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This article develops and tests a segmentation scheme for the U.S. Hispanic market based on the extent and
nature of acculturation. Acculturation is conceptualized as driven by language preferences and two dimen-
sions of cultural identification, Hispanic and American. Structural equation modeling develops and assesses
the proposed scales, and a latent class clustering procedure (latent discriminant analysis) tests propositions
on a sample of 403 U.S. Hispanics. Consistent with theory, four clusters of U.S. Hispanics emerge: retainers,
biculturals, assimilators, and non-identifiers that vary according to language preference and cultural
identification.
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1. Introduction

Hispanics represent 16% of the U.S. population, the largest minor-
ity group, and they have tremendous buying power with estimates
around $1.2 trillion (2010 U.S. Census)—about the size of Mexico's
economy. Few businesses can afford to ignore this market's size and
influence; yet, marketers may not pay enough attention to Hispanic
consumer diversity. Targeting and communicating to U.S. Hispanics
as a single homogenous group unlikely sends a compelling message.
This paper investigates acculturation as a more effective and poten-
tially profitable method to segment Hispanic consumers.
2. Research on acculturation

Acculturation has many definitions. For this study, acculturation's
definition is the phenomenon of culture change that occurs as a result
of extensive contact between cultural groups. Changing from one cul-
tural orientation to another is selective and individuals choose to ac-
culturate across cultural dimensions. Change is not isomorphic with
loss of culture. Acculturation does not necessarily mean assimilation
to a dominant culture (Berry, 1980; Mendoza, 1989; Padilla, 1994).
Instead of categorizing individuals based on their assimilation to the
host culture, why not consider that individuals may acquire host-
culture features while maintaining aspects of their native culture? The
literature commonly addresses acculturation as a bicultural proposition
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C.M.O. Alvarez),
ter@case.edu (G.K. Hunter).

rights reserved.
(Berry, 1980; Cortés, Rogler, & Malgady, 1994; Cuéllar, Arnold, &
Maldonado, 1995; Marín & Gamba, 1996; Mendoza, 1989; Szapocznik,
Kurtines, & Fernandez, 1980). Acculturation is not a uni-dimensional
construct reflecting assimilation intensity; instead, the process involves
an individual's strategy toward simultaneously adapting to a host cul-
ture and maintaining native cultural elements.

The extant literature proposes several descriptions of individuals' ad-
aptation strategies or outcomes associated with the acculturation pro-
cess. For example, Berry (1980) distinguishes between assimilation to
the host culture and separation according to the individual's interaction
with the host culture. In contrast, when the individual places a value
onmaintaining their own culturewhile interactingwith the host culture,
they integrate. Some individuals choose to marginalize from both cul-
tures. Mendoza (1989) describes four strategies: 1) cultural resistance,
resisting the host culture; 2) cultural shift, shifting to the new culture's
customs and norms; 3) cultural incorporation, adapting both cultures'
customs; and 4) cultural transmutation, alternating native and host cul-
tural norms to create a unique subcultural identity. Padilla (1994)
describes individuals extensively socializing and participating in both
cultures as bicultural, and individuals at both cultures' margins belonging
to neither as marginal. Peñaloza (1994) argues the adaptation results in
four possible acculturation strategies: 1) assimilation to the American
culture, 2) maintenance of their Hispanic heritage, 3) resistance to both
cultures, and 4) segregation from the mainstream American culture. Fi-
nally, Lerman, Maldonado, and Luna (2009) propose the Cultural Life
Style inventory for segmenting Hispanics into three groups: assimilated,
integrated, and segregated.

Integrating and building upon these contributions, this research
proposes that acculturation strategies reflect an individual's choice
regarding maintenance or alteration of language preferences, and cul-
tural identification. Specifically, acculturation involves an adaptive
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Fig. 1. Hispanic market segments.
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response to stimuli associatingwith twodifferent and sometimes contra-
dictory cultural orientations. The proposed acculturation-based segmen-
tation approach classifies consumers according to their acculturation on
language preference simultaneously with their identification with both
the host and native cultures.

3. Segmentation model

Segmenting Hispanics as either English or Spanish-speaking is
simple, but may be a false dichotomy, as most Hispanics (even second
generation) maintain bilingual abilities (Synovate, 2006), and some
biculturals alternate between languages (code-switch) in conversa-
tions (Montes-Alcala, 2000). On the other hand, segmenting only on
ethnic identification may omit important segmentation variables like
language use and preference. A more comprehensive set of segmenta-
tion variables based on an understanding of acculturation can identify
segments. Such refinement provides better ways of tailoring the mar-
keting mix to Hispanic markets, while providing new insights relevant
to scholarship on Hispanic consumption and acculturation.

3.1. Cultural identification

Several studies explore the effects of identificationwith theHispanic
culture on shopping behavior, coupon use, loyalty, and advertising
response (Deshpande, Hoyer, & Donthu, 1986; Dimofte, Foreh, &
Deshpande, 2003; Donthu & Cherian, 1992, 1994; Stayman &
Deshpande, 1989; Webster, 1994). In these studies, self-identification
with the Hispanic culture show significant variation, ranging from
very weak to very strong. However, they did not measure host culture
identification (American Identification), and the results do not address
this influence onHispanic consumers. Is American identification driving
the changing consumption behavior of Hispanics rather than Hispanic
identification? Interestingly, this oversight conflicts with academic the-
ory. Specifically, concerning acculturation effects, mainstream sociology
and psychology theories emphasize the importance of considering na-
tive and host identification simultaneously (Phinney, 1996; Phinney &
Ong, 2007). Thus, building on behavioral sciences' theoretical work
and marketing's empirical work, this research considers identification
with both cultures, Hispanic and American, supporting the bicultural
proposition.

Consumers' cultural identification likely changes during the accul-
turation process (Phinney, 2003). What drives this change? As individ-
uals increase contact with the American culture, their identification
with the American culture increases (Cuéllar, Arnold, & Maldonado,
1995; Laroche, Kim, Hui, & Joy, 1996; Perez & Padilla, 2000; Zea,
Asner-Self, Birman, & Buki, 2003). Yet, on arrival, immigrants identify
with their country of origin and they may retain that identification.
Alternatively, they may come to identify with the American culture as
well. Second and third-generation Hispanics may identify only as
American or, in addition, with their parents' or grandparents' coun-
tries of origin, or a general Hispanic subculture (Phinney, 2003).

Four cultural identification segments emerge from the bicultural
proposition. First-generation Hispanics, who have limited contact with
the American culture, tend to have lower adopted country identification.
However, their adaptation strategy might include either retaining or re-
ducing their Hispanic identification. On the other hand, subsequent gen-
erations of Hispanic consumers likely identify stronger with the
American culture; similarly, their adaptation strategy might promote or
reduce identification with their Hispanic heritage. Therefore, the result
of High/Low on Hispanic and American identification will be four His-
panic segments: biculturals, assimilators, retainers and non-identifiers
(see Fig. 1).

Moreover, identification with the American culture likely associ-
ates with greater duration of U.S. residency and generation status,
and thus biculturals and assimilators are higher-generation Hispanics
who have lived longer in the U.S. This relationship leads to the follow-
ing hypothesis:

H1. American identification increases with (a) generational status,
and (b) the duration of U.S. residency.

Individual's Hispanic identification is not likely to associate with
greater exposure to the American culture. According to the bicultural
proposition, stronger identification with the American culture should
not associate with the loss of Hispanic identification.

3.2. Language preferences

Given that exposure catalyzes acculturation, as overall exposure to
the host culture increases, consumers should adapt by switching lan-
guage preferences (Cortés et al., 1994; Cuéllar, Arnold, & Maldonado,
1995; Félix-Ortiz, Newcomb, & Myers, 1994; Mendoza, 1989; Zea et
al., 2003). Hence, second, third and higher-generation Hispanic con-
sumers likely prefer the English language compared to first-generation
Hispanics. Moreover, Hispanic consumers will have a greater preference
for communicating in English as years of U.S. residency increases. Thus:

H2. Preferences for the English language increasewith (a) generational
status, and (b) the duration of U.S. residency.

As Hispanic consumers' adaptation strategy reflects choices regard-
ing adaptation to the American culture, language preferences in market-
ing communications are likely to shift from Spanish to English. These
changes should mirror general language preferences.

H3. Hispanic consumer segments with a higher preference for the
English language more likely prefer marketing communications con-
veyed in English.

3.3. Cultural values

Cultural values represent a fundamental determinant of a person's
wants and behaviors. Consistently, research on Hispanics identifies
the family as the most important cultural value and institution in the
Hispanic culture (Díaz-Guerrero, 1972; Díaz-Guerrero & Szalay, 1993;
Marín & Triandis, 1985; Sabogal, Marín, & Otero-Sabogal, 1987).
Familism's definition varies. Most definitions include a strong identifi-
cation and attachment to family members (nuclear and extended),
along with a deep awareness and pride in family membership.
Concerning the relationship between familism and acculturation
among Hispanics, findings are equivocal (Marín & Gamba, 2003).
Some research suggests that familism acculturates (changes) as individ-
uals' contact with the host culture increases (Cuéllar, Arnold, &
González, 1995; Rodríguez & Kosloski, 1998; Sabogal et al., 1987).
Others conclude that Hispanic consumers retain their values across
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generations (Félix-Ortiz et al., 1994; Perez & Padilla, 2000). Under
Marín and Gamba's (2003) perspective, relative to behavioral aspects
of familism, attitudinal familism is less likely influenced by accultura-
tion. Therefore, Hispanic consumers' attitudes toward the most basic
cultural values enshrined in the Hispanic culture unlikely differ signifi-
cantly as American culture contact increases. These basic cultural values
are not subject to acculturation.

3.4. Acculturation agents

Cultural transmission takes place through modeling, role playing,
reinforcement, and social interaction with social agents or facilitators
(Peñaloza, 1994). Padilla (1994) classifies these agents as primary (family
members and friends) and secondary (school, work, and other institu-
tions). Thus, exposure to acculturation agents should vary according to
a consumer's adaptation strategy. These acculturation agents reflect
both cultures' effects, American and Hispanic, on consumers' retention
of their native origin and/or assimilation to the host culture. Higher ex-
posure to American friends and family members results in stronger
American culture identification, while greater exposure to Hispanic
agents promotes retention of the Hispanic identity. In turn, the agent
type affects consumers' language preferences, and cultural identity.

H4a. Hispanic consumer segments with greater exposure to American
primary agents:

(a) Have a higher preferences for the English language, and
(b) Identify stronger with the American culture.

H4b. Hispanic consumer segments with greater exposure to American
secondary agents:

(c) Have a higher preferences for the English language, and
(d) Identify stronger with the American culture.
4. Method

Some inputs used for the clustering techniques underlying the
segmentation study are formed through constructs best measured
by multiple items (e.g., Hispanic and American Identification). Many
clustering techniques rely on single-item inputs to form clusters;
multiple-item measures in marketing segmentation studies are rare.
Confirmatory factor analysis tested the convergent and discriminant va-
lidity of thesemulti-itemmeasures, using structural equationmodeling
techniques. Before describing the segmentation approach and resulting
cluster profiles, this section discusses methods, sampling, and scale
development.

4.1. Subjects and sampling procedure

To improve generalizability of results to the American Hispanic pop-
ulation, a national random sample of Hispanics from a commercialmar-
keting research firm was used. Synovate, recruits and surveys Hispanic
consumers using both a U.S. national panel (Synovate Consumer Opinion
Panel, SCOP)—which uses English communications—and a diversity
panel (Diversity SCOP)—which employs Spanish communications. By
supplementing the national panel with Diversity SCOP respondents,
the effective sample overcomes inherent under-representation of Span-
ish speaking-dominant consumers in the U.S. national sample. The
Diversity panel includes the top five Hispanic markets in the U.S.
(Los Angeles, New York, Chicago, Miami, and Houston). Together,
these markets represent over 40% of the total U.S. Hispanic population.
Sampling from these cities was proportional to the market size. There-
fore, the random sample represents both English and Spanish-speaking
methods.
Of the 1000 surveys distributed, 487 were returned: 272 from the
national panel and 215 from the Diversity panel. This method yielded
403 usable responses (40% effective rate) from Hispanic consumers
(224 from the English-administered national panel and 179 from
the Spanish-implemented Diversity panel). The combined sample ap-
proximates descriptive statistics of the U.S. national Hispanic popula-
tion provided by the U.S. Census (Ramirez, 2004) but with higher
income (median household income of $49,500 versus $35,000 of the
U.S. Census) and older (39 years vs. 26 years U.S. Census). Sample
quotas were limited to adult-aged individuals between 18 and 60,
and this control explains the age difference.

4.2. Scale development and measurement evaluation

The questionnaire includes measures of the following constructs:
language acculturation, cultural identification, familism, acculturation
agents, and demographic measures. Two bilingual experts translated
and back-translated the questionnaire. An extensive review of rele-
vant literature helped develop and refine construct scales and question-
naire instructions. Scale development followed conventional standards
(DeVellis, 1991). Structural equation modeling (SEM) permits simulta-
neous assessment of convergent and discriminant validity while con-
trolling for measurement errors (Bollen, 1989) and helps to fit and
refine the measurement model (Anderson & Gerbing, 1988).

Table 1 lists the final scale items for each construct, provides the
instructions that were given to the respondents, and summarizes rele-
vant scale statistics. Multi-item scales were developed specific to this
research to measure the constructs consistent with the definitions de-
veloped herein. To assess fit, severalmeasures were consulted. The pro-
posed model produces a chi-square of 486.7 with 352 df (pb .01). In
addition to the commonly reported Goodness of Fit Index (GFI) and Ad-
justed Goodness of Fit Index (AGFI), Table 1 includes the comparativefit
index (CFI) and incremental fit index (IFI) recommended for less sensi-
tivity to sample size (Fan & Wang, 1998). Comprehensively, these fit
indices (GFI=.93, AGFI=.91, CFI=.97, IFI=.97 and RMSEA=.03) indi-
cate an adequate fit between the measurement model and the sample
covariance matrix (Bollen, 1989), providing evidence of convergent
and discriminant validity (Anderson & Gerbing, 1988).

Reliability estimates for all constructs exceed suggested criteria of
.60 (Bagozzi & Yi, 1988), ranging from .62 (purchasing frequency of
personal hygiene products) to .92 (preference for Spanish-language
media and shops). Item loadings (lambdas) range from .45 to .89, in-
dicating that all 28 items represent good indicators for their underly-
ing latent construct. Collectively, these data evidence the convergent
and discriminant validity of all constructs.

Measures for influence fromprimary and secondary agents and con-
sumers' language are specific to this research. The acculturation-based
segmentation scheme emphasizes consumers' language choice in
different contexts, including shopping situations. Three scenarios
were presented to respondents. They were asked to choose their
preference for either English or Spanish languages when receiving a
bank brochure, reading a website, or speaking at a car dealership. Partic-
ipants were informed that both languages were available. Rather than
language proficiency or language use, language preference was mea-
sured using a bipolar scale, similar to Mendoza (1989), and three items
were adapted from Szapocznik et al. (1980). A fourth item (“I prefer to
shop at stores where I can speak”) was developed specifically for this
study to include retail institutions as part of the acculturation experience.

Individuals' ethnic identity has been operationalized as: ethnic
self-identification (Hirschman, 1981), the identity strength with a
specific cultural orientation (Deshpande et al., 1986), ethnic pride
and ethnicity of family and friends (Cuéllar, Arnold, & Maldonado,
1995; Mendoza, 1989). These measures assume an assimilation pro-
cess. For Hispanic and American Identification, items from other liter-
ature which better reflect the bicultural proposition were used. The
Hispanic identification scale consists of two items: the first (“I feel



Table 1
Scale items and scale statistics.

Construct name Composite reliability, ρ Item loading

Items for construct (Cronbach's alpha, α)a (λ)

Acculturation scales
Proportion of non-Hispanic primary agentsb .79 (.79)
The friends I spend time with are… .85
My spouse/partner's family is… .73
My family members are… .65

Proportion of non-Hispanic secondary agentsb .82 (.82)
The employees at my grocery store are… .81
The employees at my bank are… .78
People that shop at the stores I shop are… .75

Spanish language preferencec .92 (.92)
When reading newspapers/magazines I prefer… .88
I prefer to watch TV in… .88
I prefer to shop at stores where I can speak… .85
I prefer to listen to the radio in… .84

American identificationd .77 (.76)
I consider myself an American. .82
I am proud of being an American. .75
I feel comfortable with the American way of life. .58

Hispanic identificationd .84 (.84)
I feel good about being Hispanic. .89
I feel proud of having a Hispanic heritage. .81

Familism e .71 (.71)
Parents should sacrifice themselves in order to provide their children with the best. .69
Adult children should make sacrifices to care for their parents. .68
People should consult close relatives concerning important decisions. .55
I work hard to give my children the best education they can get. .47
Children should work while in college.(R) .47

Consumer behaviors and demographic items
Brand loyalty f n/a
I always buy the same brand. n/a
I feel committed to my preferred brands. n/a

Brand quality: attitudes toward prestigious brands f .80 (.80)
The brand name is an important consideration in my purchase intention. .84
I only buy well-known brands. .76
I always look for the highest quality brands. .66

Purchase frequency: food and beverage productsg .70 (.68)
Diet soft drinks .77
Canned soups .75
Ready-to-eat frozen dinners .45

Purchase frequency: personal hygiene productsg .62 (.61)
Shampoo .71
Deodorant .62

Savings for children's future and education h n/a n/a

(R) indicates that the item was reverse scored.
For measures superscripted with a–f above, respondents were instructed to place an X in the box to indicate their response.

a ρ: Fornell and Larcker's (1981) composite reliability estimate; α: Cronbach's (1951) alpha reliability estimate.
b Options were (1) all Hispanic/Latino, (2) more Hispanic than Non-Hispanic, (3) about half and half, (4) more non-Hispanic than Hispanic, (5) all non-Hispanic, along with an

option for “not applicable.”
c Respondents were asked to indicate language preference. Options provided were (1) English all the time, (2) English most of the time, (3) Spanish and English equally, (4) Spanish

most of the time, (5) Spanish all the time.
d Options were (1) completely agree, (2) agree, (3) neither agree nor disagree, (4) disagree, (5) completely disagree.
e Options were (1) completely agree, (2) agree, (3) neither agree nor disagree, (4) disagree, (5) completely disagree.
f Options were (1) completely agree, (2) agree, (3) neither agree nor disagree, (4) disagree, (5) completely disagree.
g Respondents were asked to estimate how frequently they purchased each product. Options were (1) more than once a week, (2) every week, (3) every 2 weeks, (4) every 2 weeks,

(5) less frequent or never. Responses were reverse scored.
h Respondents were instructed, “If you had $10,000 to save, how much of the $10,000 would you save for…? (THE AMOUNTS HERE SHOULD ADD UP TO $10,000).” “Emergencies,

Children's education, Children's future, Home, Purchases (vacation, car), Retirement, Help my relatives, Other.” The amounts of money spent on children's future and education were ag-
gregated to form this measure.
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proud of having a Hispanic heritage”) is from Laroche et al. (1996) and
the second (“I feel proud of being Hispanic”) is from Zea et al. (2003).
The American identification scale, developed specifically for this research
project, adapts language from the Hispanic identification scale.

Sabogal et al.'s (1987) conceptualization of familism captures some
individual attitudes toward the other family members. However, other
aspects of the familism construct may affect the individual's accultura-
tion process. Specifically, an important attitudinal element of familism
is the desire to perpetuate family traditions (Bardis, 1959). This desire
could influence an individuals' decision to assimilate to the host
culture, or resist and maintain their native orientation. Another charac-
teristic of Hispanics' familism absent from Sabogal et al.'s (1987)
conceptualization is the tendency to live close to other family members
(see Keefe, 1980) tomaintain strong family support and assistance net-
works. The familism scale includes five items: two items (“People
should consult close relatives…” and “Adult children should make sac-
rifices…”) are adopted from the seminal work of Bardis (1959); one (“I
work hard to give my children…”) is from Sabogal et al. (1987); and
two items (“Parents should sacrifice…” and “Children should work
while in college”) were designed particularly for this effort. Collectively,
these items better capture the authors' definition of familism than other
existing scales.

Torepresent therangeof relevant consumerbehaviorsdistinctive toHispan-
ic consumption, the extant literature suggests intentions to save for children's



Table 3
Cluster sizes and profiles for the four-latent-cluster model.

Biculturals Retainers Non-identifiers Assimilators

Cluster size 36.1% 32.9% 21.7% 9.4%

Classification variable means
Language preference
(Spanish higher)

1.9 2.9 2.8 1.1

American identification 5.0 3.9 3. 8 4.9
Hispanic identification 5.0 5.0 3.9 3.7

Cluster-specific demographic proportions
Generationa

1st 26.7% 75% 67.5% 2%
2nd 35.8% 20.5% 22.6% 30.8%
3rd 37.5% 4.5% 10% 67.2%

Length of U.S. residency
(mean)

34.4 22.4 26.2 38.5

Educationa

Elementary 0.6% 9.9% 11.6% 0%
Middle school 4.7% 15.2% 23% 0%
High school 37.5% 26.8% 28% 54.1%
Associates degree 19% 12.1% 7.2% 10.3%
Bachelor degree 29.8% 24.6% 17.2% 28.7%
Graduate degree 8.3% 11.3% 12% 6.9%

Incomea

Less than $35,000 9.3% 22% 22% 8%
$35,000–$49,999 35.1% 41.7% 35.1% 19%
$50,000–$74,999 26% 14.8% 28.6% 36.3%
$75,000–$99,999 21.2% 11.3% 6% 16%
$100,000–$124,999 7% 2.3% 1.3% 10.2%

a Cells contain cluster-specific response percentages.
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future(Delener&Katzenstein,2000;Synovate,2004),brandloyalty(Deshpande
et al., 1986; Donthu & Cherian, 1994; Petroshius, Newell, & Ross, 1995; Saegert,
Hoover, & Hilger, 1985), preference for prestigious brands (Deshpande et al.,
1986; Donthu & Cherian, 1994), and purchase frequency (McArthur,
Viramontez-Anguiano, &Nocetti, 2001; Paulin, 2001;Valdez, 2002). These stud-
ies influenced this study's scale development.

4.3. Acculturation segmentation scheme

To establish the Hispanic acculturation segments, a latent discrim-
inant model (LADI) specification was fit using Latent Gold 4.0 (Dillon
& Mulani, 1989). Covariates included the scales for language preference,
and Hispanic and American identification to pinpoint acculturation seg-
ments. Based on the hypotheses, generational status, years of U.S. resi-
dency, income and education were included as active covariates. Fixed
or inactive covariates included primary and secondary agents, familism,
preferred marketing communication language (for brochure, website,
and car dealership), and relevant consumer behavior variables.

As English language preference and American identification positive-
ly correlate with generation, statistical dependence among the three in-
dicators was specified. An initial attempt to classify the respondents
based on the acculturation indicators and demographic variables sug-
gests that education (Wald=5.35, p>.05), and income (Wald=4.37,
p>.05) were not significant predictors. Hence, education and income
were excluded as active indicators; instead, they were re-specified as
fixed covariates.

The LADI analysis produced a four-cluster robust and readily inter-
pretable solution. The Schwarz's Bayesian information criterion (BIC),
the Akaike information criterion (AIC), and the AIC3 statistic favor the
four-cluster solution (Table 2). Also, the average weight of evidence
(AWE) criterion suggests that the four-cluster solution provides the
best classification of Hispanic consumers. This four-cluster model is
the best fitting alternative and has a standard r-square of 95% and en-
tropy r-square of 96%. Themodal classification reveals that 98% of His-
panics were correctly classified into one of the four acculturation groups.
Finally, American identification (Wald=473.88, pb .001), Hispanic iden-
tification (Wald=293.12, pb .001), and language preference (Wald=
141.46, pb .001) are statistically significant indicators. Therefore, the
data support the bicultural proposition.

4.4. Cluster profiles

Table 3 shows each cluster's size and the parameter estimates for
the three classifying variables and relevant demographic information.

4.4.1. Biculturals
The first cluster is the largest subcultural group, and accounts for

36% of the sample. Hispanic consumers belonging to this cluster exhibit
strong English language preferences, high identification with their His-
panic heritage, and the highest mean identification with American
culture.

4.4.2. Retainers
The second cluster constitutes approximately 33% of the sample,

and they are best described as the cultural retainers group. Typically,
Table 2
Akaike Information Criterion (AIC) and Schwarz's Bayesian Criterion (BIC).

Number of clusters AIC AIC change Ration of AIC changes Ratio of distance me

1 1161.85
2 993.84 −168.01 1.00 1.192
3 855.48 −138.37 0.82 1.536
4 771.01 −84.47 0.50 1.496
5 719.83 −51.18 0.30 1.032
6 670.75 −49.08 0.29 1.337

Figures in bold represent the best fitting cluster solution.
retainers are first generation, prefer to use the Spanish language so-
cially, show high identification with their Hispanic heritage, and iden-
tify less with the American culture than biculturals.

4.4.3. Non-identifiers
The third cluster represents 22% and these consumers tend to pre-

fer using Spanish to communicate in certain contexts, such as reading
a brochure, browsing the internet, or negotiating the price of a car.
However, this cluster's members do not distinctively identify with ei-
ther of the two cultures, making them best described as non-identifiers.
Research on acculturation attributes such individual marginalization to
cultural discrimination (Cuéllar, Arnold, & Maldonado, 1995).

4.4.4. Assimilators
The fourth cluster (9% of the sample) is primarily third generation,

and these people prefer communication using the English language,
identify highly with the American culture, and identify less with their
Hispanic heritage.

5. Hypothesis testing results

Table 4 contains the estimated means of all the continuous fixed
covariates by cluster and the corresponding analyses of variance across
segments. Latent cluster-specific probabilities of the nominal fixed co-
variates are included in the model.
asures BIC BIC change Ration of BIC changes Ration of distance measures

1194.06
1058.26 −135.80 1.00 1.192
952.10 −106.16 0.78 1.536
899.83 −52.26 0.38 1.496
880.86 −18.97 0.14 1.032
863.99 −16.87 0.12 1.337



Table 4
Results: cluster means and response percentages for the four-latent-cluster model.

Biculturals Retainers Non-
identifiers

Assimilators ANOVA

Cluster-specific means and comparisons
Familism 3.4 3.4 3.2 3.4 F (3, 400)=1.8
Primary agents 2.6 1.8 2.2 3.7 F (3, 400)=39.5⁎⁎
Secondary
agents

3.4 3.2 3.2 3.8 F (3, 400)=7.8⁎⁎

Cluster-specific promotional language preferences
Preferred language of brochure⁎

English 87.4% 52.3% 55.8% 95.4%
Spanish 10.6% 46.9% 44.2% 2%

Preferred language at car dealership⁎
English 87.4% 44.8% 55.51% 98.4%
Spanish 12% 55.2% 44.49% 1.6%

Preferred language of website⁎
English 83.3% 48.2% 51.4% 93.3%
Spanish 8.7% 38.5% 35.8% 0%

No internet
access

7.4% 13.2% 12.8% 4.1%

Note: Coefficients in italics are statistically significant.
⁎ Indicates pb .10.

⁎⁎ Indicates pb .05.
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H1 predicts that clusters with longer exposure to the American
culture more closely identify with the host culture. Results show
both generation (Wald=51.07, pb .001) and U.S. residency length
(Wald=13.1, pb .001) are statistically significant covariates. The
correlations between American identification and length of U.S. res-
idency (r=.35, pb .01), and generational status (r=.40, pb .01) sup-
port H1. Analysis of variance results suggest that American
identification significantly varies across segments (F (3, 400)=
142.5, pb .001). Hispanic biculturals and assimilators have the
highest American identification mean scores (MB−MA=.07,
p>.05), while retainers and non-identifiers have lower means
(MR−MNI=.13, p>.05). As previously stated, biculturals and assim-
ilators have a longer U.S. residency and report higher generational
status. These results support H1. On the other hand, non-significant
correlations of U.S. residency (r=− .01, p>.05) and generational
status (r=− .07, p>.05) with Hispanic identification confirm hy-
pothesized results.

H2 posits longer contact with the American culture and preference
for the English language positively relates. Table 3 shows language pref-
erences significantly vary across clusters (F (3, 400)=51.61, pb .001).
Post-hoc tests reveal that assimilators strongly prefer the English lan-
guage compared to Hispanic biculturals (MB−MA=.84, pb .001), and
both groups have a significantly higher preference for English compared
to retainers and non-identifiers, who have an equal preference for
Spanish or English (MR−MNI=.18, p>.05). The probability bicultural
participants are second or third generation is 70%, and they have lived
in the U.S. for an average of 34 years. Assimilators are 67% likely to be
third-generation Hispanic, and on average, they have lived in U.S. for
about 39 years (MB−MA=4.39, p>.05). On the other hand, a higher
probability exists that a retainer or a non-identifier is a first-generation
Hispanic (.75 and .67, respectively). On average, they have been U.S. res-
idents 22 and 26 years, respectively (MR−MNI=3.8, p>.05). These re-
sults confirm H2. Longer contact with the American culture positively
affects one's preference for the English language.

Test results support H3. The class-specific response probabilities
of preference for an English language brochure increase as the mean
language preference scores indicate higher preference for English.
Hispanic assimilators have .95 probability of preferring an English
over a Spanish language brochure, bicultural Hispanics have .87 prob-
ability of preferring the English brochure, while non-identifiers and
retainers have probabilities of .56 and .52, respectively. The same
probability pattern is observed for the other two scenarios: preferred
language of a car sales representative and preferred website language
(see Table 3). Additionally, retainers and non-identifiers show higher
probabilities of not having internet access. Collectively, these results
support H3.

Themean scores of familism did not vary across clusters (F (3, 400)=
1.82, pb .001), suggesting that familism is a cultural value likely to remain
across acculturation strategies.

According to H4a and H4b, exposure to a higher percentage of
American primary and secondary agents should result in a higher
preference for the English language and higher American identification.
Hence, Hispanic biculturals and assimilators are expected to have higher
exposure to American primary and secondary agents. Table 3 shows sta-
tistically different mean scores (F (3, 400)=39.5, pb .001); post-hoc
tests suggest that Hispanic retainers have significantly less exposure to
American primary agents followed by non-identifiers, biculturals and as-
similators, supporting H4a. The mean scores of secondary agents also
vary significantly across segments (F (3, 400)=7.83, pb .001). However,
post-hoc tests reveal no significant differences amongHispanic retainers,
non-identifiers and biculturals (p>.05) while only assimilators report
higher exposure to non-Hispanic secondary agents. The previous results
suggest that contactwith American familymembers and friends strongly
associates with consumers' language preferences and American identifi-
cation compared to contact with American agents at retail stores, and
commercial institutions.
6. Discussion

The proposed acculturation-based segmentation scheme classifies
Hispanics according to the adaptation strategy they pursue during
their residencies in the United States. This scheme advances segmenta-
tion studies that rely solely upon either (1) language or (2) the strength
of Hispanic identification as segmentation variables. The scheme also
introduces cultural identification as a two-dimensional construct and
incorporates the bicultural proposition. The findings support the under-
lying theory of the bicultural proposition while contradicting the linear
acculturation process postulated either implicitly or explicitly in much
of the marketing literature on Hispanic consumers. As expected, con-
sumer segments experiencing higher contactwith the American culture
(higher generational status and years of U.S. residency) reveal a greater
preference for English and higher American identification. More reveal-
ing is the absence of an association between Hispanic identification and
increased exposure to the American culture. As predicted by the bicul-
tural proposition, cultural does not imply cultural loss. The ethnic iden-
tification with a Hispanic background and the cultural values that
surround that identification remain, even across generations.

Not surprisingly, acculturation segments reflect a higher preference
for English. They identify closer with mainstream American culture and
tend to have a higher percentage of non-Hispanic family, friends, and em-
ployees at retail institutions. As expected, marketing communication's
language preference varies according to consumers' general language
preferences. Some distinctive Hispanic values like familism and Hispanic
identification are quite robust to acculturation effects and processes.

Finally, as a post-hoc empirical investigation, the relationships be-
tween familism and an individual's cultural identification were investi-
gated empirically. Prior studies suggest that familism acculturates as
individuals' contact with the host culture increases (Cuéllar, Arnold, &
González, 1995; Rodríguez & Kosloski, 1998; Sabogal et al., 1987). Since
greater exposure leads to higher identification with the American cul-
ture, strongAmerican identification should associatewith lower familism
scores (e.g., a negative correlation). Other studies conclude Hispanic con-
sumers retain their cultural values across generations (Perez & Padilla,
2000), suggesting that values do not relate to the length of cultural expo-
sure. Consistently, the data show non-significant correlations between
Hispanic identification and familism (.16) and American identification
and familism (.15).
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6.1. Managerial implications

Marketing practitioners commonly assume the Hispanic market is
a homogeneous group. According to the findings, Hispanics should be
classified by their language preference and identification level with
both cultures.

Effective marketing to the U.S. Hispanic population requires more
than simply using Spanish-language media or in-store communications
that emphasize Hispanic values. Such a marketing campaign likely ap-
peals to all Hispanics, but the communication will reach only about
one-half of the Hispanic market, mostly the lower-income retainers
and non-identifiers. The remaining Hispanic consumers are best reached
by English language campaigns directed at non-Hispanics. Advertising
and marketing promotion directed at Hispanics should contemplate
English-language as well as Spanish-language media and channels.
Mail offerings, brochures, and evenwebsites should offer to the bilingual
consumer the opportunity to choose their language of preference. This
option exists for consumers calling a customer service line. Public policy
researchers should determine if product labels, warranties, andmanuals
should also offer a bilingual option.

Second, although the acculturation segments identified vary
according to their language preference and American identification,
Hispanic consumers' feelings of identification with their heritage
and familism remain strong and homogenous. This finding suggests
that directing communication messages to Hispanics need affect the
cultural message; however, more care should be taken in consumer's
choosing the appropriate media according to the consumer segment's
language preference. The same message presented in Spanish on
Spanish media should be used in the English media to target assimi-
lated or bicultural Hispanics. This strategy has been implemented
successfully by several advertisers. Using appeals that portray strong
family ties and tradition in both languages effectively persuades bilin-
gual Hispanics, regardless of the language. However, these appeals
are more effective portraying familism beyond the traditional
imagery.

6.2. Limitations and future research

The present research is not without limitations. The Hispanic sam-
ple reports higher income levels compared to the national figures
reported by the Census Bureau. Non-significant results for income
and education may attribute to this floor effect. Acculturation might
be confounded with income and education increases in immigrant
populations; hence, caution should be used when interpreting cluster
size.

Future efforts toward building the understanding acculturation-
based segmentation's potential impact should be encouraged. This re-
search remains silent regarding the effects that acculturation might
have on consumer behavior. Previous research examines differences
among Hispanic consumers' brand loyalty, attitudes toward prestigious
brands, and purchase frequency (e.g., Deshpande et al., 1986; Donthu &
Cherian, 1994). However, other implications remain unexamined. Are
consumer decisions equally made across segments? Is the information
search process similar?What implications do language preference differ-
ences across segments have on branding, package design, and media
consumption? All these questions remain to be answered.

Although the present researchwas conducted amongU.S. Hispanics,
the acculturation-based segmentation offers a blueprint to examine
other ethnic groups. The language preference and a multi-dimensional
ethnic identification could help to understand consumption differences
among other immigrant groups.

Acknowledgments

The authors acknowledge and appreciated the helpful and construc-
tive insights and improvements provided by the Associate Editor, Drew
Martin, and two anonymous reviewers who improved the exposition
and potential impact of this paper.

References

Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A re-
view and recommended two-step approach. Psychological Bulletin, 103(3), 411–423.

Bagozzi, Richard P., & Yi, Youjae (1988). On the evaluation of structural equation
models. Journal of the Academy of Marketing Science, 16(1), 74–94.

Bardis, P. D. (1959). A familism scale. Marriage and Family Living, 21(4), 340–341.
Berry, J. W. (1980). Acculturation as varieties of adaptation. In A. M. Padilla (Ed.),

Acculturation: Theory, models, and some new findings (pp. 9–27). Boulder, CO:
Westview Press, Inc.

Bollen, K. A. (1989). Structural equation modeling with latent variables. NY: JohnWiley &
Sons.

Cortés, D. E., Rogler, L. H., &Malgady, R. G. (1994). Biculturality among Puerto Rican adults in
the United States. American Journal of Community Psychology, 22(5), 707–721.

Cronbach, Lee J. (1951). Coefficient alpha and the internal structure of tests.
Psychometrika, 16(3), 297–334.

Cuéllar, I., Arnold, B., & González, G. (1995a). Cognitive referents of acculturation:
assessment of cultural constructs in Mexican Americans. Journal of Community Psy-
chology, 23(4), 339–356.

Cuéllar, I., Arnold, B., & Maldonado, R. E. (1995b). Acculturation rating scale for Mexican
Americans-II: A revision of the original ARSMA scale. Hispanic Journal of Behavioral
Science, 17(3), 275–304.

Delener, N., & Katzenstein, H. (2000). Credit card possession and other payment systems:
Use patterns among Asian and Hispanic consumers. The International Journal of Bank
Marketing, 12(4), 13–26.

Deshpande, R., Hoyer, W. D., & Donthu, N. (1986). The intensity of ethnic affiliation: A
study of the sociology of Hispanic consumption. Journal of Consumer Research, 21,
214–220.

DeVellis, Robert F. (1991). Scale development: theory and applications. Newbury Park,
CA: Sage Publications.

Díaz-Guerrero, R. (1972). Una escala factorial de premisas histórico-socioculturales de
la familia Mexicana. Revista Interamericana de Psicología, 6(3–4), 235–244.

Díaz-Guerrero, R., & Szalay, L. B. (1993). El mundo subjetivo de los Mexicanos y los
Norteamericanos. Mexico City: Trillas.

Dillon, W. R., & Mulani, N. (1989). LADI a latent discriminant model for analyzing mar-
keting research data. Journal of Marketing Research, 26(1), 15–29.

Dimofte, C. V., Foreh, M. R., & Deshpande, R. (2003). Ad schema incongruity as elicitor
of ethnic self-awareness and differential advertising response. Journal of Advertising,
32(4), 7–17.

Donthu, N., & Cherian, J. (1992). Hispanic coupon usage: The impact of strong and
weak ethnic identification. Psychology and Marketing, 9(6), 501–510.

Donthu, N., & Cherian, J. (1994). Impact of strength of ethnic identification on Hispanic
shopping behavior. Journal of Retailing, 70(4), 383–393.

Fan, X., & Wang, L. (1998). Effects of potential confounding factors on fit indices and
parameter estimates for true and misspecified SEM models. Educational and Psy-
chological Measurement, 58(5), 701–735.

Félix-Ortiz, M., Newcomb, M. D., & Myers, H. (1994). A multidimensional measure of
cultural identity for Latino and Latina adolescents. Hispanic Journal of Behavioral
Science, 16(2), 99–115.

Fornell, Claes, & Larcker, David F. (1981). Structural equation models with
unobservable variables and measurement error: Algebra and Statistics. Journal of
Marketing Research, 18(3), 382–388.

Hirschman, E. C. (1981). American Jewish ethnicity, its relationship to some selected
aspects of consumer behavior. Journal of Marketing, 45(3), 102–110.

Keefe, S. E. (1980). Acculturation and the extended family among urban Mexican
Americans. In A. M. Padilla (Ed.), Acculturation: Theory, models, and some new findings
(pp. 85–110). Boulder, CO: Westview Press, Inc.

Laroche, M., Kim, C., Hui, M., & Joy, A. (1996). An empirical study of multidimensional
ethnic change: The case of the French Canadians in Quebec. Journal of
Cross-Cultural Psychology, 27(1), 114–131.

Lerman, D., Maldonado, R., & Luna, D. (2009). A theory-based measure of acculturation: The
shortened cultural life style inventory. Journal of Business Research, 62(4), 399–406.

Marín, G., & Gamba, R. (1996). A new measurement of acculturation for Hispanics: The
bidimensional acculturation scale for Hispanics (BAS). Hispanic Journal of Behavioral
Science, 18(3), 297–316.

Marín, G., & Gamba, R. (2003). Acculturation and changes is cultural values. In K. M.
Chun, P. Balls-Organista, & G. Marín (Eds.), Acculturation: Advances in theory, mea-
surement and applied research (pp. 83–93). Washington, DC: American Psychology
Association.

Marín, G., & Triandis, H. C. (1985). Allocentrism as an important characteristic of the
behavior of Latin Americans and Hispanics. In R. Díaz-Guerrero (Ed.), Cross cultural
national studies of social psychology (pp. 85–103). North Holland: Elsevier Science
Publishers B.V.

McArthur, L. H., Viramontez-Anguiano, R. P., & Nocetti, D. (2001). Maintenance and
change in the diet of Hispanic immigrants in eastern North Carolina. Family and
Consumer Sciences Research Journal, 29(4), 309–335.

Mendoza, R. H. (1989). An empirical scale to measure type and degree of acculturation
in Mexican–American adolescents and adults. Journal of Cross-Cultural Psychology,
20(4), 372–385.

Montes-Alcala, C. (2000). Attitudes towards oral and written code-switching in Spanish–
English bilingual youths. In A. Roca (Ed.), Research on Spanish in the U.S. Somerville
(pp. 218–227). MA: Cascadilla Press.



115C.M.O. Alvarez et al. / Journal of Business Research 67 (2014) 108–115
Padilla, A. M. (1994). Bicultural development: A theoretical and empirical evaluation.
In R. Malgaday, & O. Rodriguez (Eds.), Theoretical and conceptual issues in Hispanic
mental health (pp. 20–51). Malabar, FL: Krieger.

Paulin, G. D. (2001). Variation in food purchases: A study of inter-ethnic and
intra-ethnic group patterns involving the Hispanic market. Family and Consumer
Sciences Research Journal, 29(4), 336–341.

Peñaloza, L. (1994). Atravesando Fronteras/border crossings: A critical ethnographic ex-
ploration of the individual acculturation of Mexican immigrants. Journal of Consumer
Research, 21(1), 32–54.

Perez, W., & Padilla, A. M. (2000). Cultural orientation across three generations of Hispanic
adolescents. Hispanic Journal of Behavioral Science, 22(3), 390–398.

Petroshius, S. M., Newell, S. J., & Ross, S. J. (1995). The role of Hispanic acculturation on
media exposure, coupon use, and brand loyalty. Mid-American Journal of Business,
10(2), 35–44.

Phinney, J. S. (1996). When we talk about American ethnic groups, what do we mean?
The American Psychologist, 51(9), 918–927.

Phinney, J. S. (2003). Ethnic identity and acculturation. In K. M. Chun, P. Balls-Organista, &
G. Marín (Eds.), Acculturation: Advances in theory, measurement and applied research
(pp. 63–81). Washington, DC: American Psychology Association.

Phinney, J. S., & Ong, A. D. (2007). Conceptualization and measurement of ethnic identity:
Current status and future directions. Journal of Counseling Psychology, 54(3), 271–281.

Ramirez, R. (2004).We the people: Hispanics in the U.S. Census 2000 Special Report. U.S.
Department of Commerce.
Rodríguez, J. M., & Kosloski, K. (1998). The impact of acculturation on attitudinal fam-
ilism in a community of Puerto Rican Americans. Hispanic Journal of Behavioral Sci-
ence, 20(3), 375–390.

Sabogal, F., Marín, G., & Otero-Sabogal, R. (1987). Hispanic familism and acculturation:
What changes and what doesn't? Hispanic Journal of Behavioral Science, 9(4),
397–412.

Saegert, J., Hoover, R. J., & Hilger, M. T. (1985). Characteristics of Mexican–American
consumers. Journal of Consumer Research, 12(1), 104–109.

Stayman, D. M., & Deshpande, R. (1989). Situational ethnicity and individual behavior.
Journal of Consumer Research, 16(3), 361–371.

Synovate (2004). U. S. Hispanic market report.
Synovate (2006). U. S. Diversity markets report.
Szapocznik, J., Kurtines, W., & Fernandez, T. (1980). Bicultural involvement and adjustment

in Hispanic American youths. International Journal of Intercultural Relations, 4(3–4),
353–365.

Valdez, I. M. (2002). Marketing to American Latinos: A guide to the in-culture approach.
New York, NY: Paramount Market Publishing Inc.

Webster, C. (1994). Effects of Hispanic identification on marital roles in the purchase
decision process. Journal of Consumer Research, 21(2), 319–331.

Zea, M. C., Asner-Self, K. K., Birman, D., & Buki, L. P. (2003). The abbreviated
multidimensional acculturation scale: Empirical validation with two Latino/Latina
samples. Cultural Diversity and Ethnic Minority Psychology, 9(2), 107–126.


	The four faces of the Hispanic consumer: An acculturation-based segmentation
	1. Introduction
	2. Research on acculturation
	3. Segmentation model
	3.1. Cultural identification
	3.2. Language preferences
	3.3. Cultural values
	3.4. Acculturation agents

	4. Method
	4.1. Subjects and sampling procedure
	4.2. Scale development and measurement evaluation
	4.3. Acculturation segmentation scheme
	4.4. Cluster profiles
	4.4.1. Biculturals
	4.4.2. Retainers
	4.4.3. Non-identifiers
	4.4.4. Assimilators


	5. Hypothesis testing results
	6. Discussion
	6.1. Managerial implications
	6.2. Limitations and future research

	Acknowledgments
	References


