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Consumer ethnicity three decades after: A TCR agenda

Abstract

Research into consumer ethnicity is a vital disciplinet has substantially evolved in the past
three decades. This conceptual article critically residge immense literature and examines the
extent to which it has provided extensive contributionsonyt for the understanding of ethnicity
in the marketplace but also for personal/collective welbeiMg identify two gaps accounting

for scant transformative contributions. First, today sdacaisformations and conceptual
sophistications require a revised vocabulary to provide ademtexgretive lenses. Second,
extant work has mostly addressed the subjective levehmi€ etentity projects but left untended
the meso/macro forces affecting ethnicity (de)constmictiod personalcollective welbeing. Our
contribution stems from filing both gaps and providing a thexrgthnicity (de)construction that
includes migrants as well as non-migrants.

Summary statement of contribution

We contribute primarily to setting the ground for a TCR tad®mn of research into consumer
ethnicity. Through the identification of two substantigaps (narrow and misleading vocabulary
and micro focus predominance), we also offer a revisited va@egboh ethnicity and a holistic
model of the macro forces involved in ethnicity (de)constmictBoth contributions foster a
transformative agenda for future research and offercatmins for both policy-makers and
different stakeholders whose ethnic orientation/structweessitates achieving wellbeing.

Keywords

Acculturation; consumer acculturation; ethnicity; igration; transformative consumer
research; welbeing.



Three decades after

‘These are more than interesting times’ (Mick, 2008, p. 377). More than three decades of research
into consumer ethnicity offer today an abundance of perggeatin how, why, and with what
effects people elaborate, negotiate, transform, and commodifyetheicity in the marketplace
(for an updated overview see Jamal, Pefaloza, & Laroche,ss)pW¥e agree with Mick that it is
time for a critical reconsideration of consumer researchmore specifically, for our aims,
research into consumer ethnicitiuedicke’s 2011 article—on which this article elaborates
llustrates the state of the art of the field comprekehgiand critically. To date, research into
consumer ethnicity has mostly focused on: (1) ethnic mmorities’ distinctive consumption patterns
(1981-1988) (Desphande, Hoyer, & Donthu, 1986; Henstorf, Martinez, &d1@012;
Hirschman, 1981); (2) the multiple adaptation strategies riigrants undergo to accommodate
to a new (market) culture (1989-2006) (Askegaard, Arnould, & Kjeldga2®05; Lindridge,
Hogg, & Shah, 2004; Oswald, 1999; Pefnaloza, 1989, 1994); and (3) the role of macro
institutional forces in the (de)construction of ethigic{2007-present) (Jafari & Goulding, 2008;
Ustiiner & Holt, 2007; Ustiiner and Thompson, 2012; Visconti, in press).

Despite substantive theoretical advances, Luedicke (2011, p. 231)akndbat research
into consumer ethnicityhas seldom ‘developed implications for political or social remediation’.
In line with the Journal of Marketing Managem@&npecial issue on Transformative Consumer
Research (TCR) (Mick, 2006; Mick, Pettigrew, Pechmann, & GzadA12; Ozanne, 2011) and
Luedicke’s call for more dedicated research on ethnicity and welbeing, this aiiddresses the
broad question: How can we propagate a TCR agenda in resdarcionsumer ethnicity? We

identify three main aspects that are problematic fodéwelopment of a TCR-orientation in the
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field. All are grounded on Luedicke’s (2011) above-mentioned diagnosis: (1) lack of conceptual
clarty and completeness; (2) paucity of studies maintaigimglistic macro perspective on
ethnicity; and (3) focus on migrants’ acculturation, thus leaving untended discussion about non-
migrants’ ethnicity.

First, despite its three decades of life, research into mensethnicity has produced a
number of contributions buitt on constructs that are someticonfusing as well as incomplete.
Confusion occurs because the same construct can asiéftament, and even competing,
meanings. For example, ethnicity has been used either ddbgean objectively stated position a
person occupies in the social ordering (Laroche et al., 1998)ubjexts/ely chosen option
(Song, 2003; Stayman & Deshpande, 1989; Waters, 1990). Ethnicity dvdxeals defined as
either a system of shared ‘cultural characteristics’ (Healey, 2012, p. 16) or the origin of
‘structured social inequalities’ (Aronowitz, 1992, p. 53), thus shifting its foundation from cultural
to social categories respectively. Race, often associatedethiicity, has been presented as a
biological (Cornell & Hartmann, 1998), poltical (Aronowitz, 1992), amdnesocially
constructed (Golberg, 1992) category. Beyond clarity, conceptuahprieteness also conditions
theoretical robustness of research into consumer eghnietdr example, extant studies mainly
rely onbinary oppositions, such as the ‘home’/‘host’, ‘origin’/‘destination’,

‘minority’/‘mainstream’, and ‘dominant’/‘dominated’ divide (Dandy & Pe-Pua, 2010). In the
interest of simplification, binary opposttions can underntimeoretical robustness and reproduce
stereotypes and prejudices (Askegaard et al., 2005), thus impaimsgngleand collective
wellbeing. Among others, separation between ‘home’/’host’ culture may be reasonable for a
long-term migrant but does not look so appropriate to describe uhtiosit of second generations
(Rumbaut, 1994) or that of people only temporarily sojourning abroadr(fan, 2002a).

Therefore, the first section of this article refineg ¥ocabulary on ethnicity used in our field,
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whilst trying at the same time to attribute univocalanmiegs to key constructs and to enlarge our
vocabulary in order to acknowledge the variety of ethnic positwe observe in contemporary
markets. This should provide a more inclusive theoreticaleframrk from which scholars can
buid future TCR research.

Second, research into consumer ethnicity has only necstatited to inquire into the role
of macro institutional forces in the (de)construction tbhieity in the marketplace. Yet, those
studies holding a macro perspective tend to focus on one maceoafoactime: the theocratic
system in which ethnicity is shaped (Jafari & Gouldig§08); space (Visconti, in press) and
spatial segregation (Ustiiner & Holt, 2007) embedding ethnistatus games (Ustiiner and
Thompson, 2012); the impact of a shared capitalist ideology on edamtity (Pefialoza and
Barnahart, 2011); and the role of marketplace agents on etbommmodation (Pefaloza, 2007;
Pefialoza and Gilly, 1999). If transformative implications havbe drawn, our field needs to
provide a holistic model of the macro forces at play in thetaartion, use, and commodificamio
of ethnicity. As such, the second section of this arficleposes an overarching model in which
we include the main macro forces that extant reseamtests as relevant in the continuous
making of ethnicity in the marketplace. Whie the fieldenfpresents ethnicity as an immutable
reference in consumer life, the model adds dynamism to texdgireys of the construct. In doing
so, we address the call for more intersectional ethnearels suggested as a better way to
support implications for consumer welbeing (Crockett et al., 2011).

Third, research into consumer ethnicity has long expldneccdanstruction,
accommodation, and role of ethnicity in the life of migsa(@swald, 1999; Pefaloza, 1994). As
Bouchet (1995) notes, dictionaries themselves define ¢ghrisia quality and affliation that
characterize members of minority groufus position reflects an ‘ethnicist discourse’ that ‘was

used by colonialist groups to legitimize a certain way of acting toward other groups’ (p. 79) and
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dates back to a long tradition of boundary-tracing to separate tagtozhs from migrants at
different times in Western history (Fox & Guglielmo, 2012).taking this approach, research
into consumer ethnicity has overlookdeé dominant population’s ethnicity often reproducing
these colonialist positions. This article contends thagrdéess of nationalty and power
posttions, everybody has an ethnicity, which is potentialpgsequential for their life and
consumption. By discussing migrantand non-migrantsethnicity in the third part of this article
we address implications for personal/collective welbeimgorter to do so, we review the
iterature on ethnicity through a broad leasot only marketing and consumer research but also
psychology, sociology, ethnic and critical race studiegluding different ontological and
epistemological perspectives (positivism, empiricism, intayset, etc).

Before proceeding we clarify ethnicity relationshipto ethnic identity. Ethnicity
definitions are countlessnd vary across disciplines, times, and authors due to differing
assumptions about the ‘nature of ethnicity’ (Zmud & Arce, 1992, p. 443). Building on Bouchet
(1995), we also conclude thathnicity’ is discursively constructed through the interactions
amongt key forces, like poltical actors (e.g. the role of natioriestas producers of ethnic
difference versus integrating agents of different ethlgnoups) (Verdery, 1994), market agents
(Costa & Bamossy, 1995), and traditonal (Downing & Husband, 2005rs&iviee, 2007) and
digital media (Lindridge, Henderson, & Ekpo, in press). Accordinthe historical and the geo-
cultural context in which such a discourse takes place, sébthese forces exert stronger/weaker
impact on the construction of ethnicity. For example, Bouh®®5) observes that contemporary
Western societies experience a dominance of the markdst \Wmstantly adjusting the notion
of ethnicity, these forces tend to stabilize ethnicityorider to preserve long-lasting political,
ecaomic, and ideological interestd.ipsitz, 1998) of given, and typically dominating, groups.

Unequal access to material and immaterial resourcescmi@ opportunities occurs in the
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presence of ‘social boundaries’—‘objectified forms of social differences’ (Lamont & Molnar,
2002, p. 168). However, social boundarigs also determined by forms of ‘symbolic boundaries’
consisting of shared distinctions used to categorizeyreait, for our aims, to categorize people
on the basis of what is discursively constructed as #thmicity. As such, (1) ethnicity is
‘constructed to last’ in order to maintain given privileges; (2) competing constructions of
ethnicity express rival interests and power postiamsl (3) groups’ interests are dissimulated
behind discourses of ethnicity such as primordial peoplehoodh(B£69; Isajiv, 1974) and
often mythicized ancestries (Waters, 1990). We illustragerdle of these, and other, meso and
macro forces on the (de)construction of ethnicity insbseond part of the article.

At an individual level, people are confredt with different representations of ethnicity,
which they subjectively (Laroche, Kim, & Tomiuk, 1998) andasitunally (Stayman &
Deshpande, 1989) adapt Wimmer (2008) identifies five different types of personatstiies
through which ethnic boundaries are accommodated and modifietbing so, he supports the
existence of personal agency regarding how people relatéstingexdefinitions of ethnicity. The
more we enter a mult-ethnic and symbalbciety, the more people become ethnic ‘bricoleurs’
who use ethnicity as ‘totemic’ resource to partially strip ethnicity of its historical and cultlra
meanings to elaborate updwrir own ‘ethnic style’ (Bouchet, 1995). For instance, a person can
avoid religious practice but use religious identificatias a symbolic resource (e.g. young Arabs
of second generation using their Muslim affiliation twlenge rejection from the dominant
French society). Hence, at the individual level we locateic identity’ positions made through
the creative assemblage of socially constructed repatie@st of ethnicity/ethnicities. Notably,
ethnicity evokes ideas of relative permanence and groufegeivwhereas ethnic identity evokes
ideas of subjectivity and individual agency. Thus, in &miscle, (1) ethnic identity points to self-

ascribed cultural origins and not to externally attribupeditical (e.g. the status of ‘foreigner’) or
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biological positions(e.g. the notion of ‘race’; Song, 2003); (2) it applies both to migrants and
non-migrants; (3) it is an individual response to specficagns (Stayman & Deshpande,
1989), social pressures, and multilateral acculturation yB2006; Molina, Wittig, & Giang,
2004; Verkuyten, 2005); and (4) tt is central to personal as wabaial identty (i.e. forms of
‘imagined grouping’; Goldberg, 1992).

The following part of the article comments on different iethishentity positons people
from different ethnicities undertake, some of them directyinected to their (pretended)
ancestries and others ‘borrowed’ from life experience, the market, and/or the media. Given our
focus on welbeing, we utimately clarify what we meanwalbeing. Attention for consumer
welbeing has recently re-emerged as a significant conceoinsumer research (Mick, 2006).
By combining different multidisciplinary approaches sushuactionalism, management science,
buying-behaviour, macro-marketing, and consumer activism,ePand Handelman (2012)
explore the historical origins of consumer welbeing andabtrs that have shaped its
evolution. The authors highlight that the concept of conswmedlbeing, originally conceived
restrictively as the possibility of having more thingat th person wants (Ris, 2008), has
progressively (1) overcome the economic dimension and (@@l both the personal and the
colective sphere. Whie we align with such a comprefiensiefinition of consumer welbeing
(economic as well as non-economic; personal as wel as iwelecive focus on the specific
inks between consumer welbeing and ethnicity (Crockedt €2011) as an individually and
socially constructed category. We show that the way éthng (de)constructed in a given
context/time affects possibilities to secure self-ideatifon and thus psychological wellbeing
(Phinney, 2005). We also comment on how ethnicity (de)constnuatdnditions collective

representations of ethnic groups (Georgiou, 2012), their opp@surati reciprocal (market)
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acculturation (Berry, 1980), and the nature, extent, andyqudliheir commercial, social, and

cultural exchanges (Pefaloza, 2007).

The vocabulary on ethnicity in consumer research: Clarificatios and extensions

Unprecedented migration inflows of the past 100 years haweesl research into consumer
ethnicity and stimulated both researchers and managerdtdo lr@lerstand how people of a
different ethnic origin relate to a new (market) cult{@osta & Bamossy, 1995; Padila, 1980).
This has led to two main consequences. First, migrantsac@nduration have been at the centre
of the discipline (Luedicke, 2011), and thus made the vocabulary on ethnicity a ‘migrant-related
language’. Yet, social transformations have shown that ethnicity is a more pervasive

phenomenon, where both migrants and non-migrants confrantetheic identities (Grier,
Brumbaugh, & Thornton 2006; Pefialoza & Barnhart, 2011) and may abihias ericoleurs’
(Bouchet, 1995). Second, by maintaining the boundaries of the discgim@éd migration and
acculuration, over the last three decades researcireesgenerated numerous contributions
where the same concepts are used with a variety of ajiaradictory meanings. As a resul,
vocabulary on ethnicity/ethnic identity is concurrently t@orow to address the complexity of
the field, whilst being overly contradictory.

The first section of the article aims to harmonize tiegismeanings for key concepts
related to ethnicity/ethnic identity, and to include and valoerging concepts that are taking the
discussion beyond migration/acculturation and their tydigadry oppostions. As such, we do
not aim to invent new concepts but to clarify when a geencept should be used, with what

meaning, and under what assumptions. All the conceptstwefier to dierent ‘ethnic
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identities’, which people elaborate starting from different ‘ethnicities they find at local, national,
transnational, and global level. Table 1 provides a summarge ofocabulary we assemble,
where key concepts can be easily compared with referendg) their context of application; (2)
the notion(s) of ethnicity they embed; (3) the correspondthgic identity positions they
stimulate; and (4) their ideological and poltical underpinningdrieBnare alphabetical. The first
entry (ie. ‘acculturation’) represents a point of departure of the discipline we use as to highlight

the novelty and distinctiveness of subsequent concepise Imvith Vygotsky (1978), we also
believe that the language we use frames our ability ieagie the world we describe through it.
By improving our language, we can limit risks of distored regmtasions, poor
conceptualization, and stereotypical explanations, and tiysog our ability to represent the

people we research more respectiully.

Acculturation and the dominant/dominated scheme

As stated above, research into consumer ethnicity has long focused on migrants’ acculturation,
defined as ‘the general process of movement and adaptation to the consumer cultural

environment in one country by persons from another country’ (Penaloza, 1994, p. 33). In line

with Berry’s (1980) seminal conceptualization and his subsequent advances (1997, 2008), at an
individual level, acculturation implies the interactidatween a ‘culture of origin’ and a ‘culture
of destination’—often qualified asthe ‘host’ culture, which highlights the unfamiliarity and
exclusion new-comers may experience. Scholars havadalsified a plethora of ethnic identity
positions during acculturation (Gudykunst, 1983), ranging from eten@ssimilation
(Wallendorf & Reily, 1983) to resistance and rejection (Bet§80; Deveraux, 1970). More

often, scholars have explored multi-dimensional ethnictiiglepositions, as in the case of

13



biculturalism (Luna, Ringberg, & Peracchio, 2008) and cultwedpping (Askegaard et al.,
2005; Oswald, 1999), which researchers deem preferable in tepessohal welbeing
(LaFramboise, Coleman, & Gerton, 1993). Apart from a handful of steer et al., 2006;
Jamal, 2003; Kipnis, Broderick, & Demangeot, 2013) research has irseyigated the
‘multidirectional cultural adaptation’ (Luedicke, 2011, p. 236)the soealled process of ‘reverse
acculturation’ (Kim & Park, 2009)—through which the local ethnic mainstream acculturates
migrants’ ethnicity, thus reducing cultural distance and increasing opportunities of reciprocal
exchange.

At a macro level, the ‘dominant conceptual scheme’ (Penaloza, 1994, p.34) to discuss
acculuration relies on the camtting notions of ‘dominant’ (i.e. mainstream) versus
‘dominated’(i.e. subcultural) ethnic groups. The mmplications of this are twofold. First, this
scheme frames discussion on ethnicity in confictingnéelWhilst domination can be also
numerical, it is mostly poltical, social, and economic (Arsitz, 1992; Healey, 2012). As
Lipsitz (1998) argues, appurtenance to the dominant ethnic graupation grants a rent
position, which mainstream people defend by investing timeeaedjies in the constant
(re)creation of their ethnic caste (what he presents as their ‘possessive investment’). Second, we
argue that the ‘dominant’/‘dominated’ scheme leads to contrast the host culture (that of the
dominant ethnic group) to a comprehensive and indistinatireubf the ethnically dominated
groups. In doing so, various ethnicities are brought togetiefiadtened.

The ‘dommant’/‘dominated’ scheme also has remarkable implications for wellbeing.
Posttions of ethnic domination prompt a structured systemmiége reproducing unfair
advantages while limiting dommated ethnic groups’ opportunities of ownership, education,
employment, housing, and health care. Additionally, the commastigeraof questioning only the

ethnicity of dominated minorities undermines ethmiainstream’s salience about its own
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ethnicity. Recently, Pefialoza and Barnhart (2011) documentnimidle-class white male
consumers in the U.S.A. dominate the North-American coeslisumer culture whie not
perceiving themselves as a group with a clear-cut ettheictity. Hence, they describe
themselves as ‘ethnically deficit’ persons. On the one hand, limited ethnic salience from the
dominant group may result in efforts geared towards maintaisuch dominance (e.g. racist
behaviours). On the otheard, it negatively affects mainstream’s wellbeing as a result of

diminished abilty to discuss their ethnic identity and eption of ethnic depletion.

Cultural sojouming
As seen, acculturation relies on two key assumptionsetfijcity reconstruction presupposes
migration; and (2) migration is a stable, or at least lasgjflg, lfe-stage. Yet, in a globalised
world, being a cultural sojournersomeone who temporarily spends time in another country
(Sussmann, 2002a)is an increasingly common feature. One should note thatrsiojgudiffers
from migration because (1) it does not imply the stabiéigatn a different country/culture and
(2) it implies a double process of adaptation: frst to the mpawesand later during repatriation
(Leong & Ward, 2000; Lowe, Hwang, & Moore, 2011; Sussmann, 2002a, 2002b).

Sojourning instead of migration/acculturation should then bfeped to address the
ethnic identity position of people living in such situatiods sojourner confronts his/her culture
of origin, the host culture as well as a supranationatrallidentity platorm common to other
sojourners around him/her. For example, Teichler (2004) documentERA®MUS students
temporarily studying abroad develop a shared culture that exestaddished national
boundaries and identifies an ERASMUS ‘way of living’.

With reference to its outcomes, sojourning has been studeilerent disciplines.

Whilst in policy studies it has been analysed throughletie of the economic and societal
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implications of temporary or circular migration (McLoughk Muenz, 2011), in social
psychology it has been examined with a focus on the dynaimtsmerge during cultural
contact (Allport, 1954). In her Culural Identty Model (CIM),sSmann (2002b) identifies four
ethnic identity positions (namely: afirmative, subtsagtiadditve, and global), which act as
predictors of a sojourner’s repatriation distress based on acculturation outcomes during host

country stay. Within consumer research, Tambyah and Chng’s (2006) analysis of 14 returning
students in Singapore empirically validates and develops Sussmann’s (2002a) model. The authors
add two types of ethnic identity positions: (1) a resistivet, shifien sojourners react aversely to
cultural change, and (2) a marginal shift, when sojouriaenstify with neither home nor host
culture (‘rootlessness’).

Notably, implications for welbeing refer not only to the momehtemporary sojourn
abroad but also to repatriation. Sussmann (2002a) demonstrdtespdtaation distress is higher
when host culture adaptation is high and identificatiath Wwome country is low or superseded.
Repatriation distress is lower if the sojourners confiheir home identity, either through low
levels of adaptation during the sojourn or through providingctimplementary cultural identity
platorm mentioned above. Also, the more overseas experisecgojpurner has, the easier both
adjustments and adaptation abroad and at home wil be (Cui &182).We suggest that
future research can apply the CIM model and its extensiorexplore further how cultural
sojourners use material and symbolic consumption resoarckselate to acculturation agents to

express ethnic identification during repatriation in otdemprove or sustain their wellbeing.

Cosmopolitanism
Many different strands of cosmopolitanism exist across digefpl Recurrent traits attributed to

cosmopoltanism include: (1) the habit and interest of lirayeabroad (Hannerz, 1996), as a
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means of cultural enrichment, self-enhanent, and ‘worldly enactment’ (Thompson &
Tambyah, 1999, p. 217); (2) an acquired mode of practice or a competence to@dagpidly
and effectively to new cultural contexts (Vertovec & Cotd02); and (3) an ideological,
phiosophical, and poltical project towards multiculturalismt foaters affiliation with like-
minded people (Thompson & Tambyah, 1999). Hence, cosmopolitan people-ehase
assumed to showdegrees of cultural openness, mixing, and ethnic pluralisppadurai, 1996;
Calhoun, 2002). Differently from acculturation, cosmopolitandaes not necessariy imply
migration. Cosmopolitan people are not socially represented asatkdnethnic groups, being
more often described as part of a cultural elite. Differefithyn cultural sojourning,
cosmopoltanism does not imply a temporary stay and repatridtistead, it relies on
‘proteanism’ (Hannerz, 1990), that is, the willingness to inhabit more places and a form of home-
phobia.

Cosmopolitanism suggests that ethnic identification caerge beyond previously
popular bounded notions of ethnic identity (Brubaker & Cooper, 2000; Desplet al., 1986).
Notably, cosmopolitanism and cosmopoltan consumption expresdicaénth with a place
over an ethnic sense of identification with a natiorth wonsumers drawing from a local,
national, and transnational tookit of cultural resourd&ské¢gaard et al.; 2005; Tonkinwise,
2005). In relation to their original ethnic identity, cosmopolidentity is paradoxical. At the
same time, it presupposes preference for non-local and lafaculturalethnic references (i.e.
openness to other cultures) but it also implies extensig&erpnce for local and familiar
consumptions (i.e. closure on familiar material cultuesgope with the complexity of constant
re-adaptation (Thompson & Tambyah, 1999).

Implications for wellbeing are straightforward. First, cosmageism invites us to

consider that experience in a local place can be more nelevaefining ethnic identity than
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national or supranational ethnicities. Unsurprisingly, cosmap@m has been particularly
studied in ctties, as these are sites of condensed phgsidadocial spaces where individuals are
exposed to a diversity of people, objects, and lfestyles (Se@@R). Second, ethnic identity
positions should be conceived as unbounded, emplaced and fuid, witbtmaev identities
simultaneously being forged from various cultural soufGeglar, 2002; Scheffler, 1999;
Sennett, 2002). This conceptualisation expands upon Riefler iamdi@opoulos (2009). Third,
along with other forms of ethnic identity positions, cosmopu$ia also represents a way of
participation in public life in which both consumers andaaigptions play a role. In a study of
media consumption amongst German Turks in Berlin, C#202) finds that the consumption
of a localised ethnic radio station in Berlin leads to adopiom localised cosmopolitanism
where consumers mix a local perspective with multipktural affiliations. The increasing
popularity of the radio station has also led to other mediatoutieGermany adopting media
outputs relevant to German Turks, raising their profie asilility in public life and thus

utimately affecting their wellbeing.

Global citizenship

Defining global citzenship is complex. Whilst early concegtidocus on a Western-dominant
mind-set (Broeckerhoff & Wadham-Smith 2007; Hannerz, 1996), reesearch argues that new
forms of global governance have unequivocally transformedvety notion of global citizenship
(Iwabuchi, 2002, 2010). Regardless of the Western/non-Western peespglobal citizenship

as a form of ethnic identity position represents a beligingh a sense of belonging to an
(imagined) translocal collectivity of ike-minded people frorouad the world (MacDougall,
2003) who, irrespective of nationality, ethnicity and geographization, share universal ideas,

values, beliefs, and modes of living, commonly known as ‘global culture’ (Beck, 2000; Cornwell
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& Stoddard, 2001; Nederveen Pieterse, 2007; Strizhakova, Coulter,e% P0i68). Consumption
of artefacts such as brands and media assigned with the meaning of ‘globalness’ is thought to
serve as a passport to achieve global citizenship (Strizha&bab, 2008).

As per cultural sojourning and cosmopolitanism, global citizensloies not imply
migration. With reference to cosmopolitanism, global citizenshiplso an ideology but: (1) it
does not rely on the mythology of traveling and exploring differlocales; (2) it prefers eh
global culture that cuts across national and ethnic baeedtr the mix of different local
cultures; (3) more than being a phiosophical system, mnasted through ownership and
consumption of the (global) material culture; and (4) mbaa tbeing purely ideological, it
supports the political agenda of global citizenship.

With reference to welbeing, global citzenship stimulatefiexieity on positions of
cultural superiority. It holds that global culture is prefide to the local. As mentioned before,
the main context of dispute is the extent to which notminglobal culture have to reflect a
Western versus a non-Western perspective. As non-Wesiekties boom economically and
poltically, they increasingly are co-creators of globalucelt as reflected by emergent non-
Western consumption artefacts utilizing global meanir@sndtsson, Bardhi, & Venkatraman,
2010; Cayla & Eckhardt, 2007; Eckhardt & Mahi, 2004; Jafari, Frrat, Stierdem, Askegaard, &
Dall, 2012).These developments de-stabilize the global chiferdiscourse in both Western
and non-Western societies (Dower, 2003). Specifically, as nore¥esbcieties assume a de-
Westernized outlook on global citizenship, choices between Westgin and non-Western
origin ‘global’ brands wil increasingly constitute an act of asserting natiopade and elevating
one’s own nation/ethnicity in the global arena (Dong & Tian, 2009; Venkatesh, Khanwalkar,
Lawrence, & Chen, 2013; Jafari & Goulding, 2013). Furthermore, Western consumers’ responses

to non-Western brands are mixed (Melnyk, Klein, & Volckner, 2012)istWandoubtedly there
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are several contributing factors, this may be reflectivanainwillingness of Western consumers
to accept the shifting distribution of power in how globakeitship is defined and created.

Overall, by using a global citzenship frame devoid of a Wast/Hvide, we as researchers are
better able to understand the dynamic process by which pealpde meaning using a myriad of

cultural objects and practices.

Hyphenated ethnicity

As seen, during acculturation the construction of etientity can imply the maintenance of a
plurality of ethnicities. Sometimes, one of them dominatesothers. For example, Berry (1980)
suggests that assimilation to the hostuatldepends on a migrant’s acknowledgement of the
superiority of that culture whereas rejection implie driet oreference for the culture of origin.
Other times, ethnic identity implies non-hierarchical dngeof different ethnicities with which a
person identifies. For example, cultural swapping and bialisun (LaFramboise et al., 1993;
Lau-Gesk, 2003; Luna et al., 2008; Oswald, 1999; Pefaloza, 1994; Tadmor &, T2006)
support ethnic pluralism and identity plasticity.

Such an ideological, poltical, and psychological rejection o&tubical ordering also
occurs in ie phenomenon of hyphenated ethnicity, an identity position that entails one’s sense of
multilocale identification with various equaly importaaethnic collectivities developed through
ancestral links and/or life experiences (Caglar, 1997). @ltiginAppadurai (1996)
conceptualized hyphenated identity to describe ethnic idgmtiitions of diasporic people (i.e.
migrants) who concurrently identify with the culture pofative ethnic origin (delocalized
ethnicity by ancestry) and with the new host cultloeafized ethnicity by residence). In line
with more recent research (Jiménez, 2010; Kipnis et al., 2013rgue that hyphenated identity

does not require a direct migration experience. Factors mogvan extension of the definition
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include: (1) the rapid rise of mixed-ethnic famiies (Ashind003; Clark & Maas, 2009; Luna &
Peracchio, 2005); (2) acculturation to co-residing (at timelsiple) ethnic groups (Jamal, 2003;
Luedicke, 2011; Wamwara-Mbugua et al., 2008); (3) short and long-texmist (Bardhi,
Eckhardt, & Arnould, 2012; Bardhi, Ostberg, & Bengtsson, 2010; Sussmann 2@3D2b)
identification with othercollectivities’ beliefs, rituals and traditionsirrespective of geographical
proximity—via media and consumption (Craig & Douglas, 2006; Iwabuchi, 2010;eChesy
Riefler, & Diamantopoulos, 2008); and (5) social movement aothasd multicultural political
ideals (Pefaloza, 2004).

Beyond some analogies, we contend that hyphenated identitynatoesincide with
acculturation since: (1) hypenahation always mmplies equal importance among a person’s ethnic
identities (Phinney, 1989), whereas acculturation maytiedorms of hierarchical nesting
(Berry, 1980); (2) hyphenation may not imply a direct migratexperience (Kipnis et al., 2013);
and (3) despite exceptions (Askegaard et al., 2005), accultunatiypically conceived around
two ethnicities, whereas hyphenation expands to a plurafitiem. Moreover, hyphenated
identity differs from cosmopoltanism and global cttizenshigesinl) hypenation is not an
ideological, political or phiosophical ethnic identity position ayisychological identification
with more and equally valued ethnicities acquired thropghsonal life experience (Caglar,
1997); and (2) whilst global citizenship preaches the superiofityglobal consumer culture,
hyphenation rejects hierarchization.

Since secure ethnic identity is pivotal for psychologicalb&ing (Phinney, 2005),
physical and symbolic obstacles to maintain commitment tmonm®re ethnic collectivities of
importance may de-stabiize people of hyphenated ethniciti, results ranging from passive
segregation to violent opposition of communities regarded ascersitareators of these obstacles

(Berry, 1997; Maalouf, 2000). Conversely, abiity to commit to a newativity (without
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required decrease in commitment to other relevant ethrliectooties) empowers people to
develop new skills to achieve belonging (Dona & Berry, 1994). Trerefvelbeing for
hyphenated people is highly sensitive to national ideologiessatiopolitical governance
contexts, which may (not) support its belief in the equalt different ethnicities. For instance,
whilst in the U.S.A. hyphenation is a legitimized socigtatm (e.g. Irish-American), Europe has
a rooted tradition of nation-states, which can more eagipcstian ideology of national
sovreignity that stresses ‘the potential dangers of multiple loyalties’ (Caglar, 1997, p. 177-178).
For example, the French socio-poltical model encompassegegrationist view, the idea of
French nationality being a sole legitimate descriptorlafitaens. Nevertheless, studies of
migrant populations (Ribert, 2006; Simon & Clément, 2006) reveatilarsipatter of identity
hyphenation in France and the U.S.A. These investigatmomfirm the ideological and poiltical
use of hyphenated identity with the objective of improving geksand collective wellbeing

through rejection of imposed and stigmatizing ethnic idembsitions(Simon & Clément, 2006).

Pan-ethnicity

Acculturation and hyphenation deploy ethnicities defined rational level, whereas cultural
sojourning, cosmopolitanism, and global citizenship hypothesizexisience of a higher ethno-
cultural level, which is however defined ideologically (farsmopolitanism and global
citizenship) or existentially (e.g. the ERASMUS cultimethe case of cultural sojourning;
Teichler, 2004). Differently from former concepts, pan-ethni@bnsists in a supranational

ethnic identity that, either for personal reasons or ftareal pressures, people of different
nationalities but similar ethnic/racial characterstiare said to share (Lindridge et al., 2013). For
example, research on Latinos/as (Castro, 1997; Pefaloza, 199dz&®ediad Gily, 1999) has

overcome nationality and questioned to what extent Latso&a not) share gven common
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traits (e.g. stronger family orientation and brand loyalen compared to Whites) (Pefialoza,
2004). Also, research into Mediterranean marketing (Cova, 2005) kekesgranational
reference of the Mediterranean basthus a geo-poltical and geo-historical reference -Jeesl
a colective basis for detecting a shared approach to selftdeli worldview, and attitude to
consumption (Caru, Cova, & Dall, in press). Then, Mediteemaneonsumers are said to be more
inclined to appreciate slowness of life and consumption, more topsiversity, and particularly
sensitive to authenticity (Cassano, 1996; Siva, Caru, & Cova, 28D&ar discussions hold for
Afro-Americans, Blacks outside the U.S.A., Asians, etc. in, gpan-ethnicity is grounded on
race as a socially constructed form of imagined grouping (2®@g), which serves as a large
dépositoire of common ethnic traits, rituals, norms, and alivalues that people sharing the
same supranational identity deploy in order to define theesehnd others (Lindridge et al.,
2013; Paani, 2001; Visconti, 2005; Wamwara-Mbugua, Cornwell, & Boller, 2008).
Implications for personal and collective welbeing depend ereftent to which pan-
ethnicity is imposed upon or created by these sub-groupsis Iregard, Okamoto (2006) argues
that pan-ethnicity is the result of institutional ogiiion of pan-ethnic categories onto differing
ethnic groups. Hence, a national government categorising ethnicities as ‘African-Caribbean’ or
‘South Asian’ would be imposing a pan-ethnicity, whilst ignoring the inherent heterogeneity
within pan-ethnic groupings. Lopez and Espiritu (1990) showtlieaimore society views
differing ethnic groups as a homogenous sub-group, the mde tikese groups wil develop a
pan-ethnic identity. For example, Lee (2000) suggests tham Asb-groups living in America
demonstrate higher levels of intra-group homogeneity basedtonal boundary
categorisations. Min (2010) also documents how pan-ethnicity bea political-cultural
response to discrimination. Pan-ethnicity, therefore, afises differing ethnic groups

recognising that pooling their resources together wil predigonomic, poltical, and
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psychological gains for al. Min’s study echoes prior works (Waters, 1999; Woldemikael, 1989),
which demonstrate how, unlike their parents, second gemerafrican-Caribbean and Haitians,
are unable or unwilling to identify themselves with their parents’ nationality, and reluctantly

accept the panthnicity categorisation of being ‘Black.’

Transnational ethnicity

Transnationalism also reflects a pluralty of meanindgse fdundations of transnationalism date
back to the late nineteenth century, when the massgeatimn of non-Anglo-Saxon migrants
from Eastern and Southern Europe to the U.S.A., whist gkiseyto a new American nation
(Bourne, 1916), caused apprehension (Nagel & Staeheli, 2004). dterdly, in order to
chalenge the principles that define a nation, scholalisk(Schiller, Basch, & Szanton
Blanc,1992; Jusdanis, 2001) have used transnationalism inr/esteeties as opposed to
nationalism. Within research into consumer ethnicitgngnationalism has been restrictively
referred to as transnational consumer culture (Askegadialar-Toulouse, 2011; Cayla, &
Eckhardt, 2007; Matthews, 2000; Smith, 1990) and thus associatedaeitilier as a synonym
for or a side effect efglobalization.

This overview shows that transnationalism has beeh ase synonym of broad
migration/acculturation processes (Bourne, 1916; Nagel & Sta@004) or as a contemporary
expression of global consumer culture and global citizenshgke@aard & Ozaglar-Toulouse,
2011; Cayla, & Eckhardt, 2007; Glick Schiller et al., 1992). In line witier scholars (Leuvitt,
2011; Ucok Hughes and Kjeldgaard; 2006), we also contend that tiamsham is a distinctive
concept that should be used more restrictively. Transadisom highlights the situation of those
persons lving between two (or more) places, with which thatain stable relationships

(Levitt, 2001). For example, Ugok Hughes and Kjeldgaard (2006) docuhemtusl life of
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Turkish migrants in Denmark who, by moving back and forth betviZenmark and Turkey,
maintain enduring social, economic, and cultural connectwitts both countries. Studies (Nagel
& Staehel, 2004; Portes, 2001; Rumbaut, 2002; Somerville, 2008) confirnthehpbssibility of
developing a transnational identity is stronger for fieshegation migrants than for the second
generation. Yet, second generations are more likely to detralognational identities whenever:
(1) they are fluent &l use parents’ native language; (2) they make frequent travels to their

parents’ home country; and (3) they participate in their parents’ native consumption practices

(Levitt & Glick-Schiller, 2004; Purkayastha, 2005).

Hence, transnationalism differs from acculturation/ntigra since: (1) the country of
destination is not the unique place of stay; (2) as suaist wnigrants can re-start their life in a
new place, transmigrants remain suspended between the fhlagenhabit; and (3)
transmigrants keep updating their cultural endowment in dagtires, which might not be the
case for migrants tout-court (especially after familyniiy migrants see their opportunity to be
exposed to their culture of origin diminished; Visconti &dgliano, 2009). Moreover,
transnationalism coincides neither with cosmopolitanismwitbr global citizenship since: (1) in
ine with our definition, it does not imply a phiosophical syster a global consumer culture but
the two (or more) cultures of the countries of stay; and (@esupposes a direct migration
experience, which might not be the case for cosmopolitanisms @wen less likely to be the
case for global cttize nship.

Generally, studies (e.g. Reis, Sheldon, Gable, Roscoe, & Ryan, 2Qb8)domain
confirm that developing personal relationships within the bostext and remaining connected
to other cultural backgrounds (ie. home country) enhance people’s sense of wellbeing. Such ties

provide people with resources that can help develop copinggisatin dealing with effects of
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negative lfe events (Wikinson, 1999; Wangaruro, 2011) or nnairitggher levels of self-esteem

(Phinney & Charia, 1992).

Forces (de)constructing ethnicity and implications for wellbing

We already commented that research into consumer gthhadt only recently started to assess
the role of macro institutional forces in the (de)cowrstva of ethnicity in the marketplace. We
also observed that the few studies holding a macro perspétaifzei & Goulding, 2008;
Pefialoza and Barnahart, 2011; Pefialoza and Gily, 1999; Ustiideit,&007; Ustiiner and
Thompson, 2012; Visconti, in press) typically focus on one macece fara time. However, this
imits the abilty of our discipline to develop implicationsr personal and collective wellbeing,
because it lacks a holistic view of the many meso/maarces at play in the (de)construction of
ethnicity in the marketplace (Luedicke, 2011).

Moving away from the individual level of analysis the first part of the article (i.e. ethnic
identity positions), in this section we elaborate on thecipfn of intersectionality that Crockett
et al. (2011) recommend. In doing so, we identify the main ma$anaaro forces that are
capable of stimulating the personal and collective (de)catistnuof ethnicity in the
marketplace, and that ultimately impact welbeing inioglato ethnicity and consumption. As
we wil elaborate, peoanteractions with these forces can be direct, indirectervhsonal, or
virtual. We contend that at a meso/macro level what stesul@thnicity (de)construction
depends on: (1) the social and historical power dynamics \a&ra gioment (Aronowitz, 1992;
Healey, 2012); (2) the representations of ethnicity wiswcial groups and in the media

(Downing and Husband; 2005); and (3) the market opportunitiesmthat(not) result for given
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ethnic groups over time (Costa & Bamossy, 1995; Grier et al., 2008l J2D03; Pefialoza,
2004; Pefialoza & Gilly, 1999). Our proposed model (Figure 1) is intafifoabstract to capture
the meso and macro forces applicable to the plurality ateithentity positions (acculturation,
cultural sojourning, cosmopolitanism, etc.) that we unpackectredvioving from the meso to
the macro level, we detail each form of interaction $idulates ethnicity (de)construction and
the implications for personal and collective welbeing iatimn to consumption. We also

distinguish between key forces in ethnicity (de)construcamd some moderating variables.

Key meso forces in ethnicity and wellbeing (de)construan

Ethnicity and wellbeing in family interactions

In her formative work, Pefaloza (1989, 1994) highlights the importahéamily when she
conceptualizes consumer acculuration processes. Inu@aaytiber comments unpack how social
interactions within the family transmit consumption kiemige, consumer skills, and behaviours
across generations. Whist migration has a particulddgtabilizing role for the structurof

migrant families indiscriminately from Western and Eastcultures, the conclusion of family
being the key structure of (consumer) socialisation (Ward, 187t exclusive to migrants. In
fact, any family represents a critical site of culturedintenance, transmission, and rupture from
one generation to the next (McCubbin & McCubbin, 1993). Nonethelesnsumption in a

family is used daily to negotiate ethnic boundaries (Limgricet al. 2004; Sekhon & Szmigin,
2011). As Lamont and Molnar (2002) observe, mechanisms supportingabgpereation are
psychological (e.g. mental processes of categorization), atufierg. interpretive strategies tied

to cultural traditons), and structural (e.g. unfair asdesresources and opportunities). Herice, i
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is important to inspect how consumption within the famién attenuate or reproduce ethnic
psychological, cultural, and structural boundaries.

It is largely maintained that, regardless of its stmact(e.g. dyads or triads) or direct
migration experience, each family exerts pressurets anambers (Epp & Price, 2008) to
establish a shared ethnicity, as an expression of commaagbeand family collective ethnic
identity (Lindridge & Hogg, 2006; Oswald, 1999). As McGoldrick, Giordanma] Garcia-Preto
(2005) observe, ethnic identification within the family is a precondition to a person’s possibility
to develop a ‘sense of belonging’ to that family. Notably, such process of ethnic identification
can become more difficult in situations of migrant fasi)i mixed families, and more broadly for
any family lving in multicultural societies. Ultimately, a family affects members’ wellbeing by
(de)constructing positive/negative representations ofetite ethnicities relevant to family
members (i.e. ‘us’ versus ‘others’; Valdés, 1996). Consumption visualizes such complex and
profound ethnicity-related family dynamics. For example, GsWE999) documents how Haitian
families migrated to the U.S.A. use consumption within the family to perform a ‘culture
shoppig’ (p.310), which is used to negotiate the perceived differences between host and home
ethnic identities.

We identify three main types of family interactions canto ethnic consumer wellbeing:
marital, generational, and diasporic. First, within maiitééractions ethnicity connects to gender
roles and structures typical of one or more ethnic celées, which also impact (i)legitimate
gendered consumptions. The marital dyad can liberate or mhibit a spouse’s personal freedom, and
may thus contribute to his/her wellbeing stimulating sl of liberation, frustration or
resistance (Chytkova & Kjeldgaard, 2010; Ustuner & Holt, 2008). Sledbe articulated
intergenerational interactions play a crucial roledientity and wellbeing for both parents and

their descendants. As cultural gatekeepers, parents orient their children’s consumption in ways
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that confrm or contradict their ethnic heritage (Linged& Hogg, 2006). In the case of migrant
families, as ‘cross-generational’ individuals (Visconti, 2010) children can be ‘cultural

chameleons’ (Sekhon & Szmigin, 2010) seeking suitable but not easily available products to fit

their complex ethnic identity. They can also be agentscailttaration to the local culture for
their parents, in particular as soon as they enter thé dolucation system (Favaro, 2009). Third,
within the precincts of migration, the remamning diasporic family living in a migrant’s country of
origin is also influential. Research (Skribis, 2008) showsth@ diasporic family maintains an
emotional and symbolic influence on migrated family membe@&his influence is also exerted
through the circulation of ethnic goods that reinvigoratemories of ancestral ethnicity

(Pefialoza & Cavazos, 2011).

Ethnicity and wellbeing at school

On an international level, scholars have studied tadoreship between schooleducation,
ethnicity, and consumption with particular attention @niticlusion of students coming from
ethnic minorities and migrant families (Defensor deld®ye2003; Demestrio & Favaro, 2002;
Eurydice, 2004; European Union, 2004; Portes & MacLeod, 1996). Among them, ‘third culture
children’ research (Cockburn, 2002; Greenholtz & Kim, 2009) focuses on these young
consumers, whom it locates the midst of parents’ culture of origin, host/local culture, and a
mix of the two. The uniqueness of their ethnic identity positions has stimulated scholars’ interest
and creativity in trying to capture thecomplexity using labels such:asecond generation’,
‘children of migration’ or ‘children of immigrants’ (Portes & Rumbaut,2001; Rumbaut, 1994),
‘post-immigrant generation’ (Rumbaut, 2002), ‘cross generation’ (Visconti & Napolitano, 2009),
and indeed ‘third culture kids’ (Cockburn, 2002; Greenholtz & Kim, 2009). Alba (2005) shows

that the clarity of demarcation between ‘third culture children’ and their peers belonging to the
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ethnic mainstream depends on two factors: (1) third culture children’s ethnic origin; and (2) the
geo-cultural context where demarcation occurs. For exarnpie U.S.A. and for chidren of
Mexican origins, the author proves a dominance of ‘blurred boundaries’. Differently, in Europe
and for children of Muslim origins he observes a prevalence of ‘bright boundaries’, which
exclude any ambiguity about group membership.

We identify two bodies of works within third culture chidréerature. The first focuses
on children’s ethnic identities and consumption at school and within the group of peers. It shows
that consumption is decisive to manifest, hide, and akild’s ethnic identity in line with
personal identity projects and social pressures. Commonaiitiesnsumption are used to
manifest children’s solidarity with the group and feel confident with their ethnic identity
(Lindridge et al., 2004). Hence, choice and use of goods acqutiplenuheanings, which span
from reciprocal negotiation to gratuity, and from confictingposition to mediation among
multiple expectations (Visconti, 2010; Visconti & Napoltano, 2009).allg; the strength and
type of family ties a child has with his/her parentedfhis/her tensions with peers (Sekhon &
Szmigin, 2011) since famiy ties set the boundaries of wha{rcd) be consumed and with
whom. An interesting study on ethnic conflicts at schoalnigh & Guerra, 2000) in the U.S.A.
tests the impact of school context and ethnicity onkieéhbbod of being victimized by peers.
Three ‘pan-ethnicities’ are compared: African-American, Latinos/as, and Whites. Unsurprisingly,
ethnicity predicts the probabiity of victimization by pedwore counter-intuitively, this study
indicates that African-Americans are more exposed tomazttion by peers, with Latinos/as less
lkely to be victimized than White chidren. Also, the motleneally integrated the school, the
higher White children’s risk of being victimized by peers and the lower the risk for African-
Americans. These and similar studies have the metigblighting key variables that may

impact quality of lift at school with an immediate impact on a child’s wellbeing.
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The second stream we detect focuses instead on children’s academic performance in
relation to ethnicity. This group of studies is relevantrésearch on both consumption and
consumer welbeing since it assumes that academic parfoemoften predicts future
professional opportunities and access to material wealthm@sket citizenship). Portes and
MacLeod (1996) provide a large-scale test in the U.S.A. on theof@ll) ethnicity, (2) class, and
(3) school context in the academic performance of thirdireuichidren. First, they find that
ethnicity plays a major role, with chidren belonging to maif@gdominated ethnic groups
performing worse academically than children from the ethnic dominant group. Second, parents’
social class and education attenuate this negativet. €ffaird, the school context (inner-city
schools, quality of the school, etc.) flattens the negatfiect on education performance but only
for ethnically disadvantaged children. Valdés’ (1996) ethnography of 10 Mexican-born and low-
income families Iving at the U.S.AMexican border documents the ambivalence of parents’
expectation about children’s education. Onthe one hand, parents understood the risks of school
dropout for both children’s and family’s future possibility to buy and consume. On the other
hand, they expressed doubts for the intrinsic value of edcsitice school education can be too
abstract in comparison to urgent life needs, including theiitg of granting immediate
material subsistence. Generalizing from Valdés, his wastlwshhat several variables affect
parents’ attitude towards school: (1) parents’ educational level; (2) parents’ understanding of the
rules and aims of the local education system; (3) qualirelations established with teachers; (4)
endogenous cultural factors; and (5) actual work opporturibietheir children after education.
Implications for wellbeing are straightforward. These tde® identify key levers that policy
makers could and should use to support children’s education at family level and beyond, and to
eventually support their future opportunities of materiglata. One example is explicative: in

2005, Parisian suburbs (i.e. ‘the banlieu) hosted violent riots between second generations and

31



autochthonous French people of the dominant ethnic groum Prsented as an ethnic confiict,
these riots are mainly due to the reiteration of mistatkat policy-makers have made with
reference to Paris’ city governance (Fourcaut, Bellanger, & Flonneau, 2007), which have limited
professional opportunities of second generations in Franceteddsgii level of education and
acculturation to the French culture. Ultimately, such conditions do not support parents’ positive
attitude towards education for their chidren (Valdés, 19963, jgopardizing future

opportunities of becoming empowered consumers.

Ethnicity and wellbeing in religious communities

Research into consumer ethnicity has long questionedolth@f religion in relation to ethnicity
and consumption. In her investigation of Jewish consurnetise U.S.A., Hirschman (1981)
suggests that Jewish ethnicity comprises two main: desgsh culture and Jewish religion. She
also highlights that consumption preferences respond to a person’s rate of self-identification with
given religious norms (ie. a ‘self-designated religion’). Analogously, in their work on Hispanics

in the U.S.A., Desphande et al. (1986, p. 214) provide a Weberian defoitiethnicity that
mplies appurtenance to common ‘religion, values, morality and etiquette.” Similar studies are
invaluable for having set the path for subsequent rdsead for the sensitivity to individual
agency in religious identification. Yet, they assunma #thnicity and religion are structurally
intertwined—that is, to a given ethnicity corresponds one given religionyhich a person is
then free to identify. Social and cultural transformagicoontradict this tenet, as we increasingly
observe people of one ethnic group converting to the religidori¢edly specific of another
ethnic group (Rambo, 1993). From a psychological perspective, PalpuiEnardson, and

Rambo (2001) demonstrate that conversion affects a person’s attitudes, emotions, behaviours,
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and lifestyle—including consumption-but that it does not modify profound personalty traits
(ie. the ‘Big Five’ traits of temperament).

Hence, recent research into consumer ethnicity haedeio maintain a separation
between ethnic and religious identity, instead focussimghe ‘politics of consumer identity
work’ (Thompson, 2013). Such political use of consumption within the precincts of religion and
ethnicity has attracted increasing scholars’ attention (Sandikci & Jafari, 2013; Sandikci & Rice,
2011). With reference to low-income Muslim consumers in Tuyrkehyerk-Bilgin (2012)
presents an idepth exploration of the motivations behind the rejection of ‘global brands’, which
these consumers largely perceive as ‘infidel’. Within the same geo-religious context, Sandikci
and Ger (2010) document the way middle-class Turkish womegtiaiegmeanings of the veil in
a secular urban setting. Their study is particularlgragting asit shows how a typical religious
symbolconsumption (i.e. the vell) can be contested withinreligious community that is
supposed to defend tt (i.e. Islam). Moreover, this study showsvtigtbecomes a religiously
legtimate consumption depends on a convergence of meso/foaces: (1) religious norms,
which should support the consumption of the veil, (2) spaare, the secular urban setting, which
echoes stigmatization for the veil as a symbol of tramditio rural Islam; (3) social class, which
affects a person’s power to contradict social and religious norms; and (4) fashion/external culture,
which may (not) support deviant religious and consumptio raviains.

The impact of religious communities, both formal and inforritditschman, 1981; Jafari
& Goulding, 2008; Nagel & Staehel, 2004; Jafari, 2012), on welbeing esargl Jafari et al. (in
press) identify three main types of implications. Filsgytclaim that religion can be manipulated
for political and ideological reasons, which transform the ‘religion’ mto the ‘religious’. In similar
contexts, new forms of vulnerability emerge that rgesoccupation for the physical,

psychological, economic, and socio-cultural risks they encomgassnd, these authors
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underline how the marketplace can feed or attenuateousligand ethnic confiicts, through
companies’ and consumers’ use of commodified religious signs and symbols. As Thompson
(2013) evokes, consumers with imited access to poltical elsamave often used consumption
and the market as ‘tools for socio-economic mobilization’. Third, Jafari et al. (in press) invite to
consider how modernity is modifying religion. They point out thar liquid society (Bauman,
2005) nurtures forms of hybrid religiosity and hybrid ethnicitypictv question the nature and
porosity of extant religious and ethnic boundaries, with both eyptees and risks for

welbeing.

Key macro forces in ethnicity and wellbeing (de)constructin

Ethnicity and wellbeing in the marketplace

Ethnicity is constantly (de)constructed also within ih@rketplace. Consumer acculturation
research demonstrates that people and organisations ageesteulturation agents by providing
migrants with cultural information and behavioural temgglafor consumption (Pefaloza, 1989).
Migrant consumers can draw from different sets of agenksh as home-country agents, host-
society agents, agents of co-residing ethnic groups, amshaitional agents (Askegaard et al.,
2005; Pefialoza, 1994; Wamwara-Mbugua et al., 2008). Studies adoptingatenallt
acculturation view (e.g. Berry, 1980; Luedicke, 2011) suggest tanded frame of analysis to
account for other potential contributors to the (de)construcbibethnicity: (1) non-voluntary
agents that exert agency but unintentionally, either to indifference or to particular self-
motives (Broderick et al., 2011; Kipnis et al., 2013); (2) non-ageattors that do not actively
exert agency but partake in intercultural interactigingedicke, 2011; Pefialoza & Gily, 1999)
and (3) migrant actors that have reciprocal effects oicoitliral experiences of non-migrant

people (Grier et al., 2006).
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Market actors, which interact with and have potentiahfloeince ethnicity
(de)construction for both migrant and non-migrant populatiowdyde: (1) human actors (sales
personnel, other consumers); (2) material actors (brands,amed leisure spaces); (3) symbolic
actors (advertising and media); and (4) institutional actotdstmarket actors may perform
agentic (voluntary or non-voluntary) and non-agentic foneti for different ethnic groups, they
all produce and communicate specific cultural meaningsatieainterpreted by other actors and
consumers (McCracken, 1986). For example, Lamont and Molnar (2001)eidemalirow
marketing professionals in the U.S.A. participate in the naristn and circulation of given
representations of Afro-American consumers (e.g. peopteawitigmatised social identity on
their body’; p. 37) as well as in the presumed meanings of consumption for them (e.g. a means to
defy racism and express appurtenance to the American roddlg: The authors argue that
marketing professionals specialized in the Afro-Americaarket—along with Afro-
Americans—have an interesin claiming difference between Afro-American consumerd an
other consumers. A difference that allows for tailored predilttieverage on these consumers’
lack of social esteem to subsequently increase theingmi#ss to purchase status brands.

Interpretation of cultural meanings may differ acrossietgroups. For example, brand
culture literature (Cayla & Arnould, 2008; Schroeder, 2009; Schra&@alzer-Maorling, 2006)
demonstrates that brands as cultural forms evolve diffgreaatioss cultural contexts since their
meanings are embedded in historical, geographical, and sdicialcispecifics. Also, some
market actors mediate production and communication of other actors’ meanings. For instance,
positioning of a cooking sauce brand in the ’ethnic’ foods section of a retail space elevates the
ethnic element of this brand’s meaning in a particular context. Similarly, since people use

consumption as a resource for construction and manifestafitheir (ethnic) identities
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(Thompson, 2013), their interpretation of and response to meanimg@tioflar actors may
mvolve meanings’ reproduction or alteration to suit their ethnic contexts and worldview.

Furthermore, response to ikatr actors’ meanings goes far beyond market transactions.

The most recent example is the multi-ethnic makeoven goeElsa the Snow Queen (a princess
character in Disney’s new animation) by Tumblr users’ reflecting their frustration with the lack

of ethnic diversityin Disney’s movies (Whitelocks, 2013). Finally, actors themselves (e.g.
companies) can adapt the meanings they produce and thehesysommunicate these meanings
to (1) suit newly-evolved realties and (2) extend thgienagy to more consumer segments. In
turn, meaning adaptation evokes different responses from r#sgfoe which an actor already
performs agentic functions, from segments on which asr attempts to extend agency, and
from segments for which an actor is a non-agent. For eezamplltiple ethnic backgrounds in
advertising has been shown to intensify discriminatory aefigicial cognitons amongst host
and migrant ethnic consumer groups irrespective of whétiese groups are a target audience
(Broderick et al., 2011). Similarly, promotions targeting ethnauggs have been shown to create
a backlash from segments of host populations, such as oppostioraltaétiied food signage

in a supermarket during Ramadan by right-wing non-Muslkmsgmers in the U.S.A. (Sterdem,
2013).

In sum, the way different market actors produce, reproducegx@hdnge consumption
meanings has significant social implications for iniéiteal relations and wellbeing in ethnically
diverse societies. Thus, understanding the processesttieu consumer interpretations and
responses to these meanings, and how this interrogatas ieéémtity, is foundational for
advancing migrants’ and non-migrants’ wellbeing as well as for orienting how companies can

best support consumers’ ethnic identity goals.
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Ethnicity and wellbeing in the media

In Silverstone’s (2007, p. 5) words, media are ‘resources for thought, judgment, and action, both
personal and political’, which influence public opinion on ethnicity and on how/what different

ethnic groups consume. Therefore, they should be seen nasoréflections of pre-existing
socio-poltical realties, but also as constitutive elemamtthe process of meaning creation in a
society (Georgiou, 2012) as well as in a market (McCracken, 1986)rstamting these kinds of
judgements becomes critical in ethnically diverse sesiedind markets. Notably, athough these
societies and markets claim to hold certain values sui@uyaalty, diversity, and
multiculturalism, the way they use media frequently predudegative, divisive results.

For instance, Downing and Husband (2005) argue that Westeia nepresent ethnicity
unfairly, too often polticizing discussion on ethnicity andréasing the risks of racism
surrounding ethnicity discourse. They further posit tHagnwethnicities are categorised on the
basis of race, a powerful social category with no scientdason (Goldberg, 1992), they can be
effectively excluded/included from/in social groups. Thigegarisation then feeds the méslia
commercial and poltical agenda with cultural and soepltesentations. Given that the
ideological use of race (dis)empowers people baped their ethnicity, when racialethnic
representations are institutionalized, they generatedseof superiority/inferiority among ethnic
groups in a given society and market. As Winant (2000, 2005) also dentew metaphors
(e.g. nationality and ethnicity) create new types of paleenination in social relations with
evident implications for welbeing.

The historical ros of such representations can be found in ‘race-thinking’. According to
Barzun (1965/1937), such an outlook postulates that, due to theierdiffphysical features,
human beings are said to belong to stable and separate typ#®eriwords, what differentiates

or connects human beings is not their moral values deatt&al capacites but race, a myth
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historically developed in human society. Media images often demonise these people as ‘others’
andsometimes ‘criminals’ and ‘undesirables’ (King & Wood, 2001). When such ethnic images
are continuously reproduced in the mass mediaicty’s biased perceptions of ethnicity are
created, resulting in easier adaptation of institutisedliracism (Downing & Husband, 2005).
Interestingly, migrants themselves can either gendinate own media or stick to the home
country media. The result of such engagements can kieghaition of the migrants in the host
country (King & Wood, 2001).

Representations of ethnic ‘otherness’ are also frequent in commercial media. Marketers’
decisions about how to segment a market according to consumeirtyetdirect their advertising
and communication choices. Instead of facilitating ethnic groups’ spontancous self-ethnic
identification (Stayman & Deshpande, 1989), commercial medé teeimpose external
representations of ethnic identities (Visconti & Ucok Higgh2011). Lindridge (in press) warns
against the risks of ethnic segmentation and argaesridrketers should consider more
attentively to what extent they wish to target ettgmoups via overt ethnic segmentation and
communication or instead via product adaptation, which is neutah in terms of creation of
ethnic stereotypes.

Demonization of ethnic groups or migrants may also be detat@eological and poltical
factors that shape migrants’ image in the host country. For example, Saeed (2007) demonstrates
how the British press often portrays British Muslims les® in line with a new form of racism
called ‘Islamphobia’. This racism, as Saeed argues, is rooted on the separation between
‘Britishness’ and ‘un-Britishness’. Similarly, Jafari and Goulding (2008) demonstrate how
Western media have demonised ‘Muslimness’, with the effect that Iranian migrants in the UK
feel excluded from society and experience increasing tgnaied dislocation. This

misrepresentation relies on the West’s orientalist approach to Muslim societies, a stance
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accelerated after 9/11 (Sandikc1 & Jafari, 2013), which at the same time serves the double
objective of politicizing discussion on certain ethnic groapd stimulating media sales since
racism may sell at the level of the marketplace (Bloxh& Kushner, 1998). These studies
necessitate in depth understanding of the role of medie)peneration of ethnic images and

their subsequent implications for personal and collectivibeiry.

Moderating variables
Identity threats and opportunities
The way people and groups negotiate tensions arising frotityiddmeats—real or perceived
threats posed by ethnic others to one’s personal and in-group securityagainst opportunities-
appraisal of what resources can be gained through different avenues of threats’ alleviation or
avoidance-result in ethnic identity (de)construction (Kosic, Matine Lackland, 2005;
Stephan, Ybarra, & Bachman, 1999). Integrated Threat Theory fe€mtifies four types of
perceived threats: (1) realistic threats (i.e. threafzoltical, financial, and material welbeing);
(2) symbolic threats (i.e. perceived violation of culturalues, norms, and practices); (3)
intergroup anxiety (i.e. concerns about being embarrasgedieckt ridiculed or exploited on the
basis of a person’s ethnic background); and (4) negative stereotypes (i.e. expectations of cultural
interactions and justification for prejudice and disaraion) (Stephan,Ybarra, Martnez,
Schwarzwald, & Tur-Kaspa, 1998; Stephan et al., 1999). As mentidme¢k,aconsumption can
provide either threats and opportunities for ethnic identity.

Psychological stress has profound implications for welbeindy Bba market and social
level. From a TCR perspective, the key aspect is how to aadfequersonal and collective
welbeing in a stressful ethnicity-related event (Laza& Folkman, 1984; Wang & Patten,

2001). First, some situational factors such as acuteness, tadséithic imminence, and
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controllability of a stressor, affect the likelihood of (natntrolling the stressful event. Second,
personal agency and resources play a significant role. Etaigprupon Hobfoll et al. (Hobfoll,
1989; Hobfoll & Liebermann, 1987), we suggest protecting and empoweenfplidwing
personal resources in order to safeguard welbeing in tlanaes of ethnic stress: (1) personal
resources (self-esteem, skills, and self-efficacy) usembmtest being associated withe’s

ethnic group; (2) energy resources (finances and knowje@@erondition resources
(relationships, social standing, and status arising from betprigi an ethnic group); (4) object
resources (valued possessions and material objects hawing wihnic meanings); and (5)

collective support used as a means for attainment/presarvafiall other resources.

Capital, collective efficacy, and collective leverage
In line with Bourdieu (1986), four types of capital are retevia the (de)construction of ethnic
identity and for personal and collective welbeing: economicialsawitural, and poltical
capital. Respectively, they consist of. (1) accumulatettuiisnalized labour convertible into
financial terms; (2) accumulated social obligationstturiginalized as belonging to a(n) (ethnic)
community; (3) accumulated cultural dispositions, ritualspdg, and possessions
institutionalized as original properties of a(n) (ethreommunity; and (4) accumulated resources
institutionalized as systems deployable to effective ljuamice policy. When a dominating ethnic
group appropriates these capitals exclusively, being accaptadnember of that group is the
prerequisite for receiving support, trust, and informatiorrirghaLikewise, inability to access
capital makes people susceptible to threats and may driveizatdoi of actions to
acquire/replenish capital.

Welbeing is pursued through mobilization, which may coreis{1) collective efficacy

(Crockett et al., 2011) resulting into wilingness and capabilty grfoup to support its members
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and accumulate capttal for their in-group; and (2) collecteverage (Guzzini, 2006), which
implies acceptance of acquiring/sharing capital from/witimietout-groups. Conversely, when
collective efftacy and leverage are low, people’s mobilization may be directed towards gaining
membership in out-groups that are perceived to hold capital. réfighence to collective
eficacy, dominated ethnic groups have been shown to mokelizgic solidarity in economic
relations and entrepreneurial activities so to determigave economy and ethnic nepotism
(Ram, 1994; Salter & Harpending, 2013; Sanders & Nee, 1987). For exampleefandnce to
collective leverage, authentic Latino brands and mediafitexxhefrom American organizations
seeking to strengthen their presence in the Americaimdsa market through development of

partnership and by providing consultancy (Henstorf, Martinelegino, 2012).

Coping strategies

Coping strategies may be activated as a personal or coleetp®mnse to aleviate stress related
to ethnicity (de)construction. Broadly speaking, these giesateconsist of the maintenance of
personal and/or collective (material) resources and akthterpretation of threats (Hobfoll,
1989), for example, by focusing on what can be gained ratherostain la particular stressful
circumstance. Since ‘employing resources for coping is (...) stressful in itsel (Hobfol, 1989, p.
518), people intially judge the benefts and costs of pursuinghgagirategies.

Relying upon acculturation studies (Berry, 1997; Tadmor & Tetl@€K6; Triandis,
Kashima, Shimada, & Vilareal, 1986; Ward & Rana-Deuba, 1999) andydstiategies
documented within host populations (Arnett, 2002; Druckman, 1994; Obekcke
Diamantopoulos, 2011; Oberecker et al., 2008; Wallendorf & Reilly, 1983), tegociae three
main types of coping strategies to reduce stress refatethriic identity (de)construction and to

improve personal and collective welbeing. First, coping maulirégn extreme ethnic identity
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change, as in the case of assimilation and marginalizgBerry, 1980) in which consumption is
used to visualize such a strategy (Pefialoza, 1994). This ifbggy is more likely to happen
whenever adoption of ethnic ogieup’s (market) identity grants superior opportunities or
minimizes losses for the dominated person/in-group. Secondgcoam more midly consist of
adaptation or modification of ethnic identity, as in the addmculturalism and cultural swapping
(Luna et al., 2008; Oswald, 1999; Pefialoza, 1994). This type of copiregytmtjustified
whenever an ougroup’s granted opportunities or threats are confronted with a personal/in-

group’s resources too valuable to lose. Through swapping, a person either shifts between
consumptions typical of different ethnic consumer cultuwesombines these cultures together.
Third, coping can result in afirmation of ethnic ideftias in the case of separation (Dona &
Berry, 1994), nationalism, resistance, and rejection (Berry, I38@&raux, 1970). Again, such
strategies can use consumption to show national pride and rejection of an ethnic group’s

consumer culture, asin the case of ‘infidel brands’ mentioned before (Izberk-Bilgin, 2012). This
strategy is likely to emerge in case of insignificant oppdearihreats coming from the out-
group or in case of so highly significant threats to justify remnforced employment of one’s own

and ethnic in-group resources to withstand the posed thresgardiess of the type of strategy,
coping abilties and effects moderate ethnicity (de)castgiru as well as personal and collective

wellbeing.

History of present

External forces representing both threats and opportuniiiesttnicity (de)construction as well
as personal and collective welbeing are not evaluated yequad permanently as
posttive/negative by all people since their interpretat®subjective and contextually-specific.

For instance, Bhatia and Ram (2009) show how members of tha Id@ispora in the U.S.A. re-
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evaluated their acculturation strategies in light9dfl. They argue that the idea of invariant
acculturation strategies requires re-examinationestoping strategies may change gradually or
drastically in response to environmental changes. Hereendhnings consumers attribute to
their and others’ consumptions can change over time. We define this moderator of ethnicity
(de)construction as ‘history of present’. Campbell (1998, p. Shrgues that ‘neither history of
present is an instance of presentismhere the present is read back into the-pastan instance
of finalism, that mode of analysis whereby the analyshtanas that a kernel of the present
located in the past has inexorably progressed such ti@aw idefines oucondition’. Rather, a
history of present represents an inctement from the miréis&t can be traced to how it occurred
and gained importance.

We believe that history of present is a valuable concept advancing that of ‘situational
ethnicity’ (Okamura, 1981; Stayman & Deshpande, 1989) since it not only highlights inmperta
of the context in which ethnicity is (de)constructedodigh consumption but also acknowledges
the longitudinal aspect of situational variables affgctconsumption. Hence, we contend that the
focus of the study of ethnicity should shift from identifyitygpes of coping strategies to

understanding the circumstantial drivers of threatsprégéed as negative or positive stressors.

Conclusions: A TCR agenda for future research into consumeethnicity

This article has systematically and critically rexgel research into ethnicity from different
disciplines—marketing and consumer research, psychology, sociology, ethhicrigeal race
studies— and different ontological and epistemological perspectivelsapproaches-postivist

experiments, field work, national data bases, firm and mediastadies—towards the dual goals
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of developing transformative conceptual insights and formulapirgrammatic research
suggestions. The former discussion has extensively agdrdise transformative insights for
personal and collective wellbeing that we detect at the &vebth the vocabulary to describe
individual ethnic identity positions and the meso/macro ®ide)constructing representatonf
ethnicity over time. In the interest of brevity, we do natisiarize these implications for
personal and collective wellbeing.

Instead, we direct attention to suggestions for future -§€mitive research into
consumer ethnicity. Consistently with the holistic rjptetive model we provide, we encourage
creative conceptualizations of personal empowerment arikingl that engage with the world
as we know it, where consumption and markets are not sepiaratens for those we study
(Pefaloza, 2007; Pefialoza, Toulouse, and Visconti, 2011). Insteaéyaincelmulticultural
experience-whether it be as the result of migration and internatidravel for work
opportunity, leisure, family reunification, or to flee economind poltical hardship and
instability— blurs with uneven labour conditions and skewed distributionseakh (Reinert,
2007), against a dramatic backdrop of politicians leveraging ethific fet poltical gain
(Downing & Husband; 2005), marketers targeting them with produdservices (Costa &
Bamossy, 1995), and a striking contrast of government ideals of@opaiftunity with social
hierarchy (Mick et al. 2012). A transformative agenda for rekeiato consumer ethnicity is thus
grounded on such conditions.

We derive suggestions for future research at both the,mneso, and macro level. TCR
implications at the micro level encourage work that tisesprecision of experimental and survey
methods to specify the factors, forces, threats, and medmatidgnoderating relations hips among
variables, in ways that contribute to deeper understanditige @intecedents and processes of

personal ethnic expression, as also captured in Figure 1.@kidecuments that, since the
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foundation of research into consumer ethnicity almostetlitecades ago, contextual factors as
well as individual life conditions have changed at trefoes pace. The fluidity, rapidity, and
multiplication of ethnic identity positions and represtions of ethnicity in various societies
today raise unprecedented questions about how ethnic tegsadccur, the way they affect
individual ability to and strategies of self-identificatioamnd the extent to which ethnic identity
posttions and strategies are maintained over time. In somexts, people make choices about
the types of boundaries they try to maintain or attempt tord&ict (Weinberger, 2012), and
these choices affect their welbeing. Consumption oftsnasithe nexus of these focal
interactions and decisions; it draws focus to ethnic bousdariel often becomes a boundary
making or spanning tool.

We also encourage meso level work attending to collectivefeisimtions of ethnic
identity and belonging, as wel as fragmentation, disavowadrirdigations, and even violence
(Bar-Tal, 1990; Beck, 2010). Such work might explore contemporaryrmsité ethnic identity
posttions and relations between them, as wel as moreidastgroup-level, relational identiy
trajectories in ways that generates particular, cowmtegendent insights while building robust
frameworks for comparative analysis. Further, advancingnéds® study of collectivities beyond
migrants to include sojourners, cosmopolitans, global citizerss hyphenated identity
formations offers tremendous potential in lluminating ithersectional social relations
described by Crockett et al. (2011). It also helps bring to theHerdramatic scale and scope of
transnational and global flows of people and resourcesntbaii emergent and recessive social
group formation.

At a macro level, we encourage transformative consugsgarch to pursue action-
oriented case studies within market agents in order to datuime personal and organisational

activities and ways of thinking that constitute ethnickeltargeting programs over time. We
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invite researchers to engage with ethnic activistd social movements in challenging
denigrating representations and formulating new metapborsttinic identity and collective
development. Another promising possibility is interning in govemmand non-governmental
organisations and educational institutions. In doing so, $sholn gain access and document the
development and implementation of ethnic, social and econonity, p@here conceptualisation
and operationalization at the network-based, system leeetequired. Such macro level,
transformative work could explore the ways marketing actes an institutional practice draws
from, fosters, and inhibits hierarchical relations betwemiaksubgroupings (Lamont & Molnar,
2002). Also important at this level is conceptualising and empigxamination of the
‘unintended effects’ of (ethnic) marketing practices and (ethnic) marketing areseprograms
(Smith, 2006), to better understand how being researched anddaaged market affects
personal ethnic wellbeing as well as interethnic relatibmdine with Saperstein and Penner’s
work (2012), future research should also consider the mutianice between the collective
construction of ethnicity and conditions of racialized iaty; and between micro individual
processes making ethnicity more fluid and macro socidffisttion effects.

Finally, we strongly encourage all researchers, regardid their disciplinary
appurtenance and level of analysis, to take a reflexivecestarresearching ethnicity, examining
taken-forgranted presumptions about the ‘ethnic consumer’, to bring to light how ethnic
stereotypes operate in marketing and consumer researciy lamaty about more consciously
egalitarian forms. Such work need not cast a blind eye tingxisocial dynamics and
hierarchical relations. To the contrary, only by engagindp wie world in which we ve as it is,
inhabiting and exploiting the positions we are trained fatoimg research and teaching students,
managers, and future executives, may we succeed ifotraing ourselves, our work, and the

cultural worlds, ethnic social posttions, and ethnic idestitivhich we inhabit.
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Table 1

A refined vocabulary for research into consumer ethnicity

Vocabulary Scope of application Ethnic references Identity positions Implications for wellbeing
Acculturation Long-term migrants versus local dwellers - Host culture - Assimilation Pure, separate, stereotypical, and crystallized ethnic
(Dominant/dominated - Culiure of origin - Resistance/Segreg | identiies used for poliical confrontation
frame) Typical of confrontations between different ethnic (often crystallized) afion
collectives - Ethnic minorites’ - Biculturalism/ Disparities in economic, political, and symbolic power
meta-culture Swapping between difierent ethnic groups is acknowledged and
contested
Culural sojourning Sojourners (not migrants) - Host culture - Afrmative Attentive consideration of the effects of adaptaton and
- Culture of origin - Subtracive repafriaon on personal wellbeing
Typical of prolonged stays abroad for study or - Sojourners’ meta- - Addifve
work culture - Global
- Resistive shift
- Marginal shitt
Cosmopolitanism Protean travellers (not migrants) - Local culture - Cosmopolitan Boundary-less ethnic idenfity with liberatory eflects for
- Multiple cultures idenfity (mult- personal and collectve wellbeing
Typical of multicultural societies offering an array | - Cosmopolitan space-related)
of ethnic/culiural references culture
Global citizenship (Migrants) and non-migrants - Global culture - Imagined franslocal | Sense of personal and collectve empowerment with like-
(overarching identity minded people through imagined citzenship and global
Often idealized appurtenance to a community of culture) consumer culture
like-minded people
Confrontaion between a Western and a non-Western
Typical of markets experiencing a global culture definiion of global ciizenship that challenges national pride
Hyphenated ethnicity | Frequent migrants, frequent long-term - Multiple local - Hyphenated idenfity | Personal empowerment due to identification and commitment
sojourners, and mixed ethnic families cultures (alternating and to muliiple ethnic references

Typical of people having a mult-ethnic
competence due fo life events

- Multple cultures of
origin

equally ranked
ethnic identities)

Multiple ethnic references are not organised hierarchically

Pan-ethnicity Migrants and non-migrants - Local culture - Pan-identity Bi-dimensional references for ethnic identity construction are
- (Culture of origin) (convergent ethnic | overcome
Typical of superregional ethnic idenfities - Superregional identiies)
meta-culture Seeks similarity over difference among included groups
Transnationalism Migrant (or second generations) - Local culture - Transnational Extended perception of belongingness and rooting in muliple
- Culture of origin biculturalism ethnic collectives
Typical of a constantly rejuvenated confrontation (constantly (spatial and cultural
with multiple ethnic references updated) alternation) Higher self-esteem
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Figure 1

Meso and macro forces (de)stabilizing ethnicity and persofiattive welbeing
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