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Abstract

The purpose of this study was to examine the possible existence of culturally-pluralistic segmentation based on
perceptions of U.S. Millennials attending college in New York City. The present research posits that this key
cohort, the culturally-pluralistic consumer, i.e., one who has many cultural associations but only one of those
cultures presents as dominant, has the propensity for being grouped as an identifiable market segment. Utilizing
a qualitative case study approach, twelve face-to-face interviews were conducted with Millennials from a New
York City community college. The objective was to explore participants’ perceptions as to how their cultural
associations influence their food purchase and consumption behaviors, particularly with regard to ethnic foods.
Findings concluded that Millennials are aware of cultural pluralism and deem themselves culturally-adept,
self-identifying with cultures other than their original family bloodlines. Participants’ tendencies were inclined
toward choosing ethnic foods from a singular dominant culture from among their various cultural connections
and associations. The results from this study support cultural pluralism as a segmentation method and can be
used to add to current literature as well as for marketers to develop strategy.

Keywords: consumer behavior, market segmentation, cultural pluralism, millennials, ethnic foods, financial
crisis 2008

1. Introduction

Millennials are capturing the attention of many major industries in today’s business marketplaces because of
their size, ability to transform various areas of commerce, and distinct attributes (Kruger & Saayman, 2015;
Valentine & Powers, 2013). According to the U.S. Census Bureau (2015), Millennials are the largest population
since the Baby Boomers, representing about one-quarter of the nation’s inhabitants, with more than $200 billion
in annual purchasing power (Kruger & Saayman, 2015; Valentine & Powers, 2013). Millennials’ food spending
is expected to increase by $50 billion each year through 2020 (Ascarelli, 2015; Peregrin, 2015). Millennials’
purchasing power and propensity toward food spending, particularly organics, make them an extremely attractive
market segment for food marketers and producers to pursue.

2. Literature Review
2.1 U.S. Food Market and Ethnic Foods

Cranfield (2013) posited that an ever-growing, globally-diverse population is increasing demand in the food
market, particularly ethnic foods, leading to global dietary acculturation (Cleveland, Rojas-Mendez, Laroche, &
Papadopoulos, 2016; Cranfield, 2013; Demangeot & Sankaran, 2012; Lindridge, Vijaygopal, & Dibb, 2014).
This phenomenon is prompting many restaurants in the New York City area to target Millennials for their
preference of ethnic, organic food choices (Lutz, 2015; Peregrin, 2015; Simpson, 2015).

Macharia, Collins, & Sun’s (2013) case study showed the Millennial cohort favoring fresh foods from street
vendors, supporting consumer segmentation based on food product preferences in the agrifood context
(Macharia et al., 2013). Demangeot & Sankaran (2012) proposed an experimentalism strategy: new migrants and
current residents choose foods based on a combination of cultural influences.

Cleveland, Laroche, & Papadopoulos (2015) used a survey to study food consumption. Food consumption is
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more than a means of nourishment; rather, it plays a conspicuous part in shaping attitudes toward cultural
identification stemming from social norms inculcated by family, reference groups, and the food industry
(Bartikowski & Walsh, 2015; Cleveland et al., 2016). The authors found a strong connection between ethnic
tradition, and eating habits and meals with global consumer culture. The study also demonstrated that
experiencing ethnic foods affords people the opportunity “to take on different identities, as appropriate to the
consumption context or regarding which particular consumer role is operant” (p. 545).

Existing knowledge about Millennials’ preferences reveals that cultural influence on consumption patterns and
habits is important, particularly for food products. This study explores cultural pluralism among Millennials in
the U.S. food market, specifically ethnic foods. According to The Hartman Group (2014), Millennials make
distinct choices in their product consumption, particularly in their food choices. Millennials are zealous and
informed about environmental and social issues (e.g., organic, non-GMO). They want to personally connect with
a brand and this desire greatly influences their food consumption choices. Thus, their cultural identification is
significant to the marketer (Demangeot & Sankaran, 2012; The Hartman Group, 2014).

2.2 Culturally Pluralistic Millennials as a New Market Segment
2.2.1 Cultural Pluralism

Craig and Douglas (as cited in Demangeot & Sankaran, 2012) defined cultural pluralism as “the phenomenon
describing individuals within a culture exhibiting elements of multiple cultures—as a result of a transition
between cultures or close contact with different cultures” on the individual level (p. 762). Consumer behavior
researchers need to comprehend how purchase and consumption are culturally-rooted and utilized to build and
sustain a culturally-interpreted self-identity (Lindridge et al., 2014).

Further, many researchers interchange cultural pluralism with multiculturalism in certain contexts, creating
ambiguity in research, understanding, and application (Butculescu, 2014; Demangeot & Sankaran, 2012;
Pakulski, 2014). Multiculturalism is a negotiation of complex cultural identities considering persons with
influence from more than one culture, where no one culture is dominant over the others. However, cultural
pluralism suggests that although an individual may exhibit behaviors influenced by multiple cultures, one culture
tends to be more dominant than the others (Demangeot & Sankaran, 2012; Kipnis et al., 2013; Pakulski, 2014;
Pantoja, Perry, & Blourock, 2014). Moreover, “Cultural identity entails a person’s attempt to self-identify and be
identified by others as a member of one or several cultural groups” (Kipnis et al., 2013, p. 1187).

Demangeot & Sankaran’s (2012) study uncovered four cultural pluralism strategies: (a) cultural experimentalism
characterizes the ongoing search for practices and products from other cultures; (b) cultural extensionism
describes a cautious strategy that leads consumers beyond their purchase of culturally-familiar products toward
those of other cultures; (c) cultural purism describes a selective method geared toward culturally-cued products,
and (d) cultural passivity denotes disinterest or lack of involvement with other cultures.

With the growth of sociocultural diversity across and within many nations, directly due to transient and
immigration mobility and indirectly through intercultural contact possibilities via global media, marketers and
researchers alike must take a new slant on how they interpret cultural association and their influences on
marketing strategy, particularly segmentation.

Five countries were used in Calabrese, Capece, Costa, & Di Pillo’s (2015) cross-cultural study. Hofstede’s Model
of Cultural Dimensions was used as the basis for analyzing cultural suitability for T.V. commercial development
for a well-known soft-drink company. The study included focus groups through Skype, social network fan
forums, Twitter and Facebook, followed by five phenomenological interviews. A spike in cultural interest in
global marketing is offered as the primary explanation for disparities in consumer behavior across various
countries (Cleveland et al., 2016). The researchers asserted that accurate culture definition, based on consumers’
perception of the culture to which they belong, not just birth-given culture, greatly influences their purchases.

Cleveland et al. (2015) surveyed over 2,000 Millennial college students in eight countries. Purposive sampling
incorporating a wide array of measures was used. These measures encompassed multiple languages and many
items to address each of the multilayered cultural consumer dispositions and concepts, including relevant
demographics and food patterns. Two components (interpersonal and media) were linked to global acculturation;
consumer dispositions (materialism, consumer ethnocentrism, and cosmopolitanism); ethnic identity and various
food consumptions. Each country varied in terms of culture, historical legacies, economics, linguistics, and
sociodemographic aspects. MANCOVA was utilized to analyze the variables. The identification of several
acculturation patterns in food purchase and consumption along with other cosmopolitanism behaviors were
reported. Two consistent elements for ethnic identity emerged as well: “identification with/desire to maintain
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ethnic identity and intra-ethnic interpersonal relations” (Cleveland et al., 2015, p. 547).

Carpenter, Moore, Alexander, & Doherty’s (2013) study of cross-sectional consumers in the U.S. suggests
individualism and demographics, to varying degrees, influence four dimensions of the “acculturation to the
global consumer culture (AGCC)” (p. 271). Issues and methods were highlighted to homogenize attitudes and
cultural beliefs about food consumption, concluding that developing a homogeneous consumer culture is
imperative to marketers in the global marketing environment (Demangeot & Sankaran, 2012; Kipnis et al., 2013;
Surugiu & Surugiu, 2015). Subsequently, multiple regression analysis determined effects of AGCC cultural
values and consumer demographics. The results confirmed acculturation of the global consumer culture.

Cleveland et al.’s (2016) quantitative, cross-national study surveyed 466 Millennial undergraduate/graduate
students from two countries. The covariates controlled were education, income, and gender used in the
MANCOVA and correlation analyses. The study focused on globalization and cultural change—identity, culture,
dispositions and behavior. The researchers found disparities across countries in consumer behavior which lie
squarely in cultural orientation. They also uncovered miscomprehension of current versus traditional cultural
meanings. They compared Canadian and Chilean consumption patterns as affected by acculturation to global
consumer culture (AGCC) and national identity (NID). The results primarily supported two hypotheses which
specifically addressed behaviors toward food consumption.

2.2.2 Millennials

Ford, Jenkins & Oliver (2012) noted that the Millennial generational cohort is destined to become the largest
American populace since the Baby Boomers. Wielding purchase power of $200 billion annually, venerating
status consumption with self-centric and pleasure-seeking values, Millennials are deemed a highly desirable
segment, making up almost a third of the American population (Debevec, Schewe, Madden, & Diamond, 2013;
Kruger & Saayman, 2015; Ntanos, Skordoulis, & Ntanos, 2014).

Peregrin’s (2015) article posited that Millennials are quite conscious of and actively pursue healthy eating,
seeking out food products that emphasize health benefits; they are very nutrition-savvy. This generation craves
an experience with their food consumption, which bodes well for ethnically-themed restaurants. Peregrin (2015)
surveyed 2,116 participants collected from the Food Marketing Institute’s (FMI’s) 2014 US Grocery Shopper
Trends Report. Millennials are amenable to seeking out ethnic, natural, and organic foods; they have a
willingness to pay more for fresh and healthy food and are willing to go out of their way to find these foods
(McGrath, 2014).

Recognizing that Millennials value organic, natural food products, Chipotle Mexican Grill USA has made some
bold changes to its menu by removing genetically-modified organisms (GMO) ingredients from its food in the
hope of attracting more young Americans (Kell, 2015). Ells, the founder of Chipotle, notes that “Millennials are
willing to pay a little more for something they recognize as better”, (Kell, 2015, para. 1). According to a 2015
Nielsen study, 43% of Americans considered non-GMOs extremely important in their food choices (“We are
what we eat”, 2015). The youngest generation is the most willing to pay higher prices for non-GMO foods, with
Millennials at 29%, compared to Generation X (26%) and Baby Boomers (23%). Chipotle often foregoes profit
in the short run to accommodate and preserve a pristine image among its Millennial customers by using healthier,
more expensive ingredients (Kell, 2015).

Chipotle stated in its 2015 annual report, “there is still a need to introduce our brand to new customers and
engage with existing ones in other ways, by helping them understand what makes Chipotle different than other
restaurants” (Chipotle Mexican Grill, USA., 2015). As a national leader in the fast-food industry, Chipotle is at
number 54 on Fortune’s list of 100 fastest-growing companies (Kaplan, 2011). Chipotle’s desire to connect with
new and existing customers in unique and profitable ways, coupled with its rapidly-expanding locations, makes
Chipotle an ideal case study for a new form of successful marketing strategy: culturally-pluralistic segmentation
(Chipotle Mexican Grill, 2015; Choi, 2014; “Number of Chipotle Mexican Grill restaurants worldwide...,”
2016). Total stores in 2015 numbered better than 2,000, almost five percent in the New York City area with
average sales of $2.2 million per restaurant (“Number of Chipotle Mexican Grill restaurants worldwide...,”
2016).

3. Method

A qualitative case study was utilized to uncover cultural pluralism segmentation based on perceptions of U.S.
Millennials attending community college in New York City. The goal was to determine a connection between
Millennials who are culturally pluralistic and their food consumption and purchase behaviors through a variety
of questions directly related to these variables. The sample comprised 12 Millennial students, males and females,
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aged 18 and 36. The sampling frame was a Northeastern community college with approximately 25,000 business
students. Purposive sampling was used for student selection. Professors read a recruitment letter crafted by the
researcher to various classes, inviting students to participate.

Face-to-face depth interviews of 25 to 45 minutes each were conducted using semi-structured questions at

Chipotle Mexican Grill, USA, one block from the community college. Chipotle Mexican Grill, USA, (“Chipotle”)
highlights its organic ingredients and multicultural food recipes to appeal to the multi-cultured Millennial (Lutz,

2013; Melgoza, 2015; Simpson, 2015). With growth of 11 percent in one year versus the annual growth of 1.1

percent for classic fast food restaurants, Chipotle is becoming synonymous with quality ethnic dining while

maintaining its place in the typical fast-food market segment as an affordable and convenient eating choice

among Millennials (Lutz, 2013; Patton, 2014; Simpson, 2015; Trefis Team, 2014).

Responses, including verbatims and researcher observations (e.g., body language and facial expressions), were
used to support Millennials’ eagerness to express culturally-pluralistic tendencies in their food consumption
habits (Fielding, Fielding, & Hughes, 2013). Questions (see Appendix A) were validated by professional market
researchers prior to conducting the interviews.

Determination of participant coding relied on the accumulation of similar and dissimilar variables. The coding
scheme of the variables included participant characteristics, cultural identification, and food consumption
patterns. Initial codes were defined with associated phrases and terms (Creswell, 2013). Only one of the two
researchers manually analyzed the data from the interview transcripts to determine whether one cultural
influence presented as dominant in the Millennials’ food purchases and consumption habits; therefore, no
intercoder reliability testing was necessary.

Content analysis involved evaluating text, systematic coding and theme identification for participant responses,
with an eye toward addressing the research questions. NVivo, the content analysis software, was used to this end
(Creswell, 2013; Grbich, 2013). Cultural identity related to purchase and consumption behaviors from cultures or
countries different from those of participants was the basis for the categories. “Food is the most common
consumption category and is often ethnically cued” (Demangeot & Sankaran, 2012, p. 769).

4. Results

For this qualitative case study, a primary research question to establish breadth, depth, and boundaries was
drafted. Related themes and patterns and summarized results of the investigation are provided.

Q1. What culturally-pluralistic marketing elements exist as perceived by New York City college Millennials in
the U.S. food marketplace?

4.1 Demographic Profile of Study Participants

This sample of participants is NYC Millennials who are recognized by the U.S. Census Bureau (2014b) as being
multi-cultured. Four participants were female, eight were male, all between 18 and 36 years of age. All
participants’ education was community college level. The results supported the Census Bureau’s 2014
projections (U.S. Census Bureau, 2014a, 2014b).

4.1.1 Demographic Cultural Frequencies

All participants were multicultural, with 11 of 12 having four or more cultures influencing their food purchase
and consumption habits. Half had been born in NYC; the other half were born in the Caribbean, Africa, or South
America. Six participants included Italian food among their food consumption influences but did not have an
Italian bloodline. Table 1 shows that Millennial students eat more ethnic food types than reflected in their family
bloodline. Of 64 ethnic food types, only 16 occurrences were associated with family bloodlines. Mexican is the
most popular ethnic food, with nine occurrences of food purchase and consumption influence, although none of
these participants was of Mexican descent. Similarly, the Asian ethnic food influence is derived from only
friends and associates and /or other tendencies, not from family cultural bloodlines.
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Table 1. Demographic cultural frequencies

Number of Students

Family Cultural Friends’ & Associates’
Ethnic Food Type Food Purchase Influence Food Consumption Influence Bloodline Cultural Affiliations
Arabic 1 1
Armenian 1
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Asian
Botswanan
Caribbean
Dominican
Ethiopian
French
German
Greek
Guyanese
Haitian
Hispanic
Indian
Islamic
Italian
Jamaican
Latino
Mexican
Mozambican
Peruvian
Portuguese
Puerto Rican
Punjabi
Senegal
Trinidadian
Turkish
Venezuelan
TOTAL 64

Note. Answers provided by study participants via the interviews.
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4.2 Themes
4.2.1 Answer/Theme 1. Cultural Pluralism Recognition / Existence

Four themes emerged from the analysis. Ethnic food purchase and consumption different from the participants’
bloodline background was strongly evident. An overwhelming desire to convey cultural connections, particularly
with non-bloodline cultures, was present in the findings. Participants expressed eagerness to try different ethnic
foods, and were open to respecting and even assimilating into cultures other than their own original cultural
bloodlines.

Six participants recognized cultural pluralism as identifying with a single culture from among many in their lives.
Five participants had a partial understanding of the cultural pluralism concept or similar ideas from their
marketing and sociology classes. All but one of the participants believed cultural pluralism had something to do
with multiple cultures having an influence on consumption or activities in a person’s life. According to Student
#4, ... culture is how you define yourself, how you identify yourself, who you are and which group of people
you represent, regardless of where you come from or where you live.”

Seven participants stated outright that among all the cultures with which they come in contact, one presents as
dominant when purchasing and consuming ethnic foods. “Mexican culture is most dominant to me,” said Student
#11. Student #5 said, “If I have the choice, I pick Italian food over any other kind of food.” Student #9 asserted,
“I enjoy ads which try to reach me on my distinct cultural identification—a black woman with a Mexican
affiliation. So, I always go for Mexican food instead of anything else.” Further, Student #8 noted with a grin, “I
feel like Italian food would be a dominant choice for me because a lot of my friends are from Italy—I identify
with this culture.”
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4.2.2 Answer/Theme 2. Cultural Self-identification

LRI EEINT3

Forty-three instances of cultural “identify,” “identifies,” “identities,” and “identification” were returned from an
NVivo word frequency query. Six participants identified with only one single culture among the many cultures
with which they were associated regardless of family bloodlines. Four participants claimed to self-identify with
non-family bloodline cultures. For example, Student #4 verbalized cultural identification as follows: “I had to
assimilate; however, I remain true to my original culture. I believe culture is how you define yourself, how you
identify yourself.” Student #5, while admitting cultural influence from mom because mom did most of the
cooking, told the researcher, “When I’m with friends, I just eat what they eat. I identify with the Italian culture.”

4.2.3 Answer/Theme 3. Openness to / Influence of Different Cultures from an individual’S Cultural Bloodlines

All participants self-identified as multicultural. Among the most common cultures of influence were Mexican,
Italian, and various countries from the Caribbean. Nine mentioned South American countries, such as Guyana,
Venezuela, and Peru, as having cultural influence on ethnic food purchase and consumption. Three named Asia
as a cultural influence, not surprisingly, in that New York City’s population is 30% Asian, a fairly sizable
percentage.

All participants indicated that they were open to trying new ethnic foods which were beyond their own cultural
family ethnicity identification. They attributed this tendency to their desire to experience new, different, and
interesting ethnic foods and cultures. With the assistance of NVivo to determine word frequencies, “different,”
“diverse,” “unusual,” “ethnic,” and “experience” were among the top 50 repeatedly used by participants to
describe their sentiments toward trying different ethnic foods and subsequent influence on their food purchase
and consumption choices. The words “experience” and “interesting” appear over 80 times within the study.
Student #5 said, “I like to try new things. I don’t want to eat the same old food. The main reason is ethnic foods
look interesting.” Student #10°s nonverbal behavior indicated pride, and the student exclaimed, “I’m naturally
drawn to different ethnic experiences and foods. I would try unusual food at a friend’s or anywhere else.”
Student #12 emphasized the importance of being open to and influenced by other cultures.

LR I3

I read about certain foods and I’ve gone to food fairs with my friends and we all like to try new, ethnic foods,
and we end up researching certain fruits and healthier alternatives to what we try and then go out and search for
these different ethnic foods. It keeps me culturally-enriched. My friends and I are all open-minded about trying
new foods, especially ethnic foods.

4.2.4 Answer/Theme 4. Strong Propensity toward Frequent Ethnic Food Purchase

More than half of participants reported buying and consuming ethnic food products at least once a week. Two
purchased and consumed ethnic foods different from their own ethnicity every single day. All bought ethnic
foods different from their own ethnicity at least every 2 to 3 weeks. NVivo was used to determine the most
frequently bought and consumed ethnic foods from grocery stores, restaurants, and street vendors. Mexican,
Indian, and Italian were the top three of more than 50 cultures mentioned in this study, with 27, 25, and 23
mentions, respectively.

5. Discussion

Findings yielded support for the premise that marketing factors do exist to support segmenting Millennials into a
culturally-pluralistic market segment. The answers to the research question through themes and patterns
reinforced and expanded upon the current body of scholarly literature on the topics of segmentation, Millennials,
and the rise of cultural pluralism as a newly-defined cultural identification. This new cultural identification is
from the perception of the new market itself, Millennial consumers. Further, other key perceptions revealed in
this study provide additional avenues for marketers to explore toward the development of a new market segment
of culturally-pluralistic Millennials from the Millennials’ own declarations.

Research has indicated the definition of culture and how individuals view themselves is recently much more
reliant on self-identification and association rather than the traditionally-defined view of culture (Kipnis et al.,
2013). The findings of this study validated this new view of culture; moreover, the dominant presence of one of
the multi-cultures of the Millennial cohort, as posited by the study research question, is supported. The dominant
cultural influence was found to be from both family bloodlines (traditionally defined culture) and non-bloodline
affiliations.

Further, it was previously presumed that admitting cultural connection and association would be avoided by this
subset of Millennials due to fear of being ostracized, especially given the current political climate (Caya, 2015).
The results of the present study call into question that presumption. The propensity of Millennials to consume
ethnic foods different from their cultural bloodline suggests they will be open and receptive to marketers’ new
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culturally-pluralistic strategy approach in reaching and connecting with this new market segment.
6. Implications
6.1 Theoretical

Supporting the current literature on the study context of cultural pluralism, cultural self-identification, and
marketing segmentation, the themes that arose from participant responses add to the existent base of knowledge.
Current literature offers theory and practices on how marketers must keep abreast of changing segmentation
possibilities. This research brings a greater awareness to the concept of this particular generational cohort’s
desire to self-identify culturally. The basic building block of marketing success is how accurately you segment
your initial target market. Therefore, this research presents a new tactic for approaching segmentation. The
paradigm of cultural pluralism segmentation is suggested as plausible and practical for marketers today,
especially given the current economic climate (Demangeot & Sankaran, 2012; Franklin, 2014; Kipnis et al., 2013;
Pakulski, 2014; Pantoja et al., 2014). Moreover, it is this cultural self-identification which significantly drives
Millennial food purchase and consumption habits, particularly with regard to ethnic foods (Demangeot &
Sankaran, 2012). Uncovering this new market segment, culturally pluralistic Millennials, is a new conceptual
framework in that it encompasses a newly-defined, traditional characteristic or element of demographic
segmentation; that is to say, culture from the perception of the individual (Kipnis et al., 2013).

6.2 Practical

This study revealed many practical utilities in terms of potential ways for marketers to apply and expand existing
marketing strategies of segmenting profitable market segments. The marketer’s position should be to showcase
the Millennial cohort as having positive experiences in their ads and social media communications through their
cultural connections. Millennials are known for being open to cultural diversity and adopting cultures other than
their own natural bloodline. Thus, marketers displaying such openness in communications as well ad campaigns,
such as events and participation from this cohort, could inspire increased sales and activity from this target
market.

Further, marketers should focus on crisply displaying people, not just product, in the ads. This could be
accomplished, for instance, by some dialogue among those in the ad, clearly showing that a person of one type of
traditional cultural background is making purchase choices based on some other cultural affiliation and a brief
statement why that choice is being made.

Marketers could use the cultural pluralism segmentation identification to reach a subset of Millennials who deem
themselves culturally-pluralistic in their ethnic food choices and cultural associations, thus targeting a new
segment efficiently (Demangeot & Sankaran, 2012; Raffaelli & Glynn, 2014). Additionally, reaching a broader
population of this generational cohort (Millennials) at various locations, such as in health clubs, bookstores, and
through social media platforms, could be effective for marketers. As shown in the literature, Millennials frequent
health clubs, restaurants, bookstores, and use social media frequently (Arman, 2014; Simkin & Dibb, 2013).
Further, health clubs and bookstores provide a platform for engagement, and Millennials have a strong
propensity toward engagement and voicing their preferences (Credo, Lanier, Matherne, & Cox, 2016).

6.3 Broader Social Context

With a rapidly-increasing globalized society and changing views and trends with regard to cultures and cultural
affiliations, it is critical that marketers capitalize on trends in a quick and efficient manner if they hope to remain
competitive (Demangeot & Sankaran, 2012; Jae Young, Jungwoo, & Jongsu, 2013; Ladhari, Souiden, & Choi,
2015). According to Ladhari et al. (2015), new theory development encompassing culturally-pluralistic
marketing will have a noteworthy and successful impact on the cultural and sociopolitical undercurrents of
individual consumer identities. It is imperative that marketers be sensitive and responsive to the needs and
perceptions of this generation, which includes acknowledgement of their self-proclaimed cultural identity
(Kipnis et al., 2013).

7. Limitations

The two main limitations are the choice of sampling frame and the sample size. NYC is an atypical population
compared to the rest of the United States, which could hinder generalization to other cities (Beveridge, 2003).
Moreover, only a community or two-year college was examined. Community colleges may have a more
transitional student base than other types of colleges, such as four-year colleges and universities and trade
schools (Nienhusser, 2014). Furthermore, only Millennials attending community college were sampled, as
opposed to the broader Millennial population who may be attending four-year colleges and / or already part of
the workforce. The sample size of 12 is adequate and acceptable for a qualitative research piece (Yin, 2012). By
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its nature, however, such research cannot yield generalizable results.
8. Conclusions and Recommendations

The existence of cultural pluralism among NYC community college students provides marketers with an
opportunity to attain or further expand their competitive advantage at a time when economic pressure is
unusually high (Mitran & Bebeselea, 2012; Rollins et al., 2014). Cultural tendencies toward a dominant culture
among Millennial multi-cultural backgrounds and cultural self-identification among this generational cohort
should prompt marketers to take a closer look at how they segment this very important market. By reinterpreting
the Millennial market in this newly-identified manner, marketers have a promising opportunity to reengineer
strategy customizing for this new profitable new segment.

This particular study was framed in relation to a specific ethnic restaurant, Chipotle Mexican Grill, USA.
Specifically addressed was Chipotle’s flare for being organic, clean, and offering variety as compared to other
spicy and fast-food establishments. Chipotle already employs a major campaign strategy targeting Millennials
(Best, 2014; Lutz, 2013; Patton, 2014; Simpson, 2015; Trefis Team, 2014). However, armed with these new data,
Chipotle, and other ethnic-based, specifically spicy food establishments, could craft a specific marketing
campaign which appeals to Millennials who tout their cultural open-mindedness and affinity toward
experiencing other cultures and, even more so, identifying themselves as being mainly influenced by an ethnic
culture other than their own cultural bloodlines. Millennials like when marketers customize their
communications to their specific cultural self-identifications and desire to enjoy meals as an experience and not
just sustenance.

Moreover, food plays a large role in life with the shaping of attitudes toward cultural identification from social
norms instilled from reference groups, such as friends as well as family (Bartikowski & Walsh, 2015; Cleveland
et al., 2015; Cleveland et al., 2016). The influence of friends on Millennials to culturally self-identify with their
friends’ culture as a marketing theme or approach could provide Chipotle with a competitive advantage not yet
explored by other ethnic food restaurants, especially ones which serve spicy food. Still, Chipotle should also
increase advertising strategy including family socialization and influence, especially with fathers and
grandparents since Millennials have the tendency toward being influenced by these particular family members
when it comes to ethnic foods.

Future research opportunities include exploration of whether gender behaviors supersede culturally-pluralistic
tendencies and whether younger Millennials differ from older ones in their culturally-pluralistic purchase and
consumption habits (Butculescu, 2014; Burton, Wang, & Worsley, 2015; Chang, Liz Thach, & Olsen, 2016;
Debevec et al., 2013; Demangeot & Sankaran, 2012; Franklin, 2014). Finally, expanding the study population to
Millennials outside the NYC community college framework could be advantageous to marketers (Arman, 2014;
Simkin & Dibb, 2013).
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Appendix A

Face-to-Face Interview Questions

Thank you for agreeing to participate in this interview about culturally-pluralistic Millennials.
1. What is your age?

27t036 . 2

2. What have you heard or do you know about Cultural Pluralism?

How many cultures do you feel influence your food purchases?

OnlyOne 1
Two to Three 2
Four or More 3

4. Which specific culture or cultures do you feel influence your food purchases? How many cultures do you feel
influence your food consumption habits?

OnlyOne . . 1
Two to Three 2
Four or More 3

5. Which specific culture or cultures do you feel influence your food consumption habits?

OnlyOne 1
Two to Three 2
Four or More 3

6.  Which specific culture or cultures do you feel influence your food consumption habits?

7. List three specific favorite ethnic foods and their country of origin from main meal items. This would be any
item that part of a regular breakfast, lunch or dinner. You DO NOT have to list one from each group.

8. In the last year, have you ever purchased ethnic foods from a grocery store, a restaurant, or street vendor?
Why?

9. Would you try an unusual ethnic food (which you have not had before) served to you at a friend's house? Why?
Explain any feelings or influences you feel may be present in encouraging you to try the food.

10. How frequently do you purchase ethnic food products different from your own ethnicity?

Every day 1

Every 2 to 3 weeks

Every 1 to 3 months

Every 4 to 6 months

~N N L bW

Once or twice a year

11. Which of the following factors do you feel influence your food purchases significantly? Explain your choice.
Mother 1

Father . 2
Friends ... . 3
Price . 4
Advertising .. 5

12. How many cultures are in your background? Please include your parents and grandparents on both sides of
your family, friends, and other associates.
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13. Check any grandparent who lives with you.

Maternal grandmother
Maternal grandfather
Paternal grandmother

Paternal grandfather

B S S

5

14. Check any grandparent who lives within one mile of your home.

Maternal grandmother 1

Maternal grandfather
Paternal grandmother

Paternal grandfather

wm A W N

15. Where were you born? Where do you live now?

16. What is the best way to reach you for follow up to this interview? Thank you for participating in this

interview!

Appendix B

Participant Responses by Theme 1—Cultural Pluralism Recognition

Participant Code Verbatim Observed Behavior

Student 1 I’'m guessing it could be multi-cultured or having knowledge of Calm, Interested in cultural topics
different cultures.

Student 2 Many cultures from countries put altogether. Jovial, eager to participate

Student 3 I heard of it in sociology class. Plural means more than one. Excited, eager to share opinion on the
Socially adept at multiple cultures. Through my studies in subject of culture
sociology people are becoming multi-cultured.

Student 4 I think CP is mostly like how you define yourself, how you identify ~ Thoughtful, eager to share knowledge and
yourself, who you are and which group of people you represent, experience with multiple cultures
regardless of where you come from or where you live. A
predominant culture that influences you but you still maintain your
culture of origin while adapting to the predominant culture.

Student 5 None Perplexed

Student 6 I haven’t heard of cultural pluralism but from the context I think it ~ Friendly, happy, interested in cultural
has to do with many culturally influences in your life. diversity

Student 7 ...from the context clues I would say that cultural pluralism is the  Friendly, open to sharing ideas about
study of multiple or diverse cultures. cultural self-identification and diversity

Student 8 I might have heard about this in sociology. Based on the question I ~ Eager to share open-minded feelings about
think cultural pluralism is probably interactions with more than one  cultural self-identification, cultural
culture. diversity acceptance, and strong tendency

of single dominant non-traditional culture;
buoyant about trying new ethnic foods

Student 9 I think it’s when you choose your culture among multiple cultures  Confident in convictions about cultural
and your preference of acquired backgrounds through exposure too  self-identification and cultural dominance
many but you may choose to associate yourself with a particular  in a person’s life
culture other than your own family blood lines.

Student 10 I believe cultural pluralism is one group within a community and Happy and enthusiastic about trying new
tends to aim toward once specific type of product or food, even  foods, especially ethnic foods
though there are many options around.

Student 11 Mexican culture is most dominant to me. Cultural pluralism would Calm, confident about having an open
be a main culture which impacts how I make choices. I learned mind and wanting to develop cultural
about this concept in my marketing class. It’s about having an open  diversity awareness and experience
mind and wanting to develop cultural competence.

Student 12 The idea of merging into multiple cultures sounds like it might be ~ Very excited about learning and
cultural pluralism. Cultural pluralism among different products of  experiencing new cultures, especially

different identities and ideas coming together as one. I like trying
new foods, yes, of course! Definitely! My friends and I are all
open-minded about trying new foods, especially ethnic foods.

through ethnic food consumption. Friendly
and happy

13



ijjms.ccsenet.org International Journal of Marketing Studies Vol. 9, No. 4; 2017

Copyrights
Copyright for this article is retained by the author, with first publication rights granted to the journal.

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/4.0/).

14



