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«4Cs» Ky/IbTypPHOI Pi3HOMaHITHOCTI
y BUBYEHHI CMOXXUBAYiB:
oraap AiTepaTypum i 4oc/igKeHb

/1. leaHos
€sponelicbkuli yHisepcumem BiadpuHa,
®pankpypm-Ha-Odepi, HimeyyuHa

CTaTTiO  MPUCBAYEHO  XapaKTepUCTULi PO/l Ky/AbTypHOI
Pi3HOMaHITHOCTI y BUBYEHHI cnouBaya. Temy 6y/10 40C/ligKeHO 3a
AO0MOMOrot0 HeeMMipu4yHOro MigXxoay Ha OCHOBI AAHUX HAyKOBMX
cTaTTel, ony6/iKoBaHUX y 2011-2015 Pp. Y }KYpHa/sax 3 peUTUHI oM
Big A + 40 C. Y HayKOBY CUCTEMATU3ALLII0 BK/KOYEHO 4 acnekTu («4
Cs»): cnoskusui BigminHocTi (Consumer differences), xapaxrep
cnoskumBanHaA (Consumption practices), piBeHb CKAaAHOCTI B ranysi
HaykoBux gocsigskerb (Complexity in research), a Takox nopagu
AR MPaKTUYHOrO 3acTOCYyBaHHA B KOMYHiKaLii 3i cnoxusayamu
(Communication advice for practitioners). BusBneHo gBa OCHOBHI
HanpAMKM, B AKUX PO3BMBA/NNCA AOC/NIANKEHHA 3 AaHOi TeMu.
lMepLue 3 HUX KOHLEHTPYETLCA Ha IHAMBIAAX, AKI HaneXaTb A0 ABOX
pi3HMX Ky/bTYp (BHAC/iAOK HapoaskeHHsa abo immirpayii). Apyruit
HanpAMOK A0CAIAXKYE CTaB/IHHA A0 Ky/bTYPHOI Pi3HOMAHITHOCTI
LW/AXOM GOPMYBAHHSA KY/IbTYPHOT ig€HTUYHOCTI.

Bak/MBMM pe3y/IbTaTOM y MeXax MepLIOro HanpAMKY AO0C/igXeHb
6y/10 BUAB/IEHHA BM/MBY KY/IbTYPHOI KOMMETEeHLii Ha po3mnogia
po/eii MpUMHATTA pilleHb: iHAMBIAM, LIO HanexaTb A0 ABOX
Ky/IbTyp, Oi/blIO0 MIpOIO  CXW/bHI  CMOXMBATKU  PiZHOMaHITHI
npoayKTW. KpiMm TOro, BOHM TMO3UTMBHO pearylTb AK Ha
iHAMBIAYa/IbHI, TaK | HA MiXXOCOOUCTICHI peKk/1amHi NOBiAOM/EHHA.
[lpyrvit HanpAMOK BUWABMB BM/MB KY/IbTYPHOI ig4€HTUYHOCTI Ha
noBeAiHKy CrnoxuBadiB. Ky/bTypHa igeHTU4eHicTb Moxe 6yTn
BM3HAYeHa AK MPOTUCTAB/I€HHA HaALiOHA/ZIbHOT MPUHANEXHOCTI
rnobasbHin, NpOTUCTaB/IEHHA /ZIOKA/IbHOT ~ MPUHA/EXKHOCTI
r7106abHi abo po3rAAHyTa 3 NO3KLLi KOCMOMOAITU3MY.

Kawouvoei  cnosa:  Ky/bTypHa  pPi3HOMAHITHICTb;
{A€HTUYHICTb;  MY/IbTUKY/bTYpani3M;  MoBeAiHKa
AOC/iAXKEHHA CMIOXKMBaYiB; OpeH/-MeHeAKMeHT.

KY/IbTYpHa
CrOXKMBaYiB;

VO

«4Cs» Ky/IbTYpHOro pasHoobpasus
B M3y4yeHuu notpebureneii:
0630p /MTepaTypbl U UCCEA0BAHUIA

/1. UeaHos
Esponelickuli yHusepcumem BuadpuHa,
®paHkpypm-Ha-Odepe, FepmarHus

CTaTbA NOCBALLEHA PO/IM KY/IbTYPHOrO pasHOObpasuA B U3y4eHWUn
notpebutensa. Sta Tema Oblia UcCiegoBaHa C  MOMOLLbBIO
HEe3MMUPUYECKOro MOAX0Aa Ha OCHOBE AaHHbIX Hay4HbIX CTaTel,
ony6/IMKOBaHHbIX B 2011-2015 IT. B XYPHa/ax C PeWTUHroM OT A+
40 C. B Hay4HyI0 cMCTeMaTu3aumio 6bln BRAOYEHb! 4 acnekTa («4
Cs»):  notpebutenbckue pasamuma  (Consumer differences),
xapaktep noTtpebneHua (Consumption practices), ypoBeHb
C/IOKHOCTU B 06/1aCTH HayuHbIX mcciegoBanuit (Complexity in
research), a TakXe COBETbl A/A MPAKTUYECKOTO MPUMEHEHUA B
KOMMYHUKaumu ¢ notpebutenamu (Communication advice for
practitioners). Bbin BbiABAEHbI A4Ba OCHOBHbIX Hanpas/eHWs, B
KOTOPbIX pa3BMBa/IMCb UCC/1IE40BAHMA MO AaHHOM Teme. MepBoe 13
HMX KOHLIEHTPUPYeTCA Ha MHAMBUARAX, MPUHAA/EXalMX K ABYM
Pas/MyHbIM Ky/IbTypam (BCIEACTBUE POXKAEHWA UK UMMUIPALK).
BTopoe HarpaB/ieHue WccaeayeT OTHOLUEHUE K Ky/IbTypHOMY
pasHoo6pasuto nyTem GOpMMUPOBaHUA Ky/IbTYPHOU MAEHTUYHOCTH.
BaxHbIM  pesy/bTaTOM B pamMKax MepBOro  HarpaB/IeHUA
UCC/eq0BaHnit  OblI0O  BbIAB/IEHUE  B/AWAHUA  KY/IbTYPHOM
KOMMeTEHLUMM Ha pacrnpegesieHue po/ieil MPUHATUA peLLeHuit:
WHAMBUABI, TPUHAA/AExKalMe K ABYM Ky/bTypam, B 6o/blueit
CTerneHu CK/I0HHbI NOTPeb/1ATL pasHoobpasHble NpoayKThl. Kpome
TOrO, OHY MO/IOXKUTE/IbHO PearMpytoT Kak Ha MHAMBUAYa/IbHbIE, TaK
M M@X/IMYHOCTHbIE PEeK/IaMHble COOBLLEHUA.

Bropoe  HampaBseHMe  BbIABWIO  B/MAHWE  KY/IbTYpHOW
WAEHTUYHOCTM Ha roBegeHue rnoTpebuteneit. KyabTypHasa
UA,EHTUYHOCTD MoKeT ObITb onpegeseHa KaK
NpoOTMBOMNOCTaB/IEHNE HaLMOHA/IbHOM  MPUHAA/IEKHOCTH
r7106a/1bHOW, MPOTUBONOCTaB/IEHME /I0KA/IbHOM MPUHAA/IEXKHOCTH
r/106a/1bHO UM PaCcCMOTPEHa C MO3MLMKM KOCMOMO/UTU3MA.

Kawuesble cn08a: Ky/bTypHOe pasHoobpasue;  Ky/bTypHas
WAEHTUYHOCTD; MY/IbTUKY/IbTYPa/IM3M; NoBedeHne notpebureneis;
ucc/ea0BaHuA NoTpebuteneil; bpeHa-MeHeAKMeHT.
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Introduction

diverse, the number of people who can be described as

multiculturals or biculturals relative to monoculturals is
increasing (Lau-Gesk, 2013) [1]. Cultural diversity creates both
opportunities and challenges for marketers. For instance, global
and local brands and related products are in severe competition in
diverse environments (Tu, Khare, & Zhang, 2012) [2]. In the present
paper, an overview of studies related to cultural diversity is
provided. The paper explores the topic trough the themes of
consumer differences, their implication for consumption
practices, complexity in research, and communication advice for
practitioners. The four lenses form the four C’s of cultural
diversity in consumer research as argued in the present paper.
The first section provides important definitions. A critical
overview of relevant studies follows in the consequent sections.
The concluding section provides a summary and discusses
limitations of the assessed literature. It also offers ideas for
further research.

: s countries and businesses are becoming more culturally

Definitions

the concept of culture. According to (Woodside, & Zhang,

2013) [3], more than 200 definitions of culture exist. The two
scholars define culture as «conjunctive concept that implies that
each nation, society, or group has a unique combination of shared
values, attitudes, beliefs, practices, and use of language that
identifies its members from members of other cultures»
(Woodside, & Zhang, 2013) [3, p. 264].

: n order to define cultural diversity, one needs to explore first

Kipnis et al. (2012) [4, p. 427] define culturally diverse environments
as «societies where multiple cultures co-exist». The emphasis is on
the co-existence of sub-cultures in a society. As an opposite to
cultural diversity is regarded the concept of a «monoculture».

Research should go, however, beyond this simple differentiation
that according to Kipnis et al. (2012) [4] loses importance and does
not effectively captures the complexity of cultural affinities within
groups. Cultural diversity, thus, contains highly contested
meanings. Consumers interconnect those meanings and
accommodate them in the process of construction of their own
identities (Russell, Schau, & Crockett, 2013) [5, 2013].

Methodology

was performed. After a keyword search in the EBSCO and

the ScienceDirect journal databases, a total of 37 articles was
obtained. The search terms included «cultural diversity» and
related constructs  such  as «cultural openness»,
«cosmopolitanism», «world-mindedness», «consumer
ethnocentrism», «consumer animosity», and «consumer racism»
(Gammoh et al., 2011; Kipnis et al., 2012; Bartikowski and Walsh,
2015) [6; 4; 7]. After assessing the relevance of the articles, a total
of 7 empirical papers, published in the period 2011-2015 in A+ to C
ranked journals (according to the VHB-JOURQUAL ranking), were
selected for further thorough evaluation. Each paper was
systematically reviewed. Afterwards it was decided whether it
relates to the concept of cultural diversity in consumer research.
Prior research revealed a pattern of key themes. In particular, four
topics emerged that reflect the scope of research on cultural
diversity in  consumer studies: Consumer differences,
Consumption  practices, Complexity in research, and
Communication advice for practitioners — the 4Cs. Two distinctive
streams of research on the topic were identified. The first one
concentrates on biculturals by birth or by migration and the
second one investigates attitudes towards cultural diversity
trough identity formation. The following sections elaborate on
each of the 4Cs themes, as inferred from past research, and
combine them in a research framework (Table 1).

: n order to explore the research question, a literature analysis

Table 1

The 4Cs of cultural diversity in consumer research

Consumer

Article Consumption practices

differences

Complexity in Communication
research advice

migrant vs.

(Cross, & Gilly, 2014) [9] monocultural

Cultural competence impacts the
allocation of decision making roles. | interviews

Considering cultural
Survey and in-depth competency when
deciding on a selling
strategy

. bicultural vs. Biculturals are more willing to . .
(Cross, & Gilly, 2013) [8] . g In-depth interviews
monocultural consume diverse products.
migrant vs.

(Kipnis, Emontspool, & monocultural;
Broderick, 2012) [4] cultural
orientations

Consumers differentiate between
foreign and global culture and
consume accordingly.

In-depth interviews
and accompanied
shopping trips

Using the framework
for segmentation and
communication

bicultural vs.

(Lau-Gesk, 2013) [1] monocultural

Biculturals react positively toward
both individually or interpersonally Experiment
focused advertising appeals.

(Bartikowski, & Walsh, 2015) national vs.
[7] global identity

Cultural identity orientation
informs consumer behavior.

Using UDO when
tailoring
communication
efforts

Survey

(Tu, Khare, & Zhang, 2012) [2] local vs. global

Cultural identity informs consumer Surveys and

Using the local-global
identity scale for

identity behavior. experiment segmentation and
positioning
high vs. low Consumers prefer global consumer .
(Gammoh, Koh, & Okoroafo, belief in global culture positioning (GCCP) Experiment gg;:%ﬂszarlﬁGECOPnfor
2011) [6] citizenship compared to LCCP. The effect is P g

(BGCQ) moderated by BGC.

BGC
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Results
Consumer differences

research differentiate between two groups of consumers:

biculturals vs. monoculturals. Biculturals in these studies are
either migrants, who tend to develop predisposition towards
both their country of origin and the country they migrated to, or
the offspring of migrants and mainstream monoculturals, who are
bicultural by birth (Cross, & Gilly, 2013) [8].

: s previously mentioned, scholars from the first stream of

According to demographics data in the USA, there is a
considerable increase of the count of binational households. This
phenomenon and its implications for marketers, however, are
underinvestigated (Cross, & Gilly, 2014) [9]. Cross, & Gilly (2014) [9]
claim for the importance of the household as a decision-making
and consumption unit. The two scholars criticize prior literature
for regarding the household as an entirely culturally
homogeneous unit with regard to its composition. The authors
further claim that past research in household decision making was
narrowly focused on the influence of gender. Cross, & Gilly, (2014)
[9] investigate cultural diversity within bi-national households in
the USA. In the research, one of the partners is migrant to the
country and the other partner is born and raised in the USA.

Cross, & Gilly (2013) [8] compare multicultural consumers with
mainstream consumers. In particular, the two scholars investigate
the effect of biculturalism on decision making and food
consumption patterns among bicultural from birth children. The
authors define bicultural consumers as «immigrants, the children
of immigrants, members of ethnic minorities, long-term
expatriates, globally mobile individuals, bilinguals and the children
of binational families» (Woodside, & Zhang, 2013) [3, p. 60].
According to the authors, bicultural children struggle to
incorporate two distinctive views in their consumption behavior.
These are related to either the world of their diverse parents and
the society they live in.

Kipnis et al. (2012) [4] conceptualize a Typology of Consumer
Cultural Orientations as framework for ethnic consumption.
According to the authors, both mainstream and migrant
consumers can cultivate local, global and foreign cultures
affinities through direct (for example - travel) and indirect (for
example — media) experiences. These affinities impact consumers’
consumption of products connected to the affinity culture. Kipnis
et al. (2012) [4, p. 428] define local culture as «ways of life and
systems of values, beliefs and symbols considered originating
from, unique to and mainstream in the country of residence»,
global culture - «a homogenic set of values, beliefs, lifestyle and
symbols shared in a unified manner by individuals across
countries», and foreign culture — «system of values, beliefs and
symbols that comes from a definable cultural source(s) (country
or cultural group) and is different from local culture». In addition,
combinations between all of the three orientations are possible
enabling the existence of bi- and multicultural orientations for
consumers irrespective of their ethnic belonging. Kipnis et al.
(2012) [4] argue for the existence of four additional orientations —
local-global, local-foreign, global-foreign, and full integration.
Global-foreign oriented consumers employ both foreign and
global cultures simultaneously but not interchangeably.
Conversely, local-foreign orientation implies openness to outside
cultures, but distancing from global culture (Kipnis et al., 2012) [4].

Lau-Gesk (2003) [1] investigate the impact of individually or
interpersonally focused advertising appeals on biculturals and
monoculturals. In the research, biculturals are defined as
individuals «with equally developed East Asian and Western
cultural dispositions» (Lau-Gesk, 2003) [1, p.301]. Individuals
impacted by the East Asian culture are reported to develop a
highly accessible interdependent cultural self, whereas individuals
influenced by Western culture are shown to develop highly
accessible independent cultural self. The more accessible cultural
predisposition «dominates the way individuals think, feel, and are

OO0

motivated» (Lau-Gesk, 2003) [1, p. 302]. Biculturals are expected to
have two equally accessible in memory cultural predispositions.

The second stream of research investigates attitudes towards
cultural diversity trough identity formation. The study of
Bartikowski, & Walsh (2015) [7] belongs to that category. The two
authors explore effect of consumers’ national and global
identities on purchase behavior. In particular, they are interested
in consumers’ unwillingness to buy foreign products in place of
domestic alternatives. In the model, national identity is connected
to the concept of ethnic identity and, thus, to local or regional
affiliation.

Global identity has a connection with individuals’ self-
categorization to a global cultures and its related meanings and
practices. The authors further use the three-dimensional concept
of consumers’ universal-diverse orientation (UDO) as a mediator
of the relationship between consumers’ identity orientation and
the reluctance to purchase foreign products. The three UDO
dimensions are diversity of contact, relativistic appreciation, and
discomfort with differences.

Consumers tend to develop predisposition towards local and
global products. Tu et al. (2012) [2] develop and test an 8-item
scale for measuring consumers’ local-global identity. Local identity
is defined as when «consumers have faith in and respect for local
traditions and customs, recognize the uniqueness of local
communities, and are interested in local events» (Tu et al., 2012)
[2, p- 36]. Global identity is defined as when «consumers believe in
the positive effects of globalization, recognize the commonalities
rather than dissimilarities among people around the world, and
are interested in global events» (Tu et al., 2012) [2, p. 36]. The
authors test the scale against and prove it is distinct from the
related constructs of consumer ethnocentrism, nationalism, and
global consumption orientation.

Gammoh et al. (2011) [6] investigate the effect of communication
strategies on consumers’ evaluation of a fictitious brand. In
particular, they compare global consumer culture positioning
(GCCP) and local consumer culture positioning (LCCP) as
conceptualized by Alden et al. (1999)[10] for consumers who
differ in their level of belief in global citizenship (BGC) defined by
Strizhakova et al. (2008) [11, p. 59] as the «belief that global brands
create an imagined global identity that a person shares with
likeminded people». Alden et al. (1999) [10] argue for the
existence of foreign consumer culture positioning (FCCP). It is,
however, not examined in the study of Gammoh et al. (2011) [6].
Alden et al. (1999) [10, p. 77] define GCCP as «one that identifies
the brand as a symbol of a given global culture - for example, the
post-second world war, cosmopolitan segment» and LCCP as «a
strategy that associates the brand with local cultural meanings,
reflects the local culture’s norms and identities, is portrayed as
consumed by local people in the national culture, and/or is
depicted as locally produced for local people».

Consumption practices

as a knowledge of the country of residence impacts the

allocation of decision making roles. The spouse who has
cultural competence is regarded as an expert and in possession of
cultural capital. The authors mapped the results of the conducted
surveys on a two-dimensional decision plot. It is noticeable that
most of the decisions are jointly taken (both autonomic and
syncratic). With regard to autonomic decisions, wives have
dominance over the choice of children’s toys and clothing and
home decoration. Men have a dominant influence in the choice of
computer equipment (Cross, & Gilly, 2014) [9].

: ross, & Gilly (2014) [9] find that cultural competence defined

Cross, & Gilly (2014) [9] split the data and mapped it again for
families with American husbands and immigrant wives and
families with immigrant husbands and American wives. The
general pattern of results remained similar to the non-split
sample. In households where the husband is American and the
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wife is immigrant, investment decisions are either taken jointly or
by the husband. Food purchase decisions are dominated by the
wife in American husband/ immigrant wife households. These
decisions are, however, taken jointly in immigrant husband/
American wife households (Cross, & Gilly, 2014) [9].

One of the themes that emerges in the research of Cross, & Gilly
(2013) [8] is «openness», by which the authors imply that
bicultural individuals tend to be more willing to engage in
consumption of diverse products and experiences.

According to Kipnis et al. (2012) [4], consumers in culturally diverse
environments may develop one or more cultural affinities that will
ultimately impact their purchase behavior. Furthermore,
consumers can meaningfully differentiate between the concepts
of foreign and global culture. They employ them in materializing
identity projects.

The results of the study of Lau-Gesk (2003) [1] suggest that
bicultural individuals react positively toward both individually or
interpersonally focused advertising appeals. In particular,
biculturals react to Western cultural symbols as monocultural
Westerners, and to East Asian cultural symbols — as monocultural
East Asians. The author explains this finding trough the two
equally developed and accessible cultural predispositions. One of
two predispositions that is congruent with the appeal gets
temporarily activated by the cultural clues embedded in the
persuasion appeal (Lau-Gesk, 2003) [1]. The study of Lau-Gesk
(2003) [1] demonstrates that consumers can shift between and
access different selves across different situations according to
cues embedded in the environment. Thus, behavior that may
sometimes appear inconsistent and irrational may be explained
trough shifting between different selves in response to situational
cues. This finding is of significance for the development and
understanding of the self concept threated by past research as a
rather stable construct (Lau-Gesk, 2003) [1].

Bartikowski, & Walsh (2015) [7] argue that unwillingness to buy
foreign products increases with a stronger national identity. It,
however, does not necessarily decrease with a stronger global
identity. This asymmetry can be successfully interpreted by
including UDO as a mediator variable. Positive and negative
indirect effects may cancel each other out. An important role
plays the relativistic appreciation dimension, since both stronger
national and global identities lead to stronger relativistic
appreciation, and ultimately to higher reluctance to purchase
foreign products. While in the case of high national identity the
result does not seem surprising, Bartikowski, & Walsh (2015) [7]
provide an explanation for the case of high global identity.
According to them, individuals scoring high on that scale may be
more aware of global problems whose solution they see in the
consumption of domestic products.

According to Tu et al. (2012) [2], when consumers score high on
global identity (naturally or by being primed), they prefer global
brands and products as measured by product attractiveness and
liking. Consequently, consumers with high local identity show
preferences towards local brands and products Tu et al. (2012) [2].

The results of the study of Gammoh et al. (2011) [6] demonstrate
that consumers prefer GCCP compared to LCCP as indicated by
the increase in brand attitude, purchase intention, worth of
mouth, and brand prestige. The effect is moderated by the
individual consumers’ differences variable of level of belief in
global citizenship (BGC). Consumers who score high on BGC
perceive themselves as less local and show more positive
predisposition towards globally perceived products. They, thus,
show a more positive response towards GCCP branded products.

Complexity in research

also apply the importance of ensuring equivalence of
constructs, measurement, and data collection (Hult, 2014)
[12] between different sub-cultural groups.

: ust as for cross-cultural research, for intra-cultural studies

OO

Some scholars expect construct equivalence due to the common
language. However, the validation and pre-testing of scales
should employ samples from various sub-cultures or cultures. For
example, Tu et al. (2012) [2] validate the local-global identity scale
by testing it in three different countries with both student and
non-student samples. Gammobh et al. (2011) [6] conduct their study
in the USA and India.

Measurement equivalence is related to wording, scaling, and
scoring of responses (Hult, 2014) [12]. Scholars are advised to use
appropriate translation techniques (e.g. translation and back-
translation in the study of Lau-Gesk (2003) [1]) in order to preserve
the meaning and ensure correct interpretation and equivalence of
the measured constructs among subjects from different sub-
cultural contexts.

In order to enhance collection equivalence, some scholars employ
student samples for the comparison of sub-cultures. The reason is
to suppress the variance within the sub-groups, since student
samples tend to be of a rather homogeneous nature. It is,
however, doubtful that student samples are representative of the
respective sub-cultures. Therefore, comprehensive analysis
should determine whether the results are comparable.

As shown in Table 1, only few papers mainly from the second
stream of research investigating attitudes towards cultural
diversity trough identity formation adopt an experimental
research design. Hence, the rest of the papers are hindered with
regard to the definition of cause and a consequence (Bartikowski,
& Walsh, 2015) [7].

Communication advice

for taking into account cultural competency when

salespeople have to decide on a selling strategy for a
household. A salesperson should consider not only gender roles,
but also the background of each spouse.

: ith regard to communication, Cross, & Gilly (2014) [9] advice

According to Kipnis et al. (2012) [4], marketing researchers and
practitioners may benefit from using the developed Typology of
Consumer Cultural Orientations for segmentation and for the
development of brand communication strategies aimed at
multicultural consumers.

Bartikowski, & Walsh (2015) [7] propose that marketers may
benefit from using UDO when tailoring their communication
efforts. In particular, for subjects scoring high on diversity of
contact, they suggest the use of foreign appeals. When
consumers are either high on relativistic appreciation or
discomfort with differences, the authors recommend
emphasizing domestic appeals. Bartikowski, & Walsh (2015) [7]
further advice for making cultural identities more salient through
the use of priming in advertising that can prompt self-
categorization. In particular, one can make use of country-of-
origins slogans to increase national («Made in Germany») or
global (HSBC - the world’s local bank) identities.

According to Tu et al. (2012) [2], marketing practitioners need to
know consumers’ orientation towards local versus global
products in order to effectively adapt brand positioning
strategies. They suggest the reliance on the developed by them
local-global identity scale for the purposes of segmentation. In
addition, the scholars argue for the use of advertising, PR events,
and sponsorships for the purposes of enhancing brands’ identity
positioning. According to social-identity research, when identity is
accessible, consumers tend to favor stimuli consistent with the
accessible identity (Tu et al., 2012) [2]. The reason behind is that
consumers prefer to hold positive self-views. Hence, identity-
consistent stimuli are considered and processed as more relevant.
Tu et al. (2012) [2] suggest that using the knowledge about
consumers local-global identity may lead to more effective and
identity-consistent communication in personal selling and sales
promotions.
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Gammoh et al. (2011) [6] advise marketing practitioners to use the
GCCP strategy for consumers who have high level of belief in
global citizenship. In order to identify these individuals, the
authors suggest the use of Cleveland, & Laroche’s (2007) [13]
multifaceted scale that captures acculturation to global consumer
cultures. Consumer culture positioning is achieved through the
use of language, aesthetic styles, and story themes (Gammoh et
al., 2011) [6].

Conclusion

consumer research. The topic was approached in a non-

empirical manner utilizing relevant literature published in the
period 2011-2015 in A+ to C ranked journals. Four themes emerged
and were integrated into the 4Cs research taxonomy: Consumer
differences, Consumption practices, Complexity in research, and
Communication advice for practitioners. Two distinctive streams
of research on the topic were also identified. The first one
concentrates on biculturals by birth or by migration and the
second one investigates attitudes towards cultural diversity
trough identity formation. It is noticeable that the articles of the
first stream utilize predominantly qualitative research techniques,
while the second stream relies on quantitative methods.

: he present paper focused on the role of cultural diversity in

Important findings from the first stream are that cultural
competence impacts the allocation of decision making roles
(Cross, & Gilly, 2014) [9], biculturals are more willing to consume
diverse products (Cross, & Gilly, 2013) [8], and biculturals react
positively toward both individually or interpersonally focused
advertising appeals (Lau-Gesk, 2003) [1].

The second stream related to attitudes towards cultural diversity
identifies that cultural identity informs consumer behavior.
Cultural identity can be measured as national vs. global identity
(Bartikowski, & Walsh, 2015) [7], or as local vs. global identity Tu et
al. (2012) [2], or as belief in global citizenship (Gammoh et al.,
2011) [6].

A notable criticism towards the examined literature is the lack of
connection between the two identified streams of research. The
only exception is the study of Kipnis et al. (2012) [4] who
differentiate between both migrant vs. mainstream consumers,
and the cultural orientations of those individuals. Future research
could, therefore, benefit from integrating both perspectives.
Experimental research on the topic is only carried out in print
media. According to Russell et al. (2013) [5], individuals
appropriate cultural diversity available in television narratives
through a process of homophilization. This implicates that
consumers anticipate aspects of television narratives as similar to
their own lived experiences. It is, hence, suggested in the present
paper that future experimental research should include broadcast
media. In addition, outdoor, in-store, and digital media can also be
considered.
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