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Abstract
Societies today are far from being homogeneous. The growing trend toward multiculturalism needs to be
recognized and understood so that better communication programs can be planned and implemented by
marketers. This study examines the effect of personality openness and social adaptation motivation on the
acculturation of bicultural Arab/Australian consumers and their motivation to use the host media. The findings of
this research show positive effects among the variables of the study and confirm a model that was suggested to
explain the inter-relationships among the researched variables. Several academic and practical implications are
also discussed.
Keywords: acculturation, motivation, media consumption, bicultural consumption, personality openness, social
motivation, cross cultural behavior, Arab Australian consumers
1. Introduction
Consumption choices cannot be understood without considering the cultural context in which they are made. The
objective of this study is to investigate the effect of personality openness and social adaptation motivation on the
acculturation of bicultural consumers and their motivation to use the host media. Solomon et al. (2006) defined
culture as the totality of traditions, values, ethics, and rituals, as well as, the material objects and services;
produced and valued by a group of people. Culture is a collective phenomenon that is learnt (Hofstede, 1991)
and in order to understand how culture relates to consumption it is essential to understand how cultural behavior
is formed and how it affects consumption habits. Within every culture, smaller subcultures can be found.
Subcultures are groups of people with shared value systems due to common life experience and situation, such as
nationality, religion, racial groups or geographic regions. Subcultures often make up important market segments,
each with different consumption behaviors, and attracted to products and services in different ways (Armstrong
& Kotler, 2007). For example, Chattaraman and Lennon (2008) found that the strength of ethnic identification,
among four subcultures in the USA, was a significant predictor of cultural apparel consumption, and also
contributed to the construction of the emotions and meaning of consumption.
Australia is known to be a widely multicultural country with many ethnicities and mother tongues beside the
English language. According to the Australian Bureau of Statistics in 2011 about 23.2 per cent of Australia’s
population speaks languages other than English at home. The third most commonly spoken non-English
language Australia-wide is Arabic. Nevertheless, Arabic is the most spoken language, other than English, within
the main state of New South Wales in Australia.
Communication behavior is a reflection of cultural dynamics, in which intangible aspects of culture are
transmitted and consumed (Craig & Douglas, 2006). This cultural behavior is based upon the values of what is
acceptable and what is not (Albaum & Duerr, 2008) including the choice of the source and purpose of
communication. In the context of hosting country’s media consumption by ethnic subcultures, it is essential to
consider to which extent consumers identify with their country of origin, in contrast to their hosting country. One
of the main factors that influence this process is the degree of consumer’s acculturation which refers to the
process of adaptation to another country; its culture and environment. This acculturation process will teach
bicultural consumers the cultural ways and help them to navigate in the new environment of the culture of
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immigration (Solomon et al., 2006). According to the bi-dimensional theory, which is considered to be the most
valid and useful conceptualization of acculturation (Ryder et al., 2000), this acculturation process will lead to
new consumption patterns and adoption of products and behaviors from the hosting culture without losing the
identification with the originating culture of bicultural consumers (Hwang & He, 1999; Vijver & Phalet, 2004).
Indeed, host media consumption has been considered as an indication of bicultural consumers’ acculturation
level (Lam, 1980; Chaffee et al., 1990; Reece & Palmgreen, 1996; Walker, 1999; Kim, 2001). Therefore, the
first hypothesis of the current study posits that:
H1: there is a positive effect of the acculturation level of Arab/Australian consumers on their motivation to
consume Australian media.
Several psychological factors can affect the level of acculturation of bicultural consumers. For example, Kunjara
et al. (1988) have found that social adaptation motivation of Thailand students in USA has positively influenced
their acculturation level. The same findings were further confirmed by Reece & Palmgreen’s study (1996) about
the acculturation of Asian Indian graduates in an American University. Social adaptation is defined as the
process of adjustment of humans to other individuals and community groups working together for a common
purpose (Miller-Keane, 2003). Piontkowskia et al. (2000) considered the social adaptation variable as an
efficient predictor of the acculturation attitudes of various groups within society. Neto (2002) found a strong link
between the social adaptation of Portuguese migrants in France and their acculturation attitude. Plotka et al.
(2008) have reported that expressed social adaptability of bicultural Russian/Latvian individuals was linked to
their; positive attitude toward their social surrounding, sense of social protection, and sense of belonging to the
new society.
Reflecting the above logic on bicultural Arab/Australian consumers, we can conclude that consumers’
acculturation involves not only changes in identification and attitudes, but also changes in values and the
acquisition of new social skills and norms, which is facilitated through the positive effect of social adaptation to
the new environment. This positive effect of social adaptation will eventually lead Arab/Australians, through
acculturation, to experience higher motivation to consume Australian media channels.
H2: There Is a Positive Effect Of Arab/Australian Consumers’ Motivation of Social Adaptation on Their Level of
Acculturation.
H3: The Positive Effect of Arab/Australian Consumers’ Motivation of Social Adaptation on Their Motivation to
Consume Australian Media is Mediated by Their Level of Acculturation.
Another factor that is confirmed to have a positive effect on acculturation is the personality openness trait.
Openness is defined as a dimension of human personality that reflects individual differences in the ability and
tendency to seek, detect, comprehend, utilize, and appreciate complex patterns of information, both sensory and
abstract (DeYoung et al., 2007). Openness, as a psychological trait, distinguishes liberal and artistic individuals
from conservative and traditional ones because it refers to being open to new experiences and ideas (Cambridge
Personality Research, 2011).
McCrae & Costa (1997) argue that personality openness should not be conceptualized as a trait that is acquired
through education, or as a form of cognitive ability, but rather as a motivational need to increase the breadth, and
depth of consciousness, in order to enlarge and examine new experiences of human beings. This opinion was
later confirmed by Leininger (2002) who demonstrated that the un-acculturation of Vietnamese/Americans is due
to their lower level of personality openness relative to the acculturated Vietnamese/Americans. Benet-Martínez
& Haritatos (2005) have gone a step further to explore the factors leading to higher bicultural integration of
identities. They found that bicultural identity integration is directly affected by personality openness. That is the
degree to which bicultural individuals perceives their two cultural identities as “compatible” versus
“oppositional” depends on their level of openness as a psychological personality trait. In light of the above
discussion, it is assumed that Arab/Australian consumers’ level of personality openness has a positive effect of
their acculturation, and eventually, on their motivation to consume Australian media.
H4: There Is a Positive Effect Of Arab/Australian Consumers’ Openness on Their Level of Acculturation.
H5: The Positive Effect of Arab/Australian Consumers’ Openness on Their Motivation to Consume Australian
Media is Mediated by Their Level of Acculturation.
Finally, the reciprocal positive effect between personality openness and the motivation of social adaptation has
been confirmed by many researchers (Winkelman, 1994; lopes et al., 2003; Ruiz, 2005; Ryan et al., 2011;
Savickas & Porfeli, 2012). Consumer’s increased desire to adapt to new social surroundings will drive him/her to
be more receptive to new experiences, behaviors, and ideas, which is an indication to increased openness. On the
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other hand, consumer’s increased level of openness, will lead him/her to be more tolerant and positive in
experiencing unfamiliar environment and accepting its new ways and behaviors. Therefore, the current study is
adopting the following hypothesis.
H6: There is a Reciprocal Positive Effect between Arab/Australian Consumers’ Motivation of Social Adaptation
and Their Level of Personality Openness.
Building on the suggested hypotheses, this study is proposing the following model (Figure 1) that aims to
identify the inter-effects among the researched variables.

Figure 1. The proposed model of the study
2. Measurement & Methodology
600 questionnaires were distributed to a convenient sample of Arab/Australian consumers residing in Sydney,
Australia. The survey was conducted inside six shopping malls in areas where a large proportion of the local
community is believed to be predominantly Arab/Australians. Before filling the questionnaires, respondents
were individually asked to confirm their origins and only those who confirmed they were Arab/Australians were
allowed to proceed. Out of the returned questionnaires, 274 ones were retained for analysis after discarding 27
incomplete cases. The first section of the questionnaire included items measuring the participants’ gender, age,
education level, social status and income level.
Previous researchers have identified diverse motivations for media consumption. Consumption motivations
range from information seeking motives (Haridakis & Hanson, 2009; Johnson & Yang, 2010) to social
connection motives (Bonds-Raacke & Raacke, 2010; Chen, 2011), to entertainment motives (Shao, 2009; Lampe
et al., 2010) and as an escape and distraction from everyday life (Dunne et al., 2010). Consumers’ motivation to
consume Australian media was measured using six motivational items corresponding to all media consumption
motives mentioned in the previous literature. Respondents were asked to indicate their agreement with these six
statements in the following order “I primarily use Australian media because I need to…” a) Obtain news and
information, b) Remain connected to the Australian community, c) Educate myself about the language, behaviors,
and social norms of Australian people, d) Entertain myself, e) Find grounds for conversation and social
interaction and f) Kill time and take my mind off things. Responses were measured using a five-point “Likert”
scale ranging from “strongly agree” to “strongly disagree”.
Consumers acculturation level was measured using a modified version of the “Acculturation, Habits, and
Interests Multicultural Scale AHIMSA” developed by Unger et al. (2002). Using a five point “Likert” scale
ranging from “strongly agree” to “strongly disagree”, respondents were asked to indicate their agreement with
the following eight items of the Acculturation scale. 1. I feel comfortable being around Australian people. 2. The
majority of my best friends are Australian. 3. The people I fit in with best are Australian. 4. Most of my favorite
songs are Australian. 5. I love Australian TV shows. 6. I like to celebrate Australian holidays. 7. Most of the
food I eat at home is from the Australian Kitchen. 8. The ways I think about, and do things, are similar to the
Australian ways.
Consumers’ personality openness was measured using a 13 items five-point differential scale developed by
McCrae and Costa (1987) to calculate the openness level as one of the big five personality dimensions.
103

www.ccsenet.org/ijms

International Journal of Marketing Studies

Vol. 6, No. 5; 2014

Respondents were asked to rate themselves on each of the thirteen items. The scale included the following items:
Conventional-original, Down to earth-imaginative, Uncreative-creative, Having narrow interests-Having broad
interests, Simple-complex, Uncurious-curious, Unadventurous-daring, Prefer routine-prefer variety,
Conforming-independent,
Unanalytical-analytical,
Conservative-liberal,
Traditional-untraditional,
Inartistic-artistic
Consumers’ motivation of social adaptation was measured by using a scale developed by Hwang & He (1999).
Respondents were asked to indicate their agreement with the following four statements on a 5-point Likert scale
ranging from “strongly agree” to “strongly disagree” a) I am interested in making Australian friends. b) I want to
learn about Australian customs. c) I would like to participate in the Australian society. d) I hope to be part of the
Australian mainstream.
3. Data Analysis
Of the 274 respondents 163 were males and 111 females. Most of the respondents aged between 35-44 years old
(31%) and held a high school or vocational diploma (42%). Most respondents were married (53%) and earned
between 2000 to 2999, Australian Dollars a month (39%). A reliability test was conducted for each of the
investigated variables and all Cronbach Alpha coefficients were highly acceptable (Hair et al., 1986) as table 1
indicates.
Table 1. Cronbach Alpha coefficients of scales reliability tests
Number of Items

Scale Title
Motivation to Consume Australian Media
Acculturation level
Social Adaptation Motivation
Personality Openness

Cronbach Alpha
coefficients
0.846
0.821
0.817
0.835

6
8
4
13

The mean values for Arab/Australian consumers’ motivation to consume Australian media are illustrated in
Table 2 below.
Table 2. Mean values for Arab/Australian consumers’ motivation to consume Australian media
I primarily use Australian media because I need to…
Obtain news and information
Remain connected to the Australian community
Educate myself about the language, behaviors, and social norms of
Australian people
Entertain myself
Find grounds for conversation and social interaction
Kill time and take my mind off things

Mean
3.56
3.13
3.22
2.99
3.21
2.92

Table 2 indicates that the strongest reason for Arab/Australian consumers to consume Australian media is to
obtain news and information, whereas, “Self educate about the language, behaviors, and social norms of
Australian people” and “Finding grounds for conversation and social interaction” are the two second most
important reasons why Australian media is consumed. The least important reason however, is to “Kill time and
take one’s mind off things”. Mean values for the aggregated variables of the study are shown in Table 3, which
indicates above-moderate to high levels among respondents.
Table 3. Mean values for the aggregated variables of the study
Aggregated Variables Of The Study
Motivation to Consume Australian Media
Acculturation level
Social Adaptation Motivation
Personality Openness

104

Mean
3.16
3.24
3.36
3.54

www.ccsenet.org/ijms

International Journal of Marketing Studies

Vol. 6, No. 5; 2014

The first hypothesis of the study assumed that there is a positive effect of the acculturation level of
Arab/Australian consumers on their motivation to consume Australian media. Regression analysis revealed a
significant positive effect of the acculturation level of Arab/Australian consumers on their motivation to
consume Australian media with positive coefficients (b= 0.437 and β= 0.560, Sig = 0.000) explaining about
31.4% (R² = 0.314) of the variance in motivation to consume Australian media as shown in Table 4. Therefore,
H1 is supported.
Table 4. Regression analysis of H1
Dependent Variable:
media consumption
motivation
(Constant)
Acculturation level

Un-standardized
Coefficients
B
1.739
.437

Standardized
Coefficients
Beta
.560

Sig.

Explained Variance
R²

.000
.000

.314

The second hypothesis of the study posited that there is a positive effect of Arab/Australian consumers’
motivation of social adaptation on their level of acculturation. Regression analysis revealed a significant positive
effect of Arab/Australian consumers’ motivation of social adaptation on their level of acculturation with positive
coefficients (b= 0.675 and β= 0.415, Sig = 0.000) explaining about 17.2% (R² = 0.172) of the variance in
acculturation as shown in Table 5. Therefore, H2 is supported.
Table 5. Regression analysis of H2
Dependent Variable: Acculturation
level
(Constant)
motivation of social adaptation

Un-standardized
Coefficients
B
1.127
.675

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
1.127
.675

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
.779
.753

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
1.739
.437

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
.447
.554
.117

Standardized
Coefficients
Beta

.415

Sig.

Explained Variance
R²

.006
.000

.172

Sig.

Explained Variance
R²

Table 6. Regression analysis of H3
Dependent Variable: Acculturation
level
(Constant)
motivation of social adaptation
The First Equation
Dependent Variable: motivation to
consume Australian media
(Constant)
motivation of social adaptation
The Second Equation
Dependent Variable: motivation to
consume Australian media
(Constant)
Acculturation level
The Third Equation
Dependent Variable: motivation to
consume Australian media
(Constant)
Acculturation level
motivation of social adaptation
The Fourth Equation

.415

.594

.560

.437
.102
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.006
.000

.172

Sig.

Explained Variance
R²

.005
.000

.353

Sig.

Explained Variance
R²

.000
.000

.314

Sig.

Explained Variance
R²

.084
.000
.094

.472
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The third hypothesis stated that the positive effect of Arab/Australian consumers’ motivation of social adaptation
on their motivation to consume Australian media is mediated by their level of acculturation. The mediating effect,
of the Arab/Australian consumers’ acculturation, is examined through the procedures that were recommended by
Baron and Kenny (1986). Simple and multiple regression analysis indicate that the four equations for a
successful test of mediation, according to Baron and Kenny (1986), are fulfilled as shown in table 6. In the first
equation, the motivation of social adaptation is significantly influencing (β = .415 Sig = .000) the level of
acculturation. In the second equation, the motivation of social adaptation is significantly influencing (β = .594
Sig = .000) the motivation to consume Australian media. In the third equation, the level of acculturation is
significantly influencing (β = .560 Sig = .000) the motivation to consume Australian media. In the fourth
equation, the effect of the motivation of social adaptation reduces in size and becomes non-significant (β = .102
Sig = .094) when the level of acculturation is introduced. Therefore, H3 is supported.
The fourth hypothesis of the study posited that there is a positive effect of Arab/Australian consumers’ openness
on their level of acculturation. Regression analysis revealed a significant positive effect of Arab/Australian
consumers’ openness on their level of acculturation with positive coefficients (b= 0.767 and β= 0.661, Sig =
0.000) explaining about 43.6% (R² = 0.436) of the variance in acculturation as shown in Table 7. Therefore, H4
is supported.
Table 7. Regression analysis of H4
Dependent Variable: Acculturation
level
(Constant)
Personality Openness

Un-standardized
Coefficients
B
.852
.767

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
.852
.767

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
1.425
.553

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
1.739
.437

Standardized
Coefficients
Beta

Un-standardized
Coefficients
B
1.241
.216
.152

Standardized
Coefficients
Beta

.661

Sig.

Explained Variance
R²

.001
.000

.436

Sig.

Explained Variance
R²

Table 8. Regression analysis of H5
Dependent Variable: Acculturation
level
(Constant)
Personality Openness
The First Equation
Dependent Variable: motivation to
consume Australian media
(Constant)
Personality Openness
The Second Equation
Dependent Variable: motivation to
consume Australian media
(Constant)
Acculturation level
The Third Equation
Dependent Variable: motivation to
consume Australian media
(Constant)
Acculturation level
Personality Openness
The Fourth Equation

.661

.611

.560

.278
.109

.001
.000

.436

Sig.

Explained Variance
R²

.000
.000

.374

Sig.

Explained Variance
R²

.000
.000

.314

Sig.

Explained Variance
R²

.000
.001
.068

.417

The fifth hypothesis stated that the positive effect of Arab/Australian consumers’ openness on their motivation to
consume Australian media is mediated by their level of acculturation. The mediating effect, of the
Arab/Australian consumers’ acculturation, is also examined through the procedures that were recommended by
Baron and Kenny (1986). Simple and multiple regression analysis indicate that the four equations for a
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successful test of mediation are fulfilled as shown in table 8. In the first equation, personality openness is
significantly influencing (β = .661 Sig = .000) the level of acculturation. In the second equation, personality
openness is significantly influencing (β = .611 Sig = .000) the motivation to consume Australian media. In the
third equation, the level of acculturation is significantly influencing (β = .560 Sig = .000) the motivation to
consume Australian media. In the fourth equation, the effect of personality openness reduces in size and
becomes non-significant (β = .109 Sig = .068) when the level of acculturation is introduced. Therefore, H5 is
supported.
The sixth hypothesis of the study posited that there is a reciprocal positive effect between Arab/Australian
consumers’ motivation of social adaptation and their personality openness. Regression analysis revealed a
significant positive effect of Arab/Australian consumers’ motivation of social adaptation on their personality
openness with positive coefficients (b= 0.726 and β= 0.518, Sig = 0.000) explaining about 26.9% (R² = 0.269) of
the variance in personality openness as shown in Table 9.
Table 9. Regression analysis of H6 part 1
Dependent Variable: Personality
Openness
(Constant)
motivation of social adaptation

Un-standardized
Coefficients
B
.847
.726

Standardized
Coefficients
Beta
.518

Sig.

Explained Variance
R²

.010
.000

.269

Regression analysis also revealed a significant positive effect of Arab/Australian consumers’ openness on their
motivation of social adaptation with positive coefficients (b= 0.370 and β= 0.518, Sig = 0.000) as shown in
Table 10. Therefore, H6 is supported.
Table 10. Regression analysis of H6 part 2
Dependent Variable: motivation of
social adaptation
(Constant)
Personality Openness

Un-standardized
Coefficients
B
2.003
.370

Standardized
Coefficients
Beta
.518

Sig.

Explained Variance
R²

.000
.000

.269

The cross-tabulation of respondents’ gender, social status and income level with all variables of the study
produced non-significant Cramer’s V and contingency coefficient values which indicate no association with the
investigated variables. However, respondents’ age and education level produced some significant Cramer’s V
and contingency coefficient values as Table 11 shows.
Table 11. Respondents’ age and education level associations with the variables of the study
Age
V.
C.C.
Sig.
Education
V.
C.C.
Sig.

Media Usage
.226
.195
.032
Media Usage
.200
.196
.021

Acculturation
14.7
14.6
.042
Acculturation
.189
.186
.006

Social Adaptation
.160
.158
.024
Social Adaptation
.102
.101
.222

openness
.049
.046
.708
openness
.153
.151
.034

Table 11 indicates that there is an association between respondents’ age and their motivation for social
adaptation, acculturation level, and their motivation to use Australian media. Respondents’ education level is
also associated with their personality openness, acculturation level, and their motivation to use Australian media.
The final objective of this study was to introduce a model that explains the inter-relationships between the
variables of the study. Regression and correlation analysis have already proved a number of positive direct
relationships amongst these variables. In order to confirm the proposed model of the study, Structural Equation
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Modeling (SEM) is used to assess model fitness to actual data through providing the goodness of fit indexes
(Byrne, 1998). The final model that was produced by SEM, which further confirmed regression analysis results,
is shown in Figure 2. Model fit indexes which were produced also showed an acceptable fit of the final model, as
Table 12 indicates.

Figure 2. The final model of the study
Table 12. Fitness indexes for the final model of the study
Fit Indexes
Absolute
Chi-square
Sig. value
GFI
RMSR
SRMR
RMSEA
Incremental
AGFI
NFI
NNFI
IFI
CFI

Acceptable Levels

Calculated Indexes

Smaller X2
P > 0.05
> 0.90

12.274
P = 0.65
0.948
0.062
0.058
0.054

< 0.08 acceptable

0.941
0.969
0.947
0.955
0.952

> 0.90

4. Results Discussion
It appears that the acculturating of bicultural Arab/Australian consumers is closely dependent on their motivation
to adopt the Australian social norms and lifestyle as well as their openness to accept new ideas and cultures. The
process of acculturation will lead bicultural consumers to be motivated to more consumption of the host media as
a source of valuable information and as a form of self education. In doing so, bicultural consumers will be able
to adapt to the new environment and become more assimilated with the new society. These findings were
consistent with Hwang and He’s study (1999) which reported that immigrants used host media for social
learning that is required to be settled into the new society. Therefore, advertisers have to design their message,
appeal, and execution style to fit the informative, educational, and entertainment needs of the bicultural customer
if they want to reach this segment of the market.
Among the demographic factors measured in this study, only age and education were found to correlate
significantly with the variables of the study which is consistent with Delener and Neelankavil (1990) findings.
Younger bicultural consumers can adapt more easily with the new society and have higher acculturation level
and motivation to use Australian media than older consumers. Similarly, the higher the respondents’ level of
education the more receptive they become to experience the new lifestyle which will facilitate their acculturation
process and motivate them more to use Australian media.
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Compared to demographic variables, psychological factors appeared to be more influential on respondents’
media consumption motivation. Hence, this study draws the attention to the importance of social adaptation and
personality openness as influential psychological factors in consumer acculturation. The stronger these factors
are the higher the acculturation levels and the motivation to use Australian media among bicultural consumers.
The findings of this study indicate that psychological variables, not demographic backgrounds, are the primary
factors which influence bicultural consumers’ host media consumption motivation. In other words, psychological
factors have more evident impact than demographic factors on media usage. This result should lead marketers to
segment ethic consumers according to their psychological characteristics rather than demographics as most
marketers tend to do.
Future studies can compare different ethnic groups of consumers, investigating their media consumption patterns
and the effectiveness of various advertising appeals and host product consumption. Finally, researchers can
investigate the effect of other psychological variables like self image and reference group influence to further
enrich our understanding of bicultural consumption.
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