
number is expected to double over the next 60 years. In terms of birth
rate, the African American population is growing three times faster than
the Anglo American population. With half their population between the
ages of 18 and 34, African Americans are considerably younger than the
population as a whole and are heavily concentrated in urban areas
(Braun, 1991).

Furthermore, these consumers are increasingly prosperous. They
earn $262 billion a year, and the number of African American families
with annual incomes of $50,000 or more increased by 50% during the
1980s, growing to 1.6 million families (Miller, 1993). Spiegel found that
the average African American woman spends $1,100 a year on apparel
compared with the Caucasian woman’s $700 (Underwood, 1993).

Hispanic Americans. Hispanic Americans are the second largest minority
population in the U.S., and they could outnumber African Americans as
the largest minority group around the year 2010 (Delener & Neelankavil,
1990). Hispanics are highly concentrated geographically with about 60%
of them living in just three states: California, New York, and Texas (An-
dreasen, 1990). Webster (1992) stated that although Hispanics from
these regions are politically different from each other, they exhibit more
similarities than differences as a cultural group. Segal and Sosa (1983)
also noticed similarities of consumer attitudes and practices among all
Hispanic groups, such as close family ties, Roman catholic religion, Span-
ish language, and strong desire to preserve ethnic identity. The average
Hispanic household has four or more persons, which is above the national
average (Braun 1991). As Hispanics become more integrated into Amer-
ican culture, they hold higher status jobs and buy more and better goods
than before (Delener & Neelankavil, 1990). Hispanic buying power has
grown to $172 billion from $54.4 billion in 1980 (Webster, 1992).

Asian Americans. Asian Americans are the fastest growing population seg-
ment in the U.S., more than doubling over the past decade. The group
currently represents 3.3% of the total population, and that number is
expected to rise to 4.5% by 2000 and 6% by 2010. Today, nearly 40% of
all new immigration to the U.S. is from Asia (Lee & Um, 1992).

The average age of recent Asian American immigrants is lower than
that of the population as a whole, just 30 as compared with 36 for Anglo
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Americans, and they are better educated than the average American.
Delener and Neelankavil's (1990) study revealed that Asian American
adults (32%) are twice as likely as American adults (16%) to have a col-
lege degree. Accordingly, they have a greater degree of representation in
professional/managerial occupations. O’Hare (1990) projected that as
Asian Americans age into their peak earning years, businesses can expect
their already high incomes to increase further. Asian Americans tend to
cluster in a few geographic areas, with 75% now living in five states:
California, Hawaii, New York, Illinois, and Washington (Andreasen,
1990). They are highly urbanized, with 93% living in metropolitan areas.
Among these about half live in central cities and half in suburbs. This
contrasts with Anglo Americans, who are twice as likely to live in suburbs
as in central cities (O’Hare 1990).

In terms of household income, Asian Americans also take the lead
among all ethnic consumer groups in the U.S., with average annual
household incomes of approximately $37,300, which is higher than the
total population average. Their buying power is also high, with $38 bil-
lion spent on retail merchandise annually.

Despite their attractiveness as consumers, however, targeting Asian
Americans has not been easy, mainly because of the group’s cultural di-
versity in terms of language, custom, religion, and value system. Fost
(1990) suggested the way to win the loyalty of Asian Americans is to
segment them by nationality and not lump them together as a single
group. Miller (1993) found that nearly two-thirds of all Asian Americans
are foreign-born. Regardless of the country they came from or where they
live, most Asian Americans maintain their native tongue after immigrat-
ing to the U.S. Burton (1993) pointed to the Asians’ tendency to preserve
their own culture: “No matter how much they admire Western civiliza-
tion in their homeland, once they go abroad for good they tend to value
their own culture and heritage more” (p. 40).

Ethnic Identification

As a major assimilation process for immigrants, cultural assimilation (also
referred to as acculturation) involves changes in behavioral patterns in-
cluding language, food, and dress as well as in consumption patterns
including amount or types of products purchased (Wallendorf & Reilly,
1983). This acculturation process posits the assumption that varying lev-
els of ethnic identification within the same ethnic group may result in
fundamental consumption-related differences. For example, Deshpande
et al. (1986) reported that Hispanic subcultural identification has a sig-
nificant effect on consumption-related variables. Strong Hispanic Identi-
fiers were more brand loyal and more likely to buy prestige brands and
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brands advertised to their ethnic group than were Weak Hispanic Iden-
tifiers. Webster (1992) also saw a significant difference between Hispanics
who identify closely with their subculture and Hispanics who do not,
regarding various information search patterns, such as influence levels of
various media, reference groups, printed material, and store-related in-
formation sources.

Marketers have experienced greater difficulty tapping into the Asian
American market than into other ethnic markets because of the cultural
diversity among Asian American groups. Research on the effect of ethnic
identity on shopping behavior has been mainly limited to Hispanics and
is almost nonexistent for Asian American consumers. As Fouke (1991)
stated, Asians are characterized by generational differences. The first gen-
eration, representing a significant portion (70%) of today’s Asian Ameri-
cans, has arrived since 1970. Their children and grandchildren are in-
creasingly bridging the U.S. culture and their culture of origin, which
suggests the viability of studying their ethnic identity.

= Research Questions and Hypotheses

The current study compared and contrasted the shopping patterns of six
major ethnic consumer groups in the U.S.: Anglo Americans, African
Americans, Hispanic Americans, and Asian Americans (Chinese, Japa-
nese, and Koreans). This study also investigated the effects of ethnic iden-
tity on the shopping patterns of U.S. immigrants by focusing on Hispan-
ics and Asians.

More specifically, the following null hypotheses were developed:

1. There is no difference in shopping patterns among the six consumer
groups regarding (a) information source, (b) store patronage, (c)
store attribute preference, and (d) shopping orientation.

2. There is no difference in shopping patterns (a) between Strong and
Weak Ethnic Hispanic Americans, and (b) between Strong and
Weak Ethnic Asian Americans (Chinese, Japanese, and Koreans).

= Methodology
Sample

The sample for this study consisted of four ethnic groups in the United
States: Anglo Americans, African Americans, Hispanic Americans, and
Asian Americans. For Asian Americans, three of the five largest Asian
population groups - Chinese Americans (first), Japanese Americans
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(third), and Korean Americans (fifth) - were used. Filipino (second) and
Asian Indian (fourth) were not chosen owing to their long-standing ties
with Western culture and common use of English in their home country.

The survey was implemented in three large cities (Los Angeles, New
York, and Chicago) where ethnic groups are highly concentrated. A resi-
dential mailing list of 5,000 names was purchased from a leading mar-
keting firm with the following breakdown: 900 Anglo Americans which
are selected from the geographic areas within each city known to include
less than 25% African Americans in its population, 900 African Ameri-
cans from the areas that include more than 75% African Americans, 800
Hispanic Americans, 800 Chinese Americans, 800 Japanese Americans,
and 800 Korean Americans. Last names were used to identify ethnicity
for Hispanic and Asian Americans.

Instrument and Data Collection

There were two sets of major variables in the study: shopping patterns
and ethnicity. A total of four major variables comprised the shopping
pattern scale: information source, store patronage behavior, store attri-
bute importance, and shopping orientation. The information source mea-
sure was adapted from Webster (1992), and the shopping orientation
measure was drawn from several studies (Bloch, Ridgway, & Dawson,
1994; Kwon, Paek, & Arzeni, 1991; Reynolds, 1974; Wells & Tigert,
1971; Westbrook & Black, 1985). Information source, store patronage,
and store attribute preferences were measured for two product categories
that represent frequently purchased product classes in shopping malls:
social clothes and small electronics (e.g., cameras, radios, telephones, an-
swering machines, and VCRs).

For Hispanic and Asian American respondents, the ethnicity mea-
sure, adapted from Lee and Um (1992), was also included in the ques-
tionnaire. Specific variables consisted of (a) the amount of time respon-
dents spend on American television, radio, and newspapers; (b) language
used at home, at work, and among friends; and (c) length of stay in the
U.S. The last section of the questionnaire solicited demographic infor-
mation: sex, age, marital status, household income, education, occupa-
tion, race, and household size.

For surveying Hispanics and Asians, two sets of the questionnaires
were developed: an English version and a native language version. Trans-
lation and back-translation techniques were used to ensure the equiva-
lence of the two instruments. The native language questionnaire was con-
currently developed with the English. A bilingual expert first translated
the questionnaire from English to the native language. Next, a second
bilingual expert back-translated the native language version into English
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(with no previous exposure to the original English version) until the ver-
sions in both languages were judged to be the same by a third bilingual
expert. In this way, any problems with language equivalency could be
identified and resolved. The questionnaire was pretested with Anglo
American, African American, Hispanic, Chinese, Japanese, and Korean
college students. Minor modifications were made on wordings for clari-
fication.

In terms of its actual implementation, a two-stage follow-up pro-
cedure was adopted to increase the response rate: (a) one week after the
questionnaire was mailed, a postcard reminder was sent to everyone,
serving as both a “thank you” for those who had responded and a friendly
and courteous reminder for those who had not; and (b) two weeks later
a letter and replacement questionnaire were sent to nonrespondents,
nearly the same in appearance as the original mailout but with a shorter
cover letter informing nonrespondents that their questionnaire had not
been received. The usable response rate for the entire sample was 16.8%,
with each ethnic group showing the following response rate: Anglo
Americans (10%), African Americans (17.2%), Hispanics (14.3%),
Chinese (17.9%), Japanese (22.8%), and Koreans (19.5%).

= Data Analyses

For the purpose of item reduction, factor analysis was run with a varimax
rotation on a total of 25 shopping orientation items (see Table 2). After
eliminating items that showed low loadings (<< .40) or cross loadings, six
factors were generated with reliabilities above the moderate level (> .60):
Economic Shoppers (e.g., “I shop around till I find a real bargain”), Credit
Card Users (e.g., “1 buy many things with a credit and/or charge card™),
Local Store Loyals (e.g., “Local stores offer good quality for the price”),
Innovative Shoppers (e.g., “I like to try new and different products”), Mall
‘Shoppers (e.g., “I enjoy going to big shopping malls.”), and Shopping
Enchanted (e.g., “1 often go shopping for enjoyment even if I don’t plan
on buying anything.”).

For the ethnicity measure, the score for each variable had to be
standardized first because various questions were asked using different
units of measurement. These standardized scores were then given equal
weighting and summed together to form a composite score of ethnicity
for each individual. Then, the median ethnicity score was used as a cutoff
point to divide one ethnic consumer group into two groups. Those with
scores the same as or above the median were classified as “Strong,”
whereas those with scores below the median were classified as “Weak,”
on level of ethnicity strength.



74 W JOURNAL OF SHOPPING CENTER RESEARCH

TABLE 2. SHOPPING ORIENTATION: RESULT OF FACTOR
ANALYSIS

Rotated

Factor Items Factor Loading «
Economic Shoppers 72
I shop around until I find a real bargain. .80

I often shop for “special sales.” 77

[ wait till there is an advertised sale before going to shop. 76

Credit Card Users 72
[ buy many things with a credit or charge card. .87

It is convenient to have credit cards. .84

Local Store Loyals .68
Local stores offer good selections. 78

Local stores offer good quality for the price. a7

Innovative Shoppers .66
I often try new brands before my friends and neighbors do. 69

I like to try new and different products. .68

Mall Shoppers .62
Shopping malls are the best place to shop. 74

1 enjoy going to big shops)ing malls. 74

Shopping is not a good place to find out what's new. .69

Shopping Enchanted .60
I enjoy browsing in stores. .68

I often go shopping for enjoyment even if I don't plan on .63

buying anything.
Shopping is not a pleasant activity for me. .54

‘Recoded in the analysis.

Throughout the analyses, two demographic variables, education and
household income, were employed as covariates because previous re-
searchers have cautioned that findings of subcultural differences can be
caused by noncultural factors such as economic well-being (Faber,
O’Guinn, & McCarty, 1987). Statistically significant differences among
ethnic groups could then be interpreted as meaningful and not simply
the results of educational or household income differences among sub-
cultural groups.

To test hypotheses, Multivariate Analyses of Covariance (MAN-
COVA) were employed to investigate the differences among the six ethnic
consumer groups. Responses on two product categories were analyzed
separately with their respective shopping pattern variables serving as de-
pendent measures.

= Testing of Hypothesis 1

Hypothesis 1 was used to determine if there is any difference in shopping
patterns among the six ethnic consumer groups regarding information
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source, store patronage, store attribute importance, and shopping orien-
tation. The results of the MANCOVA are presented in Tables 3 through
6.

Information Source. Table 3 shows the results of MANCOVA tests regarding
ethnic group differences in use of various information sources (advertis-
ing, store-related sources, and reference group). All three types of infor-
mation sources for both product categories revealed significant dif-
ferences among the six groups in a multivariate analysis. However,
univariate analyses revealed further details - newspaper, store display,
and coworker did not influence to any significant degree the purchasing
patterns for either category of products. In purchasing social clothes, His-
panics were most likely to be influenced by TV and radio advertising and
African Americans were mostly likely to be influenced by salesperson’s
advice and friends. Chinese relied heavily on TV advertising and family/
relatives compared to other ethnic groups.

For purchases of small electronics, newspaper, radio ads, store dis-
play, and coworkers were sources of information which were used to
similar extents by all of the subjects in purchasing small electronics, not
showing any statistically significant difference. TV advertising, salesper-
son’s advice, family/relative, and friend were used to significantly differ-
ent extents among the six groups.

TV advertising was most preferred by Koreans compared to other
ethnic groups in purchasing of this product category. Family/relatives
were the most important information source to Chinese, and African
Americans and Anglo Americans were most likely to rely on friends. In
addition, Anglo Americans were most likely rely on salesperson’s advice,
followed by African Americans and Chinese.

Store Patronage. Effects of ethnic groups on store patronage were apparent
for purchasing both social clothes and small electronics (see Table 4). In
purchasing social clothing, department stores were most frequented by
Chinese compared to other ethnic groups; specialty stores and off-price
stores, Koreans; and catalogs, African Americans. In purchasing small
electronics, department stores were most frequented by Hispanics; spe-
cialty stores, Chinese and Koreans; catalogs, Koreans.

Store Attribute Importance. The six ethnic groups differed significantly on
their evaluations of whether various store attributes were important in
their purchases in the two product categories (Table 5). In purchasing
social clothes, return/exchange was significantly more important to Ko-
reans compared to other ethnic groups; helpful sales personnel, wide
product selection, well-known brands, and well-known company to His-
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panics. Up-to-date items, attractive display and well-known company
were most important to African Americans.

In purchasing small electronics, the store attributes considered most
important by Koreans were return/exchange. African Americans were
more likely to view attractive display as an important attribute than other
ethnic groups; Japanese, wide product selection; Hispanic Americans,
well-known company.

Shopping Orientation. The six ethnic groups again differed significantly
along all of the six shopping orientation factors (see Table 6). Three of
the six factors, Economic Shoppers, Mall Shoppers, and Credit Card
Users, showed the highest scores among Chinese compared to other eth-
nic groups. On the other hand, Shopping Enchanted factor yielded the
highest score by Hispanic Americans; Innovative Shoppers by African
Americans; Local Store Loyals by Anglo Americans.

= Testing of Hypothesis 2

Hypothesis 2 states that there is no difference in shopping patterns (a)
between Strong and Weak Ethnic Hispanic Americans, and (b) between
Strong and Weak Ethnic Asian Americans (Chinese, Japanese, and Ko-
reans). Table 7 demonstrates the differences among ethnic groups in their
shopping patterns as they relate to the strength of ethnicity. In general,
Japanese and Chinese displayed more significant differences in their
shopping patterns depending on the strength of ethnicity. However, ef-
fects of ethnic strength on shopping patterns were much less obvious for
Hispanics and Koreans. In fact, Koreans showed significant differences
between Strong Ethnic group and Weak Ethnic group in only three of the
shopping pattern variables.

Weak Ethnic Hispanic Americans tended to be more influenced by
salesperson’s advice for purchasing social clothes. Strong Ethnic Hispan-
ics viewed easy parking to be more important and tended to shop more
at off-price stores. Weak Ethnic Hispanic Americans tended to be more
innovative shoppers and Strong Ethnic Hispanic Americans tended to be
have more positive attitudes toward local stores.

Strong and Weak Ethnic Chinese did not differ regarding their use
of information source. In terms of store patronage, Weak Ethnic Chinese
purchased social clothes more frequently in specialty stores. Weak Ethnic
Chinese put more importance on several store attributes compared to
Strong Ethnic Chinese: (a) wide product selection, carrying up-to-date
items, and well-known company in purchasing social clothes; and (b)
wide product selection and well-known company for the purchase of
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small electronics. Weak Ethnic Chinese were also more favorable toward
credit card use and more enchanted with shopping in general.

In purchasing social clothes, Strong Ethnic Japanese, compared with
Weak Ethnic Japanese, were more influenced by store display, but less
influenced by TV advertising and radio commercials. For the purchase of
small electronics, Weak Ethnic Japanese relied greatly on radio commer-
cials and family/relatives, but less on store display. Weak Ethnic Japanese
purchased more social clothes in department stores. Weak Ethnic Japa-
nese attached greater importance to store attributes such as return/ex-
change, well-known brands, up-to-date items, and well-known company
in purchasing social clothes. They also considered well-known brands
important in purchasing small electronics. Weak Ethnic Japanese showed
greater orientation toward innovative shopping and local store loyalty.

» Conclusion and Managerial Implications

The current study addresses important but so far largely overlooked is-
sues in consumer research: differences in the shopping patterns of the
nation’s increasingly large and influential major ethnic consumer groups
and the mediating effects of strength of ethnic identification. The findings
indicate a need for an empirical study investigating shopping pattern dif-
ferences not only between consumers of different ethnicities but also
among members of the same ethnic group, according to strength of ethnic
identity. They also suggest unmistakably the critical need for marketing
strategies specifically devised for each group. In particular, the findings
suggest the following marketing implications for members of each ethnic
market.

Anglo Americans: Members of this group are Local Store Loyals. Lo-
cal stores should target their local Anglo consumers (in particular, from
among all ethnic groups) by providing the right products through the
right sales promotional tools. These consumers rely on friends’ recom-
mendations to purchase social clothes and on friends’ suggestions and
salespeople’s advice for small electronics. Thus, word-of-mouth advertis-
ing might be critical in reaching this segment.

African Americans: These consumers are Innovative Shoppers and
Shopping Enchanted. In purchasing social clothes and small electronics,
they obtain purchase information most frequently from salespeople’s ad-
vice and from friends; they also use catalogs the most and perceive at-
tractive displays and well-known companies as most important. For so-
cial clothes, providing up-to-date items is very important. Large catalog
retailers could design attractive displays and layouts depicting fashion
items. Word-of-mouth advertising also seems to be important to this seg-
ment.



86 W JOURNAL OF SHOPPING CENTER RESEARCH

Hispanic Americans: These persons are Mall Shoppers and Shopping
Enchanted. As such, they might be an important target segment for the
recent incorporation of entertainment in shopping malls. In purchasing
social clothes, sales personnel, wide selection, well-known brands, and
well-known companies are important; a well-known company is also an
important consideration in purchasing small electronics. Because they
prefer to buy these two types of products in a department store, large
department stores could hire ethnic marketing specialists to better serve
their needs. Hispanics appear to respond best to television and radio ad-
vertisements in purchasing social clothes: these preferences may be re-
lated to the availability of Hispanic television and radio stations. These
are potentially attractive sources of advertising for retailers selling na-
tional brands.

Chinese Americans: These consumers are Economic Shoppers, Credit
Card Users, and Mall Shoppers. Sales promotion stressing low prices and
credit card service may be effective. Shopping mall attractions targeting
Chinese may also warrant consideration. Chinese tend to place a high
emphasis on the family in marking purchase decisions: thus, both En-
glish- and Chinese-language television advertising targeting them as con-
sumers (they depend on television especially for the purchase of social
clothes) might try to emphasize shopping as a family rather than individ-
ual activity.

Japanese Americans: Members of this group are Credit Card Users.
Retailers should target Japanese by offering improved credit card service.
A wide selection of products is also very important to this segment. Over-
all, Japanese Americans exhibit the least number of shopping patterns
differing significantly from members of other ethnic groups.

Korean Americans: These consumers tend to rely on television for
information on purchase of small electronics, and advertising on Korean
TV stations might yield significant results though Korean Americans still
constitute a relatively small ethnic market. They prefer also to buy both
social clothes and small electronics in specialty stores. Off-price stores
are frequently used for purchasing social clothes, and catalogs to buy
small electronics. The most important customer service feature for this
group appears to be convenience in return and exchange of goods.

Significant shopping pattern differences exist not only among the
six ethnic groups but also within the same immigrant consumer groups
according to strength of ethnic identification. However, relative ethnic
strength does not always result in differential shopping patterns within
an ethnic consumer group. Among Japanese and Chinese Americans,
there were shopping pattern differences between those who exhibited
strong ethnicity and those who did not. But strength of ethnicity was not
a critical discriminating factor in explaining different shopping patterns
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among Hispanic or Korean Americans. Retailers should tailor their mar-
keting strategies and tactics accordingly.

Because the current findings on Hispanic American consumers
somewhat contradict previous findings (Deshpande, Hoyer, & Donthu,
1986; Webster, 1992), there may be a need for closer examination of
whether shopping patterns differ within ethnic groups according to
strength of ethnic identification. Specifically, further research is war-
ranted on whether Hispanic Americans differ by national origin (e.g.,
Mexico, Puerto Rico, Cuba, or “other” countries).

‘Among the most important findings of this study, perhaps, is that
Asian Americans constitute distinct markets according to their nationali-
ties. Hence, marketers targeting Asian American consumers should con-
sider the heterogeneity included within this broad category. Again, more
specific study of how strength of ethnic identification affects Asian Amer-
ican consumer shopping behavior is needed.
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