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The first objective of this research was to identify 

whether Asian-Americans having higher than average levels of 

income and education represent an appropriate target market 

for four food product categories. Second, the impact of 

national origin membership, demographic variables, and level 

of acculturation on food consumption was determined. In 

addition, perceptions related to sensory and nutritional 

factors and the cultural acceptability of the products were 

identified and interpreted to determine if the variables 

differed among specific groups of Asian-American consumers. 

The methodology in the study consisted of primary 

research using a self-administered questionnaire to gather 

information relevant to the study hypotheses. The 

population for the study consisted of Chinese, Vietnamese, 

and Koreans who were qualified for inclusion in the sample 

based on income, age, and educational level. A total sample 

of 256 Asian-Americans participated in the study. The 

statistical analysis included the basic descriptive 

techniques of frequency distributions and cross tabulations. 

Parametric (i.e., ANOVA, MANOVA) and non-parametric (i.e., 



K-W ANOVA, Kendall's T, Kendall's PCC) techniques were 

utilized to determine if differences existed among the 

three groups. 

The findings suggest that the Asian-Americans included 

in the study exhibited characteristics of an appropriate 

target market for the majority of the food products studied. 

Each of the national origin groups also represents a unique 

opportunity for marketers based on the differences found 

among the groups. Due to the exploratory nature of the 

current study, further research should be conducted in order 

to collect more information pertaining to Asian-American 

food consumption patterns. 
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CHAPTER I 

INTRODUCTION 

The population of the United States consists of many 

different ethnic/national origin subcultures. Presently, one 

person out of four identifies himself or herself as Hispanic 

or nonwhite. If current immigration and birth trends 

prevail, the Hispanic population will increase by twenty-one 

percent, the Asian population by twenty-two percent, and 

blacks by approximately twelve percent by the end of the 

twenty-first century (Henry 1990). To a certain degree, 

each of these groups is unique, possessing distinct needs 

and behavior patterns. In fact, for a subculture to exist, 

its members must share certain behaviors which are different 

from society's dominant culture (Hawkins, Best, and Coney 

1989). From a marketing perspective, consumers belong to 

subcultures when they share a common heritage that affects 

their value system and subsequently their purchasing 

behavior (Assael 1987). 

Because American society is so fragmented, it is 

imperative that marketers identify existing subcultures and 

determine whether or not specific segmentation strategies 

should be developed to reach them. According to Zaltman 

(1965), "subcultures are the relevant units of analysis of 
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market research. They represent definable target groups for 

specific products and logical units for segmenting of larger 

markets." If it can be determined that a subculture's needs 

and wants differ from the rest of society, then a strategic 

marketing opportunity may exist. 

One potential marketing opportunity is represented by 

the Asian-American market. This segment has been nicknamed 

the "Sleeping Dragon," the "Super Minority," and the 

"Blossoming Asian Market." In spite of these accolades, the 

Asian-American market has not been aggressively pursued by 

marketing firms as a distinct market segment (Sales and 

Marketing Management 1988). 

Statement of the Problem 

The problem addressed in this study is whether 

differences exist within the Asian-American market making it 

potentially desirable for marketers to develop and utilize 

distinct segmentation strategies to effectively penetrate 

existing Asian-American segments. Currently, given the 

absence of empirical research related to consumption 

behavior and the impact of culture on behavior among Asian-

Americans, this question cannot be answered with any 

assurance. 

Effective marketing strategy is based upon 

identification of economically feasible segments with 

distinctive needs. Segment identification has become even 

more crucial in the midst of a rapidly changing marketing 
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environment and escalating costs. According to McKenna 

(1988), mass markets have fractured and lucrative market 

segments are saturated. Marketers are finding it much more 

difficult to categorize their customer base and predict the 

tastes of consumers. These conditions have contributed to 

intensified competition in the marketplace. In order to 

compete more effectively and respond more quickly to changes 

in demand, companies are recognizing the increased 

importance of identifying new segments in the marketplace. 

The past decade has seen an influx of Asian immigrants 

into the United States as a result of the easing of 

immigration policy. According to the Census Bureau, the 

Asian population increased eighty percent, to approximately 

6.9 million, between 1980 and 1989 (O'Hare 1990). This 

growth rate makes the Asian-Americans the fastest growing 

minority group in the United States. However, this group, 

like other minority groups, is not monolithic. The Asian-

American population consists of a variety of national origin 

groups, thus complicating the research task of marketers 

viewing this group as a potential market for further 

development. There has been little reported empirical 

research on the Asian market. Marketers have limited 

knowledge regarding the purchasing behavior of Asian 

consumers and the part that Asian subculture membership 

plays in shaping that behavior. 



The potential importance of the Asian-American 

consumer's purchasing patterns is demonstrated through an 

examination of pertinent demographic information. Asian-

Americans have an average income of $31,578, compared to 

$28,661 for whites, $20,000 for Hispanics and $16,004 for 

blacks (O'Hare 1990). Asian-Americans also lead in 

education. Among Asian-Americans, over the age of 25, 

approximately thirty-five percent (35%) have finished four 

or more years of college. This is twice the college 

completion rate of whites (17.1%) and four times that of 

either blacks (8.4%) or Hispanics (7.6%). This high level 

of education has led to over half (53.3%) of all Asian-

Americans in the work force being employed in managerial or 

professional positions (Sales and Marketing Management 

1988) . 

However, at just over 6.9 million people, the Asian-

American market is small when compared to the more than 

eighteen million Hispanics and over thirty million blacks 

living in the United States (Sales and Marketing Management 

1988). Even though the Asian-American population is small 

it could be disadvantageous for a marketer to utilize a 

market aggregation strategy to reach the entire market. Due 

to the non-monolithic composition of the Asian-American 

market, it may be necessary to identify bases for effective 

segmentation. One possible segmentation approach utilizes a 

combination of national origin (e.g., Korean, Chinese, etc.) 
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and socioeconomic characteristics. Successful segmentation 

analysis can result in the identification of potentially-

lucrative groups for further market development. Pursuing a 

specific group within the larger, heterogeneous market can 

be crucial to a successful marketing strategy. Identifying 

specific groups in the Asian-American market requires 

empirical knowledge not currently available. 

The specific group within the Asian-American population 

examined in this study is the subset of Asians who have 

attained higher than average levels of income and education. 

Given these demographic characteristics, it is felt that 

this group represents a potentially lucrative subsegment of 

the Asian-American population. Therefore, in the current 

study, the term Asian-American refers to this specific niche 

of the Asian-American population. 

The Asian-American market, due to its rapid growth and 

impressive demographic profile, is a potentially lucrative 

segment. Currently, it is not known if Asian-Americans 

exhibit unique purchasing behavior. Firms wishing to target 

this segment are unable to develop effective marketing 

strategy in the absence of specifics as to the needs and 

behavior of Asian-Americans. If distinctive needs are 

identified, several key questions must be addressed. Should 

the marketer develop diverse strategies to penetrate the 

Asian-American segment? What additional information is 

needed before effective strategies can be developed and 
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implemented? Can the segment be reached in an effective 

manner through existing strategies? Can the segment be 

reached through existing channels? The answers to these 

questions and the ultimate success of targeting the Asian-

American consumer will be dependent on reliable information 

concerning this emerging market segment. 

Without this crucial information, firms may misjudge 

the extent and nature of the potential opportunities in the 

Asian-American market and the actual need for separate 

marketing strategies. Mistakes in this area may lead to 

adoption of inappropriate strategy or the targeting of an 

Asian-American market segment when no unique need exists. 

Such mistakes lead to misallocation of resources and 

financial losses. 

Purpose of the Study 

The purpose of the current study was two-fold. The 

first objective was to identify whether Asian-Americans 

having higher than average levels of income and education 

represent an appropriate target market for certain food 

products. This was determined by gathering information 

related to the respondents' consumption rates of four food 

product categories,. Secondly, the impact of national origin 

membership, demographic variables, and level of 

acculturation on food consumption was ascertained. In 

addition, perceptions related to the sensory and nutritional 

aspects and cultural acceptability of the food products were 



7 

identified and interpreted to determine if these variables 

differed among specific groups of Asian-American consumers. 

Respondents participating in the study consisted of 

three groups of Asian-Americans qualified by income and 

educational level—Chinese, Vietnamese, and Koreans. Each 

groups' use and consumption rate of dairy products, 

beverages, snack foods, and cereal was identified. 

Designation of Sample Respondents 

The Asian-Americans participating in the study were 

drawn from groups exhibiting the following characteristics: 

1. Income The respondents have an annual gross 

household income of at least $32,000. 

2. Education The respondents have completed a 

minimum of four years of college education. 

3. Age The respondents were at least twenty-two 

years of age. An attempt was made to include a 

broad range of ages in the sample. However, given 

the income and education requirements and the fact 

this was a judgement sample, there was a 

restriction of age ranges. 

4. National Origin Membership The respondents were 

restricted to individuals who identified 

themselves as Chinese, Vietnamese, or Korean. 



Research Questions 

The research questions addressed in this study 

included: 

1. Do the three groups of Asian-Americans differ in 
their food consumption rates based on national 
origin? 

2. Do the three groups of Asian-Americans differ in 
their food consumption rates based on level of 
acculturation? 

3. . Do the three groups of Asian-Americans differ in 
their food consumption rates based on demographic 
variables? 

4. Do the three groups of Asian-Americans differ in 
their perceptions of food sensory properties? 

5. Do the three groups of Asian-Americans differ in 
their perceptions of nutritional properties? 

6. Do the three groups of Asian-Americans differ in 
their perceptions of cultural acceptability? 

The research hypotheses developed from the research 

questions are discussed in detail in Chapter III. 

Significance of the Study 

The findings of this dissertation expand knowledge 

pertaining to the consumption behavior of a specific 

demographic group of Asian-Americans. Empirical research on 

black and Hispanic consumption has been conducted and 

reported. The majority of that research focuses on a 

comparison of their consumption behavior with that of the 

general population. However, there is an absence of 

empirical research on the consumption behavior of Asian-

Americans. To further theory development in consumer 
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behavior, this burgeoning market needs to be studied in 

order to determine if Asian-Americans are a monolithic 

group, or if each subcultural group based upon national 

origin and socio-economic background has distinct needs and 

behavior patterns. The current research builds upon what is 

known about the nature of subcultures, and more 

specifically, the cultural, consumption, and demographic 

information concerning ethnic/national origin groups. This 

research represents a first step in researching Asian-

Americans by examining one demographic group within the 

subculture population. 

On a broader perspective, the findings increase 

existing knowledge related to the impact of culture on 

purchasing behavior. Characteristics of culture, cultural 

values, and cultural changes have been studied by 

anthropologists, sociologists, and marketers alike. 

Cultural anthropologists may gain an increased understanding 

of the impact of acculturation on the behavior of various 

Asian groups. Sociologists may increase their knowledge of 

the collective behavior of Asians and the existing 

similarities and/or dissimilarities among different Asian 

groups. 

Lastly, this study is valuable to businesses through 

the development and presentation of a segmentation framework 

that could be utilized by food manufacturers. The reported 

findings provide insight into how one part of the Asian-
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American market might be segmented. The information 

provided enables these businesses to make more informed 

decisions regarding the pursuit of the high-income and 

highly-educated segment of Asian-Americans as a target 

market. 

Limitations of the Study 

One limitation of this study was the collection of data 

via a questionnaire. According to Wallendorf and Reilly 

(1983), the questionnaire methodology has inherent problems 

when the research is related to culture. Asian people, 

known for their desire for privacy (Kuo 1970), may look upon 

the data collection activity as an intrusion, thereby 

influencing the manner in which they respond to questions. 

The respondents were also asked to self-report their food 

consumption rates. It is possible that their self-reported 

information differed somewhat from their actual rates. 

This study was limited to a judgement sample of Asians 

of a distinct socio-economic background. The sample was 

drawn from specific geographic locations. No attempt was 

made to study Asian-Americans who did not fit the socio-

economic profile as defined in the study. Therefore, the 

external validity of the findings was limited. Lastly, this 

study was not designed to determine the decision making 

process concerning food consumption. The motivational and 

cognitive processes leading up to the purchasing decision 

and product usage were not explored. 
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Empirical Considerations 

A judgement sample of 213 Asian-Americans was drawn 

from the South and Southwestern regions of the United 

States. The sample consisted of three sub-groups which 

included Chinese, Vietnamese, and Korean Asian-Americans. 

Japanese-Americans were not included in the sample for the 

following reasons. Many marketers do not include them as 

part of the Asian-American market because they feel that 

Japanese consumption behavior closely parallels that of 

whites. Marketers feel that this phenomenon is mainly due 

to the high level of assimilation that the Japanese have 

achieved. Also, the Japanese population in comparison to 

the other Asian-American groups is the slowest growing 

national origin group (Paskowski 1986). 

All respondents participating in the study were 

qualified using income and education criteria. The minimum 

age required for inclusion in the sample was twenty-two 

years. Gender and occupation were not used in qualifying 

respondents. 

In order to determine if the qualified sample's food 

consumption rates differed, an attempt was made to establish 

a relationship between one dependent variable and three 

classifications of independent variables. The dependent 

variable was rate of consumption for each one of the 

products comprising the four food categories. The first food 

category, dairy products, consisted of items related to 
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cheese consumption. Beverages, the second category, 

consisted of regular and diet soft drinks. The third food 

category, snack foods, consisted of items related to potato 

chips and other assorted chip flavors. Cereal was the 

fourth food category. 

The independent variables consisted of three 

classifications: 

1- National origin membership The three membership 

groups included Chinese, Vietnamese, and Koreans. 

2. Acculturation level Acculturation variables 

included language proficiency and usage, length of 

time in the United States, and social 

relationships. 

3. Demographic variables These variables included 

age, education, income, and gender. 

In addition to examining food consumption rates, an 

attempt was made to determine how the respondents felt about 

each product based on three categories of characteristics. 

Each characteristic was treated as a dependent variable, and 

the independent variable (factor), national origin 

membership, consisted of the three national origin 

groupings. The three categories of dependent variables were 

comprised of: 

Sensory properties This group of dependent 

variables revealed the respondents' 

perceptions of food sensory properties. 
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These properties included taste, texture, 

aftertaste, smell, appearance, and digestive 

reaction (Devine and Pimentel 1985). 

2. Nutritional properties These properties included 

items related to health, nutrition, and caloric 

composition. 

3. Cultural acceptability This variable was 

interpreted by determining whether the subjects 

felt that Asians as a group typically consume the 

product in question. 

A detailed discussion of all variables and their treatments 

is provided in Chapter III. 

Plan of the Dissertation 

In Chapter II a summary of the primary issues in the 

consumer behavior literature relevant to the current study 

is presented. Chapter III discusses the research design 

utilized as well as methodological issues including the 

research hypotheses, sample selection, data collection 

techniques along with the instrument used, and the 

statistical techniques used to analyze the data. In Chapter 

IV, the research results are presented and discussed. 

Research hypotheses were analyzed for purposes of 

establishing statistical significance. Chapter V includes 

a summary of the findings and research implications. In the 

conclusion section, recommendations for future research are 

specified and discussed. 
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CHAPTER II 

A REVIEW OF THE LITERATURE 

Introduction 

In the literature review, an overview of the areas in 

consumer behavior relevant to this dissertation is examined. 

A theoretical framework is provided in order to lay a 

foundation for this study. This chapter is divided into 

five sections. Section one includes a description of the 

consumer behavior models considered most relevant to this 

study. The three models chosen for discussion are 

considered pertinent: due to their inclusion of culture as an 

environmental factor impacting the behavior of consumers. 

The advantages and disadvantages of each model are also 

discussed. Section two examines the marketing and 

sociological literature related to the importance of culture 

to consumer behavior. Section three focuses on the 

subculture marketing literature. A summary of the research 

conducted on the Black and Hispanic subcultures is provided. 

The limited information currently available pertaining to 

the Asian subculture is also investigated. Section four 

examines the area of acculturation and its relevance to 

subculture consumption. Section five includes an 

15 
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examination of the marketing literature in the area of food 

consumption. 

Summary of the Relevant Consumer Behavior Models 

Introduction 

Marketing scholars do not agree on the way information 

from the disciplines of psychology, sociology, anthropology, 

marketing, management, and economics join together to define 

the field of consumer behavior. In fact, there is no 

consensus on either how or why consumers behave as they do. 

However, several models have been developed which integrate 

concepts relevant to consumer behavior (Walters 1978). Many 

of the earliest research endeavors in the field of consumer 

behavior were based upon these models (Schiffman and Kanuk 

1987) . 

Walters (1978) defines a consumer model as "anything 

used to represent all or a part of the variables of consumer 

behavior." More specifically, a model replicates the 

phenomenon it is intended to designate. It specifies 

variables and the interrelationships existing among them 

(Engel and Blackwel.1 1982) . However, any consumer behavior 

model will be an oversimplification of the phenomenon it 

represents. To a certain extent one must supply the missing 

factors or processes that connect together or complete the 

model. The primary difference among all similar models is 

the emphasis given certain variables and the manner in which 

each is presented. 
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Purposes of Model Usage 

Consumer behavior models serve two general purposes: 

(1) the identification of hypotheses and the development of 

new consumer behavior theory, and (2) the description of the 

current state of consumer behavior theory. The former 

purpose is research oriented and the latter is education 

oriented. Irrespective of the result desired, the 

complexity of the model is dependent upon its scope and 

purpose (Sommers 1971). A model may be very limited in its 

sophistication or may posses a myriad of purposes. These 

specific purposes might include: (1) an identification of 

consumer variables, (2) an explanation of the basic 

relationship among the identified variables, (3) a 

demonstration of the steps in the operational relationships 

among the variables, (4) a specification of the causal 

relationship among the variables (Walters 1978). 

The most simplistic model will serve the purpose of 

variable identification. This is the primary function of 

any experimental and/or education oriented consumer behavior 

model. Even though this purpose is limited in its scope, it 

is the most essential modeling function because all 

subsequent steps are based upon accurate variable 

identification. 

A consumer behavior model is considered more 

sophisticated when it attempts to define and interpret the 

interrelationships among the variables or decision steps. 
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The most complex model is one which specifies exact cause 

and effect relative to consumer behavior. Generally these 

models are developed with the intent of theory development. 

The consumer behavior models developed to date appear to 

fall short of this lofty goal (Lehman et al. 1974). 

Advantages and Disadvantages Associated with Model Usage 

There are many advantages associated with consumer 

model usage. First, the model itself is a logical 

construct. It forces the researcher to think in terms of 

the contribution of each variable. Second, models serve the 

purpose of variable identification. Consumer variables are 

essential to the model building process. This procedure, 

once again, forces the model builder to ponder carefully the 

inclusion and/or exclusion of variables. Third, consumer 

behavioral problems can be solved through the frame of 

reference the model provides. The model replicates the 

fundamental relationship among variables, and in so doing, 

generates ideas for new inquiry. Fourth, models pave the 

way for new hypotheses imperative for theory development. 

Last, models enable researchers to formulate predictions 

relevant to consumer behavior (Walters 1978). 

Any model possesses certain inherent weaknesses 

(Armstrong and Shapiro 1974). The following are the 

disadvantages associated with consumer model usage. First, 

models are oversimplifications of the real world that break 

down complex processes into simple explanations. This can 
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result in misunderstanding and inaccurate analyses. Second, 

one may accept the model as a reflection of reality when in 

fact it may be a poor facsimile. No model currently 

developed is an accurate depiction of consumer behavior. 

Third, models tend to lessen discussion and creative debate. 

People tend to be in awe of models, especially if they are 

mathematical in nature. This feeling of wonder becomes even 

stronger when the model developer is a renown scholar. The 

result is that others may feel uncomfortable with not only 

challenging the model but its author as well. Fourth, 

models are rigid. Every model is built upon either implicit 

or explicit assumptions, which in turn cause the model to be 

restrictive. Even though all of these limitations 

associated with model usage seem serious, the advantages 

offset the disadvantages. 

Three of the consumer behavior models are discussed 

below. The Howard-Sheth model, the Engel-Kollatt-Blackwell 

model, and the Hawkins, Coney, Best model were selected due 

to their relevancy to this study. Each of these models 

recognizes the role culture plays as an environmental 

influence affecting consumer behavior. 

The Howard-Sheth Model 

The Howard-Sheth model is representative of one of the 

earliest attempts to develop a complex theory of buyer 

behavior. It was developed almost thirty years ago and since 

then has undergone extensive examination. The authors 
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attempt to describe rational brand choice behavior limited 

by individual capacities and less than adequate product 

information. The model focuses on both overt and internal 

or cognitive behavior that is not observable (Runyon 1980). 

In the Howard-Sheth model, there are four major 

constructs: stimuli or information inputs, perceptual 

constructs, learning constructs, and outputs. The entire 

buying process is triggered by varied stimuli or information 

inputs from the purchaser's environment. This environment 

is classified as either Commercial or Social. The marketing 

activities originating from business firms constitute the 

commercial environment. As a result of these activities, 

consumers receive communications via the actual brand 

(significative) or through the words and/or pictures 

(symbolic) associated with the brand attributes. These two 

inputs are called significative and symbolic stimuli. 

Social stimuli is the third input variable. It encompasses 

the information received as a result of a consumer's 

membership in the family unit, reference groups, and social 

class (Howard and Sheth 1969). 

The perceptual and learning constructs specified in the 

model are both hypothetical constructs. The internal state 

variables comprising these constructs are not observable in 

nature; however, they must exist for the outputs to occur. 

Perceptual constructs are composed of four variables— 

internal search for information, stimulus ambiguity, 
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attention, and perceptual bias. Attention determines 

whether or not information is received or ignored by the 

consumer. The consumer may feel stimulus ambiguity—a 

factor influencing attention and overt search. Ambiguity 

refers to the uncertainty and lack of meaningfulness 

associated with the received information. Stimulus 

ambiguity also influences perceptual bias. This bias is 

caused by the receiver's distortion of information so that 

the incoming facts are congruent with his or her frame of 

reference. Overt search is conducted when the consumer is 

unsure of which brand to choose. This information search 

can range from limited problem solving to extensive problem 

solving (Howard and Sheth 1969). 

Learning constructs, also hypothetical in nature, 

comprise the third major construct of the Howard-Sheth 

model. These constructs are considered to be the most 

important components of the model. They include confidence, 

motives, intention, attitude, choice criteria, brand 

comprehension, and satisfaction. Concept formation is the 

result of these variables. 

The last construct, the output variables, classify the 

buying behavior phenomenon to be described and explained. 

These variables include attention, brand comprehension, 

attitude, intention, and purchase. From the marketing 

practitioner's point of view, the purchase of a brand is the 

most important behavior manifested by the buyer. 
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Howard and Sheth also specify the exogenous variables, 

which although unexplained by the model, have an effect on 

the endogenous variables. The exogenous variables are not 

contained in the model proper because the model does not 

attempt to explain their formation or the changes that occur 

within them. Even though these variables are found outside 

the system of hypothetical constructs, they do have an 

indirect impact via the hypothetical constructs. The 

authors include these exogenous variables in their model 

because they recognize that marketing executives find it a 

necessity to segment the market in order to more effectively 

reach their targeted groups. In so doing, a more effective 

marketing strategy can be implemented. 

The exogenous variables are as follows: importance of 

purchase, personality traits, time pressure, financial 

status, social and organizational setting, social class and 

culture. The authors postulate that culture affects 

motives, brand comprehension, attitude, and intention. 

These variables then in turn affect the search for and 

perception of information. 

The authors define culture as "patterns of behavior 

transmitted from member to member by symbols and 

constituting the distinctive achievement of human groups 

(Howard and Sheth 1969). On an individual level, culture 

pertains to attitude, beliefs, and customary behavior. It 

is this set of social influences that provide the consumer 
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with socially acceptable motives which result in a variety 

of implications for consumption behavior. 

According to Howard and Sheth (1969), the phenomenon of 

subculture is also helpful when studying consumer behavior. 

Every subculture will have its own unique preferences; 

therefore, each group should be investigated separately. 

However, the unique preferences and/or differences 

associated with a subculture will tend to dissipate as the 

members become acculturated. 

The Howard-Sheth model provides an excellent 

theoretical framework for the study of the Asian-American 

consumer. In keeping with the authors' premise related to 

the investigation of subcultures, the Asian market should be 

examined to determine if any distinct preferences exist 

unique to the Asian-American subculture. 

Limitations of the Model 

Due to the complexity of the Howard-Sheth model, with 

its many variables and interactions, it is difficult if not 

impossible to operationalize and quantify. This limitation 

greatly hinders the predictive ability of the model (Walters 

1978; Berkman and Gilson 1986). There seems to be no 

realistic connection between the purchase variable and the 

inputs that trigger the buying process. The relationships 

among the input variables, stimulus ambiguity and perceptual 

bias are not clearly explained by the authors. Also there 

are several factors that are completely overlooked such as 
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product rejection, product postponement, needs, 

communications, and the decision making process. 

According to Berkman and Gilson (1986), the model seems 

to be more applicable to individual buying behavior rather 

than group (i.e., family) buying behavior. The model 

applies more to brand choices from the same product type 

rather than product choices between dissimilar goods (i.e., 

buying a washing machine vs. a weekend trip). The model 

also does not recognize that often consumers purchase new 

products out of boredom or a desire for variety-seeking. 

Another disadvantage of the model is that it apparently 

cannot be utilized when there is no distinct brand awareness 

or recognition in the mind of the buyer. 

Advantages of the Model 

The Howard-Sheth model appears to be a precise 

construct and sophisticated in nature. It represents a 

worthy attempt to specify and organize the primary variables 

influencing consumer behavior. The variables are succinctly 

connected, making it easy to comprehend the interactive 

activity between and among them. The model includes a 

variety of inputs which all have an effect on consumption. 

It accurately portrays the consumer as one who seeks 

information from the environment, making use of past 

experiences, and one who develops generalizations to guide 

the decision making process. 
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The authors have achieved the goal of theory construction 

through the recognition of the multidisciplinary nature of 

consumer behavior. They have drawn from the disciplines of 

business, psychology, and sociology, integrating diverse 

concepts in the formation of their comprehensive model 

(Walters 1978; Runyon 1980). 

The credibility of the Howard-Sheth model has been 

established to a certain extent through partial empirical 

testing. The model is also perceived to be flexible through 

its recognition that learning occurs due to changes in 

certain exogenous variables. The authors are also the first 

model builders to define the concept of the evoked set. 

Overall, the Howard-Sheth model is heuristic in nature and 

can be effectively used as an educational device (McNeal and 

McDaniel 1982). See Figure 1 for a flow chart of the model. 

The Engel-Kollatt-Blackwell Model 

The Engel-Kollatt-Blackwell (E-K-B) model is perhaps 

the most well-known of the consumer behavior models (Walters 

1978; Runyon 1980). The model emphasizes the decision 

making process and is comprised of four fundamental parts: 

the central control unit; information processing, 

environmental influences; and the decision process. 

The primary component of the E-K-B model is the 

central control unit. This component is synonymous with the 

mind of the consumer or the black box, consisting of both 

conscious and unconscious thought processes. It is here 
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that the consumer's experiences, attitudes, and personality-

are coordinated via evaluative criteria responding to 

filtered information from external sources. The central 

control unit reacts to the external stimuli, initiating and 

overseeing the decision making process. The method by which 

the external stimuli are filtered prior to conscious 

admission is information processing. The four phases of 

this process include exposure, attention, comprehension, and 

retention or storage of information. It is through these 

four steps that the consumer attains knowledge and 

experience (Walters 1978; Runyon 1980; Berkman and Gilson 

1986). 

After the conclusion of the information processing 

procedure, the decision process component of the model takes 

over in order to determine how the consumer will respond to 

the incoming information. E-K-B's decision process is the 

standard one. It includes problem recognition, internal 

search and evaluation of information, external search and 

evaluation of information, purchase decision, and 

postpurchase evaluation. Problem recognition is activated 

through received information via active memory. This 

information originates from marketing activities, the mass 

media, and from personal information sources. Problem 

recognition is triggered when the consumer recognizes that a 

discrepancy exists between an ideal and actual state. The 

next phase, information search, entails various sources of 
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information used to make a decision between alternative 

choices. Information search may include internal search, 

external search, or both. When internally searching for 

information, the consumer may simply rely on his or her 

beliefs and attitudes relevant to the purchase decision. A 

brand may be preferred due to the past experience the 

consumer has had with the product. This is typically an 

example of a low involvement purchase. If the consumer 

perceives a purchase to be associated with a level of risk, 

then usually an external search will proceed. However, the 

advantages of the external search must offset the time, 

effort, and cost associated with the process. 

After the search process is completed, whether it be 

internal or external, the consumer must evaluate the various 

product alternatives and reach a decision as to which one to 

purchase. In phase three, alternative evaluation, the 

relationship among several different criteria variables is 

depicted. Evaluative criteria, the benchmarks used by 

consumers to rank products, are compared to the information 

acquired from the search process. This process results in 

the formation of beliefs. All things remaining constant, an 

attitude change may occur as a result of this belief 

formation or change. If the attitude is a positive one, 

then a purchase intention may emerge. 

The purchase decision (choice) and postpurchase 

evaluation (outcome) are the final two stages of the 
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decision process. It is here that the consumer will select 

among alternative products and alternative retail outlets. 

If the outcome of the purchase is favorable, then the 

consumer will be satisfied with his or her decision. For 

many purchases, the consumer may feel cognitive dissonance— 

a state in which the consumer questions whether the correct 

decision has been made. Usually, the consumer will seek 

ways to reduce this tension such as acquiring additional 

information that will support the original decision. All of 

the information obtained as a result of the decision process 

is stored in the central control unit for future reference. 

The fourth component of the E-K-B model is 

environmental influences. These influences include income, 

culture, family, social class, physical, and other. At any 

time, these environmental influences can affect the decision 

process as well as incoming stimuli and the evaluation of 

that information. 

The environmental influence relevent to this study is 

culture. Culture, as it relates to the study of consumer 

behavior, "refers to the complex of values, ideas, 

attitudes, and other meaningful symbols that serve humans to 

communicate, interpret, and evaluate as members of society" 

(Engel and Blackwell 1982). It is these elements that 

influence consumer preferences. Norms and commonly shared 

beliefs and attitudes shape the drives of consumption 

behavior. 



30 

The developers of the E-K-B model also recognize the 

importance of ethnic subcultures within a larger culture. 

The people identifying with a particular ethnic group may be 

only minimally influenced by their ethnicity, or their 

membership in the ethnic group may be an influential force 

underlying their lifestyle and consumption patterns (Engel 

and Blackwell 1982). It therefore behooves the marketer to 

identify the behavior patterns of a subculture and determine 

whether said behavior is shaped by ethnic membership. 

Limitations of the Model 

It is the simplicity of the model that causes problems 

associated with model interpretation. The authors do not 

clearly specify the structure or functions of the central 

control unit. The decision process is considered to be too 

rigid and mechanistic—not representative of complex human 

behavior (Walters 1978; Runyon 1980). Hunt (1983) states 

that the researcher who wishes to include environmental 

influences in a test of the model will be unsure as to which 

influences to include, and how each one relates to key 

constructs. Important variables such as needs, motivation, 

and learning are implied but not included in the model. 

Lastly, the authors propose that information is filtered, 

but this may not be the case with exposure and retention as 

depicted in the model (Walters 1978). 
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Advantages of the Model 

According to Runyon (1980), the chief advantage of the 

E-K-B model is its focus on conscious behavior and decision 

making. These two factors lend themselves readily to 

experimentation and analysis. Walters (1978) believes that 

the modelfs primary strength lies in its capacity to combine 

completeness with information that is logically ordered. 

Both authors agree that the model's interrelationships are 

clear. The model is easy to follow and understand because 

it is not overly complicated by interrelationships among 

ambiguously defined constructs and variables. Overall, the 

E-K-B model both clarifies and extends the knowledge base of 

consumer behavior (Walters 1978; Runyon 1980; McNeal and 

McDaniel 1982; Berkman and Gilson 1986). See Figure 2 for a 

flow chart of the model. 

The Hawkins, Best, and Coney Model 

The Hawkins, Best, and Coney model is a conceptual 

framework developed to present the many variables that 

influence the consumer behavior process. The model focuses 

on one major construct—consumer lifestyle. The authors 

define lifestyle as the manner in which a person lives his 

or her life. It encompasses the goods and services one 

purchases, how they are utilized, and how they are 

evaluated. Distinct lifestyles are exhibited by both 

individuals and families. Product consumption is required 

in order to maintain or change a lifestyle. It is therefore 
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imperative that business executives understand the concept 

of lifestyle and the many factors that influence it. 

The authors specify the many variables influencing the 

type of lifestyle led by a consumer. There are both 

internal and external variables. The internal variables are 

perception, learning, motives and personality. The external 

influences consist of culture, values, demographics, social 

status, reference groups, and households. The information 

processing procedure connects these influences to the 

consumer, who in turn determines his or her lifestyle. 

Due to the chosen lifestyle and the factors influencing 

that lifestyle, the consumer formulates product consumption 

attitudes for a variety of situations. The combination of 

lifestyle, attitudes, and situational influences generates 

the consumer's decision making process which includes 

problem recognition, information search, alternative 

evaluation, store choice, purchase, and postpurchase 

processes. The authors state that the marketing activities 

and information have an impact on problem recognition by 

influencing the lifestyle the consumer is seeking and living 

(Hawkins, Best, and Coney 1989). 

The Hawkins, Best, and Coney model is relevant to the 

study of Asian-American consumers due to the inclusion of 

the cultural variable in the model. As stated earlier, it 

is one of several variables that determines and influences 

consumer lifestyle. For example, the American culture is 
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responsible for teaching its members to eat three meals a 

day with certain foods being suitable for each meal. 

However, other cultures may prescribe to a different number 

of meals as well as different foods for each meal (Hawkins, 

Best, and Coney 1989). 

The authors also recognize that a subculture represents 

a segment of a culture that possesses a distinct pattern of 

behavior. Every subculture has unique behaviors and 

traditions that may influence product preferences and 

consumption behavior. According to the authors, it is 

crucial that a subculturefs unique preferences and needs be 

identified by marketers (Hawkins, Best, and Coney 1989). 

Due to these relevant factors, the Hawkins, Best, and 

Coney model provides strong support for the significance of 

the current study. If the Asian-American market is not 

investigated fully, marketers will not be sure whether this 

subculture possesses distinct needs and preferences related 

to their consumption behavior. 

Limitations 

The model developed by Hawkins, Best, and Coney is by 

their own admission a conceptual and organizational model 

rather than a predictive model. Their model is not 

sophisticated enough to render predictions concerning 

purchase or brand choice. It is this lack of complexity 

that deters its use for strategy formulation. 
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Advantages 

The model is a simple, easy to understand, reflection 

of the authors' philosophy concerning the nature of consumer 

behavior. It also functions as a logical way to organize 

the extensive amount of information relevant to the 

variables influencing consumer behavior. The model contains 

many situational variables and external influences not 

specified in the earlier consumer behavior models. See 

Figure 3 for a depiction of the model. 

Culture 

Introduction 

Mankind has always congregated in groups. This may 

have occurred at first for purposes of protection, but more 

complex reasons have been determined. As a group of people 

develop a shared body of feelings and beliefs, they realize 

that the benefits derived from culture are much greater than 

anything achieved on an individual basis. Due to the 

sophistication and complexity of such a topic, it is 

difficult, if not impossible for scholars to agree upon what 

should or should not be included in the definition of 

culture. Even anthropologists and sociologists have a 

difficult time defining the concept of culture. 

Culture Defined 

In a review of the literature, Kroeber and Kluckhohn 

(1952) cite a total of 164 definitions of culture. The 
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Figure 3 
The Hawkins, Best, and Coney Model 
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following are some of the ways in which culture has been 

defined in the sociological and marketing literature: 

1. Culture is a collection of socially learned 
patterns of behavior shared by members of a 
specific society or a continuous large-
scale human group. Thus, all societies possess a 
culture composed of their language, traditions and 
customs, shared interpretations, and institutions 
(Fairchild 1970). 

2. Culture is a selective man-made way of responding 
to experiences consisting of patterns of behavior 
transmitted from person to person. In general, it 
reflects a sense of homogeneity among people bound 
together and separated from other sets of people 
by various physical boundaries. Its essential 
core consists of a tradition and especially its 
attached values, a system of subcultures, and a 
set of universals (Howard and Sheth 1969). 

3. Culture is the norms, beliefs, and customs that 
cause common behavior patterns (Assael 1987). 

4. Culture is a complex entity which includes 
knowledge, beliefs, art, law, customs and any 
other habits developed by mankind as a 
member of society (Tylor 1891). 

5. Culture is a generalized and organized conception 
influencing behavior, of nature, of man's place in 
it, of man's relation to man, and of the desirable 
and non-desirable as they relate to man-
environment and interhuman relations (Kluckhohn 
1951). 

These definitions all entail the centralized themes of 

learned beliefs and patterns of behavior which are passed on 

from one generation to the next. These beliefs and 

behaviors are shared by a large group of people living in a 

distinct society. Hence, the behavior of consumers is 

influenced by these cultural behavior patterns which pervade 

the daily life of individuals. 
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Characteristics of Culture 

All of mankind, regardless of differences, share much 

in common, and these common characteristics can be 

scientifically analyzed. There are many basic 

characteristics which are thought to underlie culture. 

Seven of these factors will be discussed. Culture is: (1) 

learned, (2) handed down, (3) social, (4) ideational, (5) 

gratifying, (6) adaptive, and (7) integrative (Moore and 

Lewis 1952). 

First, culture is not instinctive, but is learned by 

the individual (Henry 1971; Hawkins, Best, and Coney 1989). 

In fact, the majority of human behavior is learned rather 

than innate, thereby making cultural forces responsible for 

a vast array of behaviors and activities. Second, culture 

is handed down from one generation to the next. Techniques 

and knowledge are passed down, as well as the manner in 

which children are disciplined. Third, culture is social 

and is comprised of habits formed through personal 

interaction. Therefore, culture dictates the manner of 

social interaction (Walters 1978). Fourth, group habits are 

interpreted as the ideal, prescribed behavioral norms. 

Culture provides the boundaries for behavior influencing the 

thoughts and actions of individuals (Walters 1978; Belk 

1984). The majority of people in a society are very aware 

of what these cultural norms are. Fifth, culture satisfies 

the needs of mankind. If culture is not gratifying to a 
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society as a whole, then that culture would be changed over 

a period of time (Kollat, Blackwell, and Robeson 1972). 

The sixth characteristic, adaption, has been addressed 

quite often in the marketing and sociological literature 

(Vernon 1965; Walters 1978; Runyon 1980; Royce 1982; Loudon 

and Delia Bitta 1988). Culture does adapt or change, albeit 

slowly. These changes seem to occur slowly over a lengthy 

period of time. According to Royce (1982), these collective 

adjustments occur as a result of changes in the material 

conditions of life. Thus, when a society faces these 

different conditions, the result is an adaption of culture. 

It is due to this characteristic that Royce feels it is more 

accurate to refer to a "cultural style" rather than a 

cultural tradition. The concept of tradition suggests an 

absence of change throughout time, thereby making the word 

an imprecise definition of behavioral patterns 

characteristic of a unique culture. On the other hand, the 

concept of cultural style includes the content of culture as 

well as its subjective values and standards of behavior. 

Cultural Universals 

Even though cultures are different one from the other, 

they all share certain common universal characteristics. 

These characteristics include athletics, cooking, art, 

education, food taboos, language, law, status, marriage, and 

government (Berelson and Steiner 1964). Some cultural 
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universals are condoned whereas others are prohibited. See 

Table 1 for a description of these characteristics. 

Although some of these universal characteristics may differ, 

modern society today adheres to the same practices as did 

the twenty-five primitive cultures upon which these cultural 

universals are based. 

Table I 
Cultural Universals Prohibited 

and Compelled in 25 Primitive Societies 

Compelled Universals Prohibited Universals 

Protection, sleeping, 
mourning, giving, gen-
erosity, hospitality, 
weeping, cleansing, 
friendliness, seeking 
good luck, avoiding bad 
luck, obeying, learning, 
concealing body parts, 
grief, pacifying others, 
fighting. 

Adultery, murder, steal-
ing, hating, deceiving, 
cannibalism, harming food, 
incest, biting, crying, 
playing, jealousy, treason, 
suicide, destroying goods, 
anger, interfering with 
war, laziness. 

Adapted from: Ford, C. S. (1939), "Society, Culture, and 
the Human Organism," Journal of General Psychology, 20, 135-
179. 

The major difference among cultures lies not in the 

existence of these universals but in the way they are 

exhibited in the culture (Osgood 1972). For example, 

marriage exists in all cultures, but the interpretation of 

marriage and the ceremony itself may differ. 

There are characteristics within any culture that must 

be learned by everyone. For example, everyone must learn 
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the language in order to communicate. However, some 

characteristics are not learned by all people within a 

society. In many countries there are many different 

language dialects. Techniques involving food preparation, 

cooking, and favorite dishes differ among people within a 

culture. Some cultural characteristics apply only to a 

certain group of people (i.e., the work group). 

Cultural Attributes 

Before culture and its effect on consumption can be 

explained, one must first understand the attributes making 

up the core of culture. These attributes consist of 

socialization, group norms, and rewards and sanctions. Each 

of these three attributes is dependent upon the other, and 

the result of the interaction is culture. 

It is the first attribute, socialization, that makes 

the achievement of progress in a society possible (Ward 

1974). Socialization refers to generational communication 

and is the process by which norms, folkways, morals, ethics, 

technology, etc., of one generation are handed down to the 

next (Vernon 1965). Due to this process, each generation 

begins with more knowledge than the previous one. 

The utilization of symbols is vital to this 

communication process. The ability to use symbols allows 

mankind to replicate thoughts and concepts. Even though the 

concept may be fragile, the symbol representing that concept 

may be relatively permanent. It is through the 



42 

symbolization of these ideas that cultural components are 

accumulated and preserved (Walters 1978). 

Socialization is also very important to the field of 

consumer behavior. Because consumer behavior entails an 

interaction between the individual and business, it is part 

of the socialization process. Second, consumer behavior is 

dependent upon the ability to express ideas and concepts as 

symbols. Third, the goods and services that consumers buy 

are symbols of satisfaction, and are based upon the 

knowledge and technology passed on from one generation to 

the next. Last, the acts of shopping and purchasing are 

also symbolic. Many times these activities are conducted to 

impress or please other people as well as to signify some 

facet of culture (Vernon 1972; Walters 1978). 

Two additional cultural attributes are group norms and 

sanctions. See Figure 4 for an illustration of this 

concept. A norm is a standard of behavior for society as a 

whole. Norms are based or derived from cultural values. 

These values are widely held beliefs that affirm what is 

desirable. There are many varied types of cultural norms, 

but the most important ones are laws, mores, and folkways or 

customs (Vernon 1972). Customs or folkways are invented by 

people and are the traditional ways in which people interact 

with one another. For example, people in the United States 

typically eat three meals a day because that is customary. 

Mores or moral attitudes are considered essential to the 
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Figure 4 
Values, Norms, Sanctions, and Consumption Patterns 
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Adapted from: Walters, C. Glenn (1978), Consumer Behavior: 
Theory and Practice. Homewood, IL: Richard D. Irwin. 

welfare and the very existence of culture. Laws are the 

most formal of all societal norms and deviation from them is 

not tolerated by society. Laws dictate many of the 

relationships between the consumer and business. In fact, 

there is very little of business life that is not impacted 

in some manner by norms. 

The third attribute of culture consists of rewards and 

sanctions. It is through these activities that the cultural 

norms are enforced (Vernon 1972). Individual conformity is 

achieved through the rewards and punishments of society 
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(Grasmick 1973). Rewards are the favors bestowed on people 

for conformity to societal norms. Conversely, sanctions are 

the punishments levied against a person for nonconformist 

actions. It is the values of a culture that give rise to 

norms and the associated sanctions, which in turn influence 

the consumption patterns of individuals. 

Impact of Culture On Consumption 

The behavior of all consumers is conducted within the 

framework of society in which they live (Hair and Anderson 

1973? Michman 1975; Henry 1976). People learn very early on 

the benefits of culture as well as the restrictions that are 

placed on behavior by culture. Consumer behavior is also 

influenced by culture. This influence is depicted in Figure 

5. As seen in the figure, culture has an impact on all 

societal levels. The individual is the lowest unit of 

consumer behavior, and the inverted pyramid ascends in 

accordance with the importance the person places on all 

subsequent levels. 

Culture influences consumer behavior via the family, 

business organizations, and social groups. This effect 

occurs in two ways. First, culture directly impacts each of 

these groups through the formation of attitudes and 

opinions. These groups then in turn influence the consumer. 

Second, these groups bestow rewards for correct behavior, 

and likewise, punish incorrect behavior (Walters 1978). 
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Figure 5 
How Culture Operates to Affect Consumers 

Social Groups 

The Fomlly 

Consumer behavior 

Adapted from: Engel, James F., David T. Kollat, and Roger 
D. Blackwell (1968), Consumer Behavior. New York: Holt, 
Rinehart, and Winston. 

It is not a new concept that culture influences 

consumption. Many scholars have conducted research in this 

area. Thorstein Veblen's first major work, The Theory of 

the Leisure Class, is a theory relating to consumption. 

Veblen's fundamental premise is that needs and desires are 

not the result of some indefinable, subjective feeling on 

the part of the consumer. These feelings are a social 

phenomenon the result of social conditioning. This 

conditioning is both emotional and cognitive, encompassing 

feelings as well as cognitive learning. At any given point 

in time, an individual's needs are affected by the social 
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activities they engage in. Culture provides the framework 

for these activities (Veblen 1899). 

This cultural framework does not imply that people are 

forced into behavior in a rigid manner. The framework does 

allow for differences in behavior. In The Consumer in Our 

Economy. David Hamilton, an economist, supports this idea 

with the following statement: 

We as Americans have wants which are determined by what 
for a better name we may call "the American way of 
life." As consumers we have a desire for automobiles, 
for beer, for baseball games, for hotdogs, for two-
button suits, for books in English, and so forth. 
Certainly, no two individuals have the same set of 
wants. But there is nothing mysterious about this, for 
no two individuals have ever had the identical cultural 
experience. This fact does not invalidate the cultural 
origin of wants. The peculiar wants of one individual 
are no less of cultural origin because they diverge 
sharply from those of his neighbor of presumably the 
same general cultural experience (Hamilton 1962). 

Another economist to recognize the importance of 

culture to consumer behavior is James Duesenberry. He 

states: 

In every case the kinds of activities in which people 
engage are culturally determined; nearly all purchases 
of goods are made...either to provide physical comfort 
or to implement the activities which make up the life 
of our culture (Duesenberry 1949). 

By attaining an understanding of these activities, 

marketers will be better equipped to predict and evaluate 

consumers' reactions to marketing strategies. 

Marketing theorists also embrace culture as a factor 

influencing consumer behavior. In the literature, culture 

has been demonstrated to affect such factors as 
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innovativeness (Dalrymple, Robertson, and Yoshino 1971), 

family decision making (Davis and Rigaux 1974), advertising 

response (Weichmann 1974), and product attribute importance 

(Bauer, Cunningham, and Wortzel 1965). 

However, the proposed causal relationship between culture 

and consumption seems to be based on nothing more than 

conjecture that is not strongly supported by empirical 

evidence. Howard and Sheth (1969) attempt to establish the 

relationship between culture and consumption by proposing 

that culture influences consumer behavior via an array of 

intervening variables. They postulate that culture 

influences motives, brand comprehension, attitude, and 

intention. Cultural values are hypothesized to influence 

consumption motivation. These motives then partially 

determine the choice criteria which are utilized by the 

consumer to make a decision. The attitudes associated with 

the various choice criteria are also assumed to be 

influenced by the value system of the consumer. Another 

intervening variable, brand comprehension, is also affected 

by values. The authors also propose that culture may serve 

as an intention inhibitor for certain products. 

All of the intervening variables affect an individual's 

search for and perception of information. Thus, culture, 

according to Howard and Sheth, is a collection of social 

influences which have four effects: (1) provision of 

socially appropriate motivations which in turn influence 
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behavior, (2) provision of information regarding brand 

availability, (3) provision of facts prior to purchase 

relevant to the benefits of the brand, and (4) assurance 

that the correct purchase decision has been made. 

Even though Howard and Sheth, to a certain extent, 

specify the relationship between culture and consumer 

behavior, there is very little empirical evidence supporting 

such a proposed connection. Henry (1976) attempts to obtain 

empirical evidence to support the theory that culture is an 

underlying force impacting the behavior of consumers. He 

feels that it is reasonable to assume that values influence 

product choice. Henry's study is based on a set of derived 

value dimensions collected from various anthropological 

studies related to the cultures of the United States. The 

purpose of his study was to determine a common operational 

collection of value dimensions which could be used to define 

the impact of culture on consumption across subcultural 

groups. However, this research endeavor was impeded by the 

lack of a specific definition for the concept of culture. 

The Dominant Culture in the United States 

It is difficult to specify a single cultural pattern 

for a country as pluralistic as the United States. However, 

one can abstract culture from certain behavior, reactions, 

dress, and appearance. The very food that is eaten is an 

expression of a society's norms. American culture has been 

characterized as resting on the foundations that the world 
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is mechanistically conceived, and that all men are equal. 

Values such as motivation and achievement are the result of 

these foundations (Gorer 1964; Lipset 1971). 

Culture can be characterized in many ways. Lipset 

(1963) presents six bipolar dimensions that identify these 

relevant cultural values. A culture may be: (1) 

egalitarian or elitist, (2) performance-oriented or 

tradition-oriented, (3) materialistic or nonmaterialistic, 

(4) objective or subjective, (5) intensive (mechanistic) or 

extensive (holistic), and (6) individualistic or 

collectivistic. The first adjective in each of the six 

dimensions is descriptive of the dominant U. S. cultural 

values. 

Many other researchers have tried to define the 

fundamental cultural characteristics of all Americans. This 

has been attempted through the description of the cultural 

attributes that typify the average American. These attempts 

have not been very successful because the average American 

does not exist. The conclusion has been drawn that there is 

no such thing as a homogeneous society. American society 

consists of large groups of people who possess basic 

differences such as physical attributes, religion, race, 

and/or nationality (Arnold 1970). A culture is actually the 

result of the consolidation of all the subcultures that 

comprise the dominant culture. 
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Subculture 

Introduction 

The completely homogeneous society does not exist. 

Large groups of people who possess basic differences which 

can be based on physical features, religion, race, and/or 

nationality, make up every society (Arnold 1970). A 

dominant culture is in fact a consolidation of all 

subcultures that comprise the major culture. 

According to Runyon (1980), a subculture is defined as 

a group of people within the larger society whose values, 

traditions, and customs are different in an important way 

from those of the dominant culture to which they belong. A 

subculture may have many characteristics in common with the 

dominant culture, or relatively few. However, the subgroup 

will possess roles, status, and values of its own. Thus, 

pilots, Mormons, university professors, blacks and baby 

boomers are all examples of subcultures. 

Another way to define subculture is by its relevancy to 

the reference group. According to Walters (1978), every 

reference group is a subculture but not every subculture is 

a reference group. A subculture is a group that is 

homogeneous in some important way, whereas the reference 

group can be any subgroup to which an individual relates. 
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The Nature of Subculture 

The subcultures found in the United States can be 

defined by age, geography, and most importantly by ethnic 

identity. Ethnic is the generic term which is used to 

describe the approximately 106 groups in the United States 

characterized by a specific origin. Usually the term is 

used to refer to minority groups. Ethnicity is based on 

what an individual is when he or she is born, and it is 

unchangeable thereafter (Berelson and Steiner 1964). Ethnic 

group members (1) usually descend from common ancestors 

(Schneider 1982), (2) usually live in the same general 

location over several generations—an ethnic enclave for 

that specific group (Patai 1977), (3) usually marry within 

their own ethnic group (Elizabeth Hirschman 1983), (4) 

attach unique meanings to certain objects through the 

generations (Caplow 1984), and (5) share a feeling of 

peoplehood and comradeship (Charles Hirschman 1983). 

People may be divided into three types of ethnic 

dimensions: 

!• Race. Racial subcultures consist of individuals 

who share a common biological heritage 

encompassing certain physical distinctions. Two 

examples of racial groups in the United States are 

blacks and Asians. 

2. Nationality. Individuals who share a common origin 

comprise another ethnic subculture. This 
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nationality grouping is generally characterized by 

a distinguishable language or accent. The 

Hispanic subculture is one example of a national 

origin group. The Asian subculture is also 

considered to be a nationality grouping, in 

addition to being a racial subculture. This 

subgroup can be further divided into various 

national origin groups such as Chinese, Korean, 

Vietnamese, Japanese, Filipino, and Indian. 

3. Religion. People sharing a common and unique way 

of worshiping embody a religious subculture. Jews 

and Catholics are examples of religious 

subcultures. Knowledge of this particular type of 

subculture is quite limited in the marketing 

literature (Hirschman 1981). 

Nature of Subcultural Influences 

An individual belonging to or identifying with a 

subculture will generally accept and reflect the distinct 

norms and values of that subcultural group. However, the 

degree of influence the subculture has over the member will 

vary depending upon the individual's strength of 

identification with the subculture. For example, A Chinese 

immigrant may feel more comfortable retaining the traditions 

and language of his or her homeland. Conversely, that same 

person may desire to be quickly assimilated or 

"Americanized" into the new homeland culture. 



53 

There are three factors affecting the strength of 

identification a member feels toward his or her subculture. 

The first factor is subcultural distinctiveness. If members 

strive to uphold and retain a separate identity from the 

host culture, then the subculture will have a great 

influence over its members. An illustration of this 

phenomenon is the distinctiveness of the Hispanic 

subculture. It is distinctive because many of its members 

have retained their language as a means of preserving their 

cultural identity (Assael 1987). 

Another factor influencing the cohesiveness of 

subculture identity is homogeneity. A subculture sharing 

homogeneous values, norms, and beliefs will exert influence 

on its members. Even though the Hispanic subculture is 

diverse, consisting of Mexicans, Cubans, and Puerto Ricans, 

many researchers treat it as a monolithic mass because the 

various groups share common values? primarily strong 

religious and familial bonds, conservatism, and patriarchal 

dominance (Assael 1987). 

Subcultural exclusion is the third factor which 

strengthens the identification a member feels toward the 

subculture. Exclusion isolates the group from society, thus 

preserving the subculture1s norms and values. Many 

immigrants, upon arrival in the United States will settle in 

ethnic enclaves among their friends and relatives. This is 
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a type of exclusion that serves to strengthen the member's 

ties to the subculture (Patai 1977). 

It is these three factors—distinctiveness, 

homogeneity, and exclusion—which interact to preserve 

subculture identification distinct from the general 

population. However, a member will oftentimes possess 

conflicting emotions between maintaining a distinct 

subcultural identity and assimilating into the general 

society. 

Impact of Ethnicity on Consumer Behavior 

Various empirical studies have been conducted 

concerning the interaction between consumption and ethnicity 

(Alexis 1962; Bauer and Cunningham 1970; Sexton 1972; 

Hirschman 1981; Wallendorf and Reilly 1983; Saegert, Hoover, 

and Hilger 1985). According to Hirschman (1981), three 

generalizations emerge from the ethnicity literature. 

First, the majority of the literature is descriptive in 

content. Many of the researchers test for differences 

between a particular ethnic group and the general 

population. Variables studied in such a manner include brand 

loyalty, price preference, patronage behavior, and 

advertising response (Akers 1968; Solomon, Busch, and Hair 

1976; Solomon and Busch 1977). 

The second generalization drawn from the literature is 

that the black consumer has been studied most often in 

comparison to other ethnic groups (Bauer and Cunningham 
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1970; Sexton 1972). Many ethnic groups have been overlooked 

such as Italians, Asians, and Jews. Hirschman (1981) feels 

that this lack of research is unfortunate because valuable 

information on the influence of ethnicity may be attained by 

investigating subcultures that are distinct from society 

based on a characteristic other than race. 

Lastly, researchers tend to assign subjects to either 

the ethnic group or the general population group (usually 

Anglo) simply on the researcher's conjecture of their 

membership in one group or the other. This subjective 

choice may lead to incorrect assignment, thus invalidating 

the information obtained. Furthermore, the subjects are not 

usually asked to divulge the strength of their 

identification to the ethnic group to which they belong. 

According to Glazer and Moynihan (1975), the greater the 

level of identification and commitment an individual feels 

toward the ethnic membership group, the greater the strength 

of influence the group holds over the attitudes and behavior 

of the individual. 

Hirschman (1985) believes, as do many other 

researchers, that current consumption activities are 

influenced by ethnic-based and ancestral-based origins. 

Even though achievement-status values are often given more 

emphasis in American society, ascription-based values play a 

large role in the shaping of consumption (Glazer and 

Moynihan 1975). According to Patai (1977), the construct of 
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ethnicity affects many diverse consumption activities such 

as voting behavior, demand for medical services, and the 

demand for aesthetic-hedonic goods. 

Czikszentmihalyi and Rochberg-Halton (1982) state that 

ethnic identity bonds people together in a process they call 

the "miracle of sociability." It is this connection which 

gives an ethnic group a common belief and value system which 

in turn influences consumption attitudes and behavior 

(Glazer and Moynihan 1975). 

Howard and Sheth (1969) state that the concept of 

subculture is instrumental to the comprehension of buyer 

behavior. According to these authors, each subculture, 

whether it be Irish, Jewish, black, Puerto Rican, etc., 

possesses its own unique preferences; therefore, each 

subculture should be studied separately. However, these 

unique differences do tend to vanish as ethnic group members 

become acculturated into the larger society. 

In conclusion, ethnicity should be studied further due 

to its influence on marketing and more specifically, 

consumption. Ethnicity may in fact be a cause of particular 

patterns of consumption rather than merely a correlation 

with product purchasing. As stated earlier, the majority of 

empirical marketing research conducted in this area pertains 

to the black and Hispanic markets. However, considering the 

size and importance of the Hispanic market, there does not 

seem to be an abundance of empirical information reported in 
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the academic marketing journals concerning this subcultural 

group. There is even less reported empirical information 

related to Asians. A brief discussion of the black, 

Hispanic, and Asian subcultures is presented below. 

The Black Market 

Marketing researchers, recognizing the importance of 

the black consumer, have extensively reported empirical 

findings in the marketing, advertising, research, and 

consumer behavior journals. The black segment is the 

largest subcultural group in the United States, and has been 

studied more than any other ethnic group. 

The majority of the studies in this area are 

descriptive in nature. Generally, the researchers 

categorize the subjects into a black or white group and test 

for differences existing between the two groups. The areas 

most often studied are purchasing patterns, shopping 

behavior, pricing behavior, and media behavior (Feldman and 

Star 1968; Larson 1968; Sexton 1971a; Solomon, Busch, and 

Hair 1976; Solomon and Busch 1977; Glasser and Metzger 

1981). 

Bauer and Cunningham (1970) state that diverse 

purchasing patterns do exist between blacks and whites. The 

authors report that blacks spend proportionately more than 

whites for clothing, personal care products, and furniture. 

Whites, on the other hand, spend more for medical care, 

food, and transportation. Blacks are also more likely to 
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exhibit innovative behavior for socially conspicuous 

products, especially clothing (Robertson, Dalrymple, and 

Yoshino 1969). Bauer, Cunningham, and Wortzel (1965) report 

that black women are as fashion-conscious as their white 

counterparts. 

Regarding brand purchases, the studies show that blacks 

are more brand loyal to national brands than whites. 

According to Bauer (1966), purchasing a well-known brand is 

a way to lessen the risk associated with a purchase. The 

performance of such a product is known, and the black 

consumer feels sure that quality is guaranteed. Another 

study conducted by Larson (1968) concludes that substantial 

differences in brand preferences exist between blacks and 

whites. 

A review of the shopping behavior literature reveals 

that blacks make fewer shopping trips than whites (Feldman 

and Star 1968). Lower-income blacks tend to feel alienated 

and defensive when they shop in unfamiliar surroundings 

(Bullock 1961). As a result of these feelings, blacks seem 

to value convenience, service, and a friendly shopping 

atmosphere (Gensch and Staelin 1972). 

Researchers have also focused on the question of 

whether blacks pay more for goods than do whites. Sexton 

(1971a) reports that blacks do indeed pay more. However, 

the price differentials for products are not due to 

discrimination, but rather to higher retailing operating 
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costs in the inner-city areas. In a follow-up commentary, 

Sexton (1971b) states that blacks are more likely to shop in 

independent stores which typically charge higher prices than 

chain stores. 

Lastly, research has been conducted in the area of 

media behavior (Glasser and Metzger 1975, 1981) and 

reactions to integrated advertising (Barban and Cundiff 

1964; Barban 1969; Tolley and Goett 1971; Schlinger and 

Plummer 1972). There are three primary mediums to use when 

attempting to reach the black consumer—radio, magazines, 

and newspapers. Radio is the major black-oriented medium. 

The research reveals that blacks spend more of their time 

listening to radio than do whites. Blacks also tend to 

react favorably to integrated advertising. However, Klein, 

Lesch, and Smith (1985) report that blacks consider "black-

only" ads to be more interesting, realistic, and 

characteristic of their lives than either "white-only" or 

integrated ads. 

The Hispanic Market 

Hispanics are the nation's second-largest minority 

market. However, this market is not as well understood by 

marketing scholars as the black market. This is due to the 

limited empirical information reported in the marketing 

literature concerning the Hispanic consumer. The majority 

of the studies that have been conducted concentrate on the 

variables that differentiate Hispanic from non-Hispanic 
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consumers. Many of the Hispanic-oriented articles focus on 

the consumption and buyer behavior differences between 

Mexican-Americans and Anglos (Pruden and Longman 1972? 

Gillet and Scott 1975; Hoover, Green, and Saegert 1978; 

Cervantes 1980; Hoyer and Deshpande 1982). However in many 

of these studies, the empirical findings which are supposed 

to confirm the suggested variables are inconclusive. It is 

apparent that additional studies are needed to define and 

describe Hispanic consumer behavior (Saegert, Hoover, and 

Hilger 1985). 

Brand loyalty is the one variable that is discussed 

most often in the consumer behavior literature (Hoover, 

Green, and Saegert 1978; Guernica 1982; Segal and Sosa 

1983). Guernica (1982) presents a summary of Hispanic 

consumer behavior and states that brand loyalty is a factor 

which characterizes all Hispanic subgroups. Segal and Sosa 

(1983) report that Hispanics tend to prefer advertised 

national brands. 

The sociological literature also provides insight into 

the Hispanic segment of the population. A comprehensive 

study conducted by Holtzman, Diaz-Guerrero, and Swartz 

(1975) finds that Mexican nationals in comparison to North 

Americans are less active in problem solving style, less 

complex in cognitive structure, more internal and 

fatalistic, and less competitive. Mirowsky and Ross (1984) 

state that both United States and Mexican Hispanics are more 
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fatalistic than non-Hispanics. This trait of fatalism may 

result in greater brand loyalty if the Hispanic consumer 

feels that his or her product choice is independent of 

purchase satisfaction (Saegert, Hoover, and Hilger 1985). 

The Asian Market 

There is a lack of empirical research reported on the 

Asian-American market in the marketing journals. The 

majority of the available information on this market is 

primarily found in practitioner-oriented magazines and 

newspapers (e.g., American Demographics. Wall Street 

Journal, Advertising Age). This lack of reported scholarly 

research may be due to the fact that the Asian market is 

small and highly fragmented. While Asians are the fastest-

growing minority group in the United States, they represent 

approximately two percent of the total population and will 

reach only three percent by the year 2000 (Bouvier and 

Agresta 1985). 

Limited empirical research relevant to Asian culture is 

reported in the advertising journals. However, the Asian-

American consumer is not the subject of research in these 

endeavors. In a study conducted by Okechuku and Wang 

(1988), Chinese print mediums, published in China and issued 

in the United States, are evaluated in order to describe the 

content and to measure ad effectiveness. The authors state 

that Chinese ads seem to lack a single identifiable theme or 
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benefit upon which the message is based. The Chinese ads 

were also found to be lacking in persuasability. 

In a similar study, Mueller (1987) examines both 

Japanese and American advertising appeals for comparative 

purposes. Dominant Japanese and "westernized" values, 

norms, and characteristics were operationalized to form 

various types of advertising appeals. Mueller dispels the 

assumption that the traditional Japanese reverence for the 

group is a theme found more often in Japanese ads than an 

individualistic advertising appeal. She attributes this 

finding to the emerging emphasis being placed in Japan on 

consumption, as well as the breakdown of the extended family 

into nuclear households. 

According to Wong, Yokum, and Saegert (1989), the 

marketing research literature concerning the Asian-American 

consumer is scattered and fragmented. They state that the 

majority of the studies in this area compare the overseas 

Asian culture with American culture, rather than comparing 

the Asian-American to the general U. S. population. The 

authors attempt to make just such a comparison among Asian-

Americans, whites, blacks, and Hispanics. In their study, 

purchasing patterns and media usage rates for all groups are 

determined and compared. One conclusion drawn by the 

researchers is that Asians have a higher newspaper 

readership rate than the other groups. They postulate that 

this is due to the Asian's high need for assimilation and 
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educational achievement. According to the authors, there is 

a need to investigate the influence of acculturation on 

product choice and media usage. 

Acculturation 

Introduction 

A priori explanations concerning the relationship between 

culture and consumption are needed. This relationship 

becomes even more important when a distinct subculture 

within the broader culture is being examined. The process 

by which a subculture becomes absorbed into the dominant 

culture may provide a foundation for explaining and 

predicting differences in consumption patterns. The 

traditional assimilation theory as found in the sociological 

literature provides one such basis needed for explanation 

and prediction (Wallendorf and Reilly 1983) . 

Traditional Assimilation Model 

Any research comparing two different cultural groups 

(i.e., American Anglos and Asian-Americans) should take into 

account the impact of the assimilation process which has 

occurred within the immigrant group. Generally, the 

immigrant group's behavior patterns will reflect a 

combination of the host society and the country of origin. 

Therefore, Asian-Americans may exhibit behavior reflecting 

the norms associated with both cultures. Complete 

assimilation is said to have occurred when the influence of 
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the norms associated with the country of origin become 

almost non-existent (Wallendorf and Reilly 1983). 

This assimilation process consists of several 

components (Gordon 1964; Schoen and Cohen 1980; Montero 

1981). The first difficult adjustment an immigrant makes in 

an unfamiliar society is acculturation or cultural 

assimilation. Acculturation should be of interest to those 

researchers who study consumption patterns. This process 

entails changes occurring in the behavior patterns of the 

immigrant group. These patterns include behavior such as 

the language spoken, the clothes worn, and the food eaten. 

Also, as the immigrant group becomes acculturated into the 

host society, changes are likely to occur in the types 

and/or amounts of products purchased. However, this 

acculturative process may take generations to occur. 

The second component of the assimilation model is 

structural assimilation. This facet of the process involves 

entry into primary groups such as clubs, cliques, and 

organizations composed mainly of members from the dominant 

culture. After a certain amount of acculturation and 

structural assimilation has occurred, the third component— 

marital assimilation—may occur. This involves the 

intermarriage between the immigrant group and the members of 

the primary culture. 

The last four elements of the assimilation process 

involve attitudinal and behavioral changes on the parts of 
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both the immigrant group and the members of the host 

society. When the immigrant group has developed a sense of 

identity based solely on the dominant culture, then 

identificational assimilation has transpired. Attitude 

receptional assimilation occurs when this same dominant 

culture no longer feels prejudiced toward the immigrant 

group. An extension of this element is behavior receptional 

assimilation. This occurs when the host society ceases to 

discriminate against the immigrant group. The lack of value 

and power conflicts between both groups reflects the 

existence of civic assimilation. Thus, all seven elements 

consolidate for the achievement of full assimilation—a 

process which may span several generations. However, Lipset 

(1950) points out that it is not inevitable that an 

immigrant group will ever attain full-scale assimilation 

into the host society. 

Impact of Acculturation on Consumption 

Acculturation, the one element in the assimilation 

model most important to the discipline of consumer behavior, 

is one of the most elusive constructs in the behavioral 

sciences (Olmedo 1979). However, a vast amount of 

acculturation information exists in the psychology and 

sociology literature. This focus can be attributed to the 

importance that is being placed on ethnicity or ethnic 

identity. Also researchers are now recognizing the 
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importance of examining ethnic groups other than blacks 

(Chance 1965; Kaufman and Pierce 1976; Olmedo 1979). 

This "psychosocial adaptation" which is acculturation 

involves much more than knowing and accepting the language, 

norms, and values of the new culture. It encompasses a 

fundamental change which consists of relearning the meaning 

of symbols, adjusting to a new value system, and giving up 

familiar customs, beliefs, and behavior. It therefore seems 

likely that acculturation is reflected in many diverse 

aspects of behavior patterns such as work and leisure-time 

activities, as well as food preferences. 

A fundamental assumption of the acculturation process 

is that it occurs through a continuous learning process (Kim 

1979). The traditional assimilation model suggests that 

immigrants additively take on new values and behaviors as 

interaction with the dominant culture increases. This 

proposition can be traced back to anthropological research 

conducted in the 1930's. 

In accordance with the assimilation model, immigrants 

possess norms and values somewhere between those of the 

dominant culture and the culture of origin. The more 

acculturated the individual becomes, the greater the 

advancement toward the attitudes and values of the host 

society. 

However, Wallendorf and Reilly (1983) present evidence 

that is incongruent with the assimilation model. These 
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researchers in their study of Mexicans, Mexican-Americans, 

and Anglos, state that the Mexican-American's food 

consumption patterns do not fit concisely between the 

culture of origin (Mexico) and the dominant society (Anglo 

American). Rather their behavior is distinctly different 

from either one of the two larger groups. 

Wallendorf and Reilly postulate that the deviation may 

have occurred due to the immigrants' misperceptions or 

misinterpretations of the dominant culture's norms. For 

example, some subculture members may desire to be 

acculturated, but not clearly understand the new norms they 

are trying to accept. Faber, O'Guinn, and MacAdams (1985), 

in a similar study, suggest that there may be a phase in the 

acculturation process during which imitative learning takes 

place due to the lack of understanding associated with 

cultural subtleties. The immigrant simply copies the 

visible manifestations of the host society in order to 

achieve rewarding social interaction. 

In the study conducted by Faber, O'Guinn, and McCarty 

(1987), the relationship between subcultural group 

membership and the importance of product attributes in 

purchasing decisions is examined. The authors, in the 

context of their investigation, define membership on the 

basis of Hispanic ethnicity and the level of attained 

acculturation. One of the primary purposes of the research 

was to test the appropriateness of the traditional 
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progressive learning concept tantamount to the acculturation 

process. Their findings do clearly support this concept. 

According to Howard and Sheth (1969), the process of 

acculturation is relevant to the area of buyer behavior. 

They state that due to the lengthy nature of the process, 

researchers typically examine the cultural differences 

existing between diverse groups of people instead of 

investigating the cultural differences occurring 

longitudinally. The authors suggest that it would be 

interesting to study buyer behavior as it evolves and 

changes at the various stages of acculturation. 

In conclusion, the acculturation process suggests that 

with the passage of time, the immigrant group's behavior 

patterns will become similar to the culture of residence's 

behavior. Duncan and Lieberson (1958) provide evidence that 

there is a positive relationship between acculturation and 

the length of time the immigrant has been in the United 

States. Therefore, it may be that the immigrant who has only 

lived in the host society for a few years may not yet 

exhibit behavior congruent with American culture. If 

available, the immigrant may still cling to and purchase 

products similar to those found and consumed in his or her 

native country. Hence, if a large number of people 

comprising a particular immigrant group have not yet 

achieved acculturation, they may not be a viable market for 

certain types of "American" goods and services. Likewise, 
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if the same group has achieved a high degree of 

acculturation, they are more likely to purchase cultural 

artifacts of American society (Gans 1962). 

Culture and Food Consumption 

Introduction 

Consumer products possess an importance that goes well 

beyond their functional and commercial value. This 

importance lies in their ability to transmit and communicate 

cultural meaning (Sahlins 1976; Douglas and Isherwood 1978). 

Over the past fifteen years, many scholars from diverse 

disciplines have made the cultural significance of consumer 

products the focus of their research efforts (Felson 1976? 

Hirschman 1980; Belk 1982). These researchers1 endeavors 

seem to revolve around one primary theme. They feel that 

cultural meaning is made visible in a society through goods. 

In so doing, goods help substantiate and verify the order of 

culture. 

Culture's Impact on Food Consumption 

Several marketing studies have investigated the manner 

in which consumer goods serve in the substantiation of 

culture (Wallendorf and Reilly 1983; Hirschman 1985; 

McCracken 1986). According to McCracken (1986), food is one 

such product category that serves as a medium for cultural 

meaning and expression. Food consumption has also been tied 

to ethnicity. In a study concerning Italian-Americans, Gans 
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(1962) states: 

A number of Italian (consumption) patterns have 
survived, the most visible ones being food 
habits...Most of the women still cook only Italian 
dishes at home, and many of them still make their own 
pasta...Entrees are strongly spiced, and desserts are 
very sweet. 

In a similar study, Wallendorf and Reilly (1983) 

examine the cultural assimilation of Mexican-Americans by 

comparing their food consumption patterns with the general 

population (Anglo) and with Mexicans living in Mexico City. 

The purpose of this study was to determine whether the 

consumption patterns of the Mexican immigrants primarily 

reflected the culture of origin or the culture of residence. 

In order to test relative impacts of the two cultures, 

the authors state that the behavior patterns studied must 

reflect fundamental norms and values. One such set of 

behavior patterns strongly related to cultural style is food 

consumption (Braudel 1967; Patai 1977; Royce 1982). These 

studies report that culture corresponds to the types of 

foods eaten and the frequency with which they are eaten. 

In light of these findings, Wallendorf and Reilly 

selected seven food types which they thought had normative 

relationships to culture. The food groups chosen were: 

meats, bread types (white, dark, tortillas), cereals, 

caffeine products, soft drinks, alcoholic beverages, and 

convenience foods. By measuring the amount and type of food 

eaten over a specific period of time, the authors found that 

the Mexican-Americans' eating habits were different from 
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both the culture of origin and culture of residence. They 

conclude that the assimilation process must entail more than 

a simplistic linear progression from one culture to the 

other. 

In addition to the marketing studies related to 

ethnicity and food consumption, there has been considerable 

research published concerning the correlations between 

socioeconomic and demographic characteristics with food 

consumption. Marketing researchers most frequently have 

studied the relationship between household income and 

proportionate food expenditures. However, most of the 

literature in this area has appeared in the economics 

literature rather than the marketing journals (Frank, Massy, 

and Boyd 1967). 

Ferber (1962) states that studies which explain 

differences in consumption expenditures for food "show that 

these consumer purchases are influenced by a wide variety of 

socioeconomic characteristics." Other studies do not 

support this finding. Crockett and Friend (1960) also 

examined the correlation between food consumption and 

demographic and socioecnomic variables. They studied such 

variables as income, family size, age of head, and household 

expenditures on food. They found that socioeconomic and 

demographic variables are not precise predictors of 

consumption for a vast number of food products. 
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No empirical information has been reported in the 

marketing journals regarding the food consumption patterns 

of Asian-Americans. It would be interesting to determine as 

did Wallendorf and Reilly if their behavior patterns are 

similar to those of the culture of residence. With this 

information, scholars and practioners alike will attain a 

greater understanding of this quickly-growing subculture. 
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CHAPTER III 

RESEARCH DESIGN AND METHODOLOGY 

In this chapter, the research design and methodological 

procedures are presented. The justification for the 

research techniques utilized are also addressed. The issues 

discussed include sample specification and selection, data 

collection, and data analysis. 

Study Design 

The research design for this study is a composite of 

two design approaches. The two research designs utilized 

are exploratory and descriptive. 

A major strategy of consumer-oriented research, 

classified in accordance with its goal, is the exploratory 

study. Exploratory research is utilized to identify the 

variable or variables which influence the behavior of 

consumers. This type of research is applicable when there 

is a scarcity of reported empirical information concerning 

the consumer group in question. Due to this lack of 

information, there are not enough known facts to draw 

concrete conclusions about the variables that are impacting 

said behavior. 

This research endeavor is an exploratory study in the 

sense that very little marketing information has been 
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reported on the Asian market in academic marketing journals. 

This was one of the first attempts to gather empirical data 

concerning the food consumption behavior of Asian-Americans. 

The information, in turn, was utilized to develop a 

segmentation framework that could be employed to enhance 

food manufacturers1 understanding of the Asian market. This 

study can also be described as. exploratory because the 

variables associated with Asian food consumption were 

identified without prior knowledge of whether these factors 

would actually have an impact on the reported behavior of 

the subjects. 

The consumption behavior of the sample groups was 

delineated through the testing of hypotheses. Therefore, 

this study can also be defined as a descriptive one. The 

information used to test the hypotheses was generated via a 

self-administered questionnaire. 

Because a questionnaire was utilized to gather research 

information about multiple groups at one point in time, the 

research design can also be identified as a cross-sectional 

research study. The respondents were asked to report their 

behavior as it existed at the time of questionnaire 

administration. 

Summary statistics were generated to enable the 

researcher to identify Asian food consumption rates and the 

consumption differences, if any, which existed within the 

Asian-American population being studied. The impact of 
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specific variables on the respondents' reported behavior was 

also determined via specific statistical hypothesis tests. 

The Population 

Based on estimates provided by the Population Reference 

Bureau in Washington, D. C., there are over 6.9 million 

Asians living in the United States. The majority of Asians 

reside in California, New York, Hawaii, and Texas. The 

population of this study consisted of Asians residing in 

four cities in the United States. Three of the four cities 

are located in Texas and the fourth is located in Southwest 

Louisiana. 

Figure 6 depicts the various ethnic groups comprising 

the Asian-American population along with population figures. 

The scope of this dissertation was limited to the behavior 

of the Chinese, Vietnamese, and Korean sub-groups residing 

in the four selected cities. Time, cost, and logistical 

considerations influenced the decision to limit the 

population to these three groups. 

Sample Selection and Size 

Due to the exploratory nature of this research study, a 

judgement sample of Koreans, Chinese, and Vietnamese 

exhibiting higher than average income and education levels 

was selected. These demographic characteristics, represent 

a potentially desirable and lucrative marketing group within 

the Asian-American population. 



85 

Figure 6 
The Asian-American Population in the Year 2000 

Percent (%) 

Vietnamese 
16.1 

Korean 
13.4 

Chinese 
17.1 

ndian 
10.2 

Fil ip ino 
21.1 

Other Asians 
13.6 

Japanese 
8,7 

Source: Population Reference Bureau 

In order to determine the appropriate sample size for 

this study, three statistical issues were addressed. The 

first issue concerned statistical power—the probability of 

rejecting the null when it is false. The second related 

issue concerned the magnitude of the effect in the 

population. Addressing these issues allows the researcher 

to determine the necessary sample size to attain a certain 
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to determine the necessary sample size to attain a certain 

level of power (1 - Beta) to detect a specific Pearson's 

Product-Moment correlation (r) (Cohen and Cohen 1983). 

According to Cohen and Cohen (1983), if previous 

studies exist similar to the one a researcher is conducting, 

the population effect size (r) found in the earlier works 

probably reflects the magnitude the researcher can expect. 

However, due to the exploratory nature of the current study, 

no such established effect size exists. In such a case, 

Cohen (1977) suggests using the conventional definitions of 

small, medium, and large effects. For example, a 

correlation (r) of .30 is the conventional medium effect 

size. It is also suggested by Cohen that .80 be used as the 

minimum desirable level of power when calculating sample 

size. 

The issue of power-efficiency was also addressed prior 

to determination of sample size. The relative efficiency of 

Kendall's Rank-Order Correlation Coefficient (the 

nonparametric test primarily used in this study), when 

compared to Pearson's Product-Moment correlation (r), is 

approximately 91 per cent. In other words, Kendall's T is 

91 percent as efficient as r in rejecting the null 

hypothesis. Therefore, use of Kendall's T requires an 

inflation of sample size by a factor of 1/..91 (Conover 1980? 

Siegel and Castellan 1988). 
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Having addressed these three issues, the necessary 

sample size to attain the desired level of power was 

determined. Using a conservative effect size of .20 and a 

desired power of .80, the necessary sample size for the 

current study was calculated using the table provided in 

Appendix A. Based on the equation below, the appropriate 

sample size for this study was approximately 212. 

1.0989011 X 193 (table value) = 212.08 

An important justification for the use of a small 

sample size relative to the size of the population was the 

amount of time needed to attain the cooperation of the three 

sub-samples. It took approximately five months to attain 

the sample size that was needed for this study. Contacts 

were identified and cultivated within the various Asian-

American communities. With the aid of these contacts, entry 

into and acceptance within the Asian community was attained. 

Much of the time invested in data collection was actually 

spent gaining the cooperation of the respondents. The 

groups participating in the study are listed in Appendix B. 

To minimize time and costs associated with collecting 

the data, the sample was selected from four cities: 

Dallas, Denton, and Houston, Texas; and Baton Rouge, 

Louisiana. 

An attempt was made to attain equal representation from 

the three national origin groups, generating a sample size 
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of 213. The final sample totalled 256, but the three 

national origin groups were not represented equally. It was 

easier to locate and gain the cooperation of the Chinese 

people than either the Korean or Vietnamese groups. It 

proved difficult to find Korean and Vietnamese people who 

had the higher than average income and educational levels 

that were necessary for inclusion in the sample. 136 

Chinese were eligible for inclusion in the study. Sixty-

nine Koreans and fifty-one Vietnamese met the specifications 

for participation in the study. 

Demographic information was gathered on each of the 

three groups for purposes of cross-classification. Table 2 

depicts the frequency distributions of the three national 

origin groups by generation level. The majority of the 

Table 2 
National Origin By Generation 

National 
Origin 

First 
Generation 

Second 
Generation Total 

Korean 

Vietnamese 

Chinese 

Total 

65 

50 

86 

201 (79%) 

4 

1 

50 

55 (21%) 

69 

51 

136 

256 

respondents (79%) reported that they were first generation. 

None of the respondents reported that they were third, 
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fourth, or fifth generation. Table 3 shows that the 

majority of the sample (60%) was male. 

Table 3 
National Origin By Gender 

National 
Origin Male Female Total 

Korean 

Vietnamese 

Chinese 

Total 

37 

34 

83 

154 (60%) 

32 

17 

53 

102 (40%) 

69 

51 

136 

256 

Table 4 shows the reported age levels of the three 

groups. Thirty-seven percent (94 respondents) of the total 

sample reported that they were between the ages of 30-39 

years. Respondents who stated that they were less than 

twenty-two years of age did not meet the sample 

specifications and therefore were not included in the study. 

Table 4 
National Origin By Age 

National 22-29 30-39 40-49 50+ 
Origin Years Years Years Years Total 

Korean 20 22 20 7 69 

Vietnamese 19 24 5 3 51 

Chinese 14 48 46 28 136 
Total 53 (21%) 94 (37%) 71 (28%) 38 (14%) 256 
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The frequency distributions of national origin by 

educational level are shown in Table 5. A total of 120 

respondents (47%) stated that they had graduated from 

college. The Chinese group had achieved the highest level 

of education with seventy-three (54%) reporting that they 

had completed a graduate degree. Respondents reporting that 

they had not completed college did not meet the sample 

specifications and therefore were not included in the study. 

Table 5 
National Origin By Education 

National 
Origin 

College 
Graduate 

Graduate 
Work 

Graduate 
Degree Total 

Korean 

Vietnamese 

Chinese 

Total 

37 

34 

49 

120 (47%) 

3 

9 

14 

26 (10%) 

29 

8 

73 

110 (43%) 

69 

51 

136 

256 

Table 6 shows the reported income levels of the three 

national origin groups. Fifty percent of the total sample 

(129 respondents) stated that they had a household income 

level of $54,000 or more. The Chinese group had the highest 

reported income level with eighty of the 136 respondents 

(59%) reporting that their income was $54,000 or more. The 

Vietnamese had the lowest reported household income level 

with twenty-four of fifty-one respondents (47%) reporting an 

income level of $32,000-42,999. Respondents reporting an 
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Table 6 
National Origin By Income 

National 
Origin 

$ 3 2 , 0 0 0 -
4 2 , 9 9 9 

$ 4 3 , 0 0 0 -
5 3 , 9 9 9 5 4 , 0 0 0 + Total 

Korean 

Vietnamese 

Chinese 

Total 

26 

24 

21 

7 1 (28%) 

12 

9 

35 

56 (22%) 

31 

18 

80 

1 2 9 (50%) 

69 

51 

136 

2 5 6 

income level of less than $32,000 did not meet sample 

specifications and were not included in the study. 

QUESTIONNAIRE 

Questionnaire Use 

Self-administered questionnaires were used to gather 

information relevant to the study hypotheses. Respondents 

completed the instrument in a group setting or on an 

individual basis. Some of the groups wished to fill out the 

questionnaires in the absence of the researcher. In this 

instance, self-addressed stamped envelopes were made 

available and the respondents returned their questionnaires 

by mail. Professional and religious organizations were 

contacted to participate in the study. 

Information pertaining to food consumption rates and 

possible explanations for those rates, acculturation levels, 

and demographic information were collected in pretest and 

pilot study phases. Based on these phases, a final 
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questionnaire was developed. A discussion of the pretesting 

and pilot study phases is found on pages 98-100. 

The primary advantage of the written questionnaire is 

its low cost. The expense of a research project is by no 

means an unimportant consideration. It often determines 

whether or not the research can be conducted. Due to the 

relatively low cost associated with the questionnaire, more 

responses can be obtained, thereby increasing the sample 

size and the robustness of the statistical tests performed 

(Kidder and Judd 1986). 

A second advantage of the written questionnaire is the 

absence of potential interviewer bias. The manner in which 

a question is asked and the appearance and demeanor of an 

interviewer may influence the response given. These biases 

can be eliminated when a written questionnaire is used. 

Some researchers feel that written questionnaires also 

provide the respondent with a greater feeling of anonymity 

(Churchill 1987). Such an advantage may be crucial to this 

study when it is considered that the desire for privacy is a 

cultural factor characterizing the Asian population (Kuo 

1970). 

A structured-undisguised questionnaire was used in the 

current study. All respondents were asked the questions 

with identical wording and in the same order. The questions 

as well as the responses were standardized. Therefore, the 

fixed-alternative questions provided the respondent with 
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limited responses from which to choose. The primary 

advantage of this type of question and response format is 

that it is easy to administer, tabulate, and analyze 

(Selltiz, Wrightsman, and Cook 1976). 

The primary disadvantage associated with the fixed-

alternative response format is the possible loss of validity 

when the answers do not represent an accurate reflection of 

the respondent's attitude or behavior. Validity may also be 

lowered if the actual response categories introduce bias 

through the omission of an appropriate response category. 

Therefore, when using fixed-alternative items, effort should 

be expended to judiciously develop the items by adequately 

covering the range of possible responses (Selltiz, 

Wrightsman, and Cook 1976; Kerlinger 1986? Churchill 1987). 

A discussion of how these limitations were minimized in this 

study is found in the pretest discussion on pages 98-100. 

According to Churchill (1987), there are many reasons 

why fixed alternative questions are reliable. First, the 

frame of reference with which to answer the question is made 

available to the respondent from the alternatives provided. 

Providing the dimensions with which to frame the response 

helps to insure question reliability. The fixed-alternative 

question is also effective when the possible responses are 

well-known, limited in number, and concise. If it is the 

goal of the researcher to secure straightforward factual 

information, then it is appropriate to use this type of 
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question. Therefore, the fixed-alternative question is 

useful as well as appropriate for the collection of 

demographic and behavioral information (Selltiz, 

(Wrightsman, and Cook 1976). 

Questionnaire Design 

The questionnaire was developed in order to gather 

information relevant to the hypotheses (See Appendix C for a 

copy of the questionnaire). The instrument is divided into 

three major sections—Acculturation Questions, Demographic 

Questions, and Food Questions. 

In section one of the questionnaire, the respondents' 

level of acculturation is the focus. According to 

Wallendorf and Reilly (1983), this variable is of interest 

when making cross-cultural comparisons of consumption 

behavioral differences. As an immigrant group becomes 

acculturated into the dominant society, changes may occur in 

the types and amounts of products purchased. 

A type of behavior pattern positively connected to 

one's culture is food consumption (Braudel 1967; Patai 1977; 

Greeley, McCready, and Theisen 1980; Royce 1982). 

Reflection of a particular cultural style is specifically 

linked to different types of foods consumed and the rate at 

which they are consumed. Therefore, it is important to 

determine whether or not acculturation level does indeed 

influence the types of foods eaten by Asians and the 

frequency with which the products are consumed. 
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The majority of the acculturation literature is related 

to the Hispanic population (Olmedo and Padilla 1978? Olmedo 

1979; Padilla 1980). The development of valid instruments 

has progressed from the use of a single construct such as 

language usage to several sociocultural indices based on 

nationality, language, and occupational status. 

The literature supports the hypothesis that 

acculturation levels should be the lowest for the first 

generation group and increase with subsequent generations 

(Olmedo and Padilla 1978; Cuellar et al. 1980; Deyo et al. 

1985). The two criterion measures used most often to 

validate an acculturation scale are the length of time an 

immigrant has resided in the host society and the 

generational distance from the time of immigration. In the 

literature, these two variables have both been used to 

assess the external and construct validity of acculturation 

measures. The justification for this procedure is that 

acculturation has been found to be a function of exposure to 

the dominant culture. 

The plethora of research in the area of acculturation 

illustrates that acculturation is measurable, and it has 

proven to be measurable with an adequate degree of 

reliability and validity. Factorially derived scales 

encompassing language, behavioral, and sociocultural items 

have achieved a high level of internal reliability, yielding 

alpha coefficients between 0.9 and 0.98 (Olmedo 1979). 
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Two scales found in the literature are the Short 

Acculturation Scale for Hispanics (Marin et al. 1987) and 

the Acculturation Rating Scale for Mexican Americans (ARSMA) 

(Cuellar et al. 1980). The short scale measures the 

acculturation construct through such indices as "language 

use," "media use," and "ethnic social relations." The 

twelve item scale, with an alpha coefficient of .92, 

correlates very highly with such validation criteria as 

subjects' generation, residence length in the United States, 

age at arrival, and ethnic self-identification. ARSMA, with 

alpha coefficients ranging from .81 to .88, also attempts to 

measure acculturation via twenty questions concerning 

language usage, preference and proficiency, media 

preferences, food preferences, and self and parental ethnic 

identification. 

Currently, there is no published scale measuring the 

acculturation levels of Chinese, Koreans, and Vietnamese. 

Therefore, the scale used in this study was developed based 

on items from the two above-mentioned scales. Items were 

either omitted or changed to make the scale relevant to the 

groups under study. 

Acculturation level was determined by five items 

related to language proficiency and usage and social 

interactions. The five items were scored on a five-point 

Likert scale ranging from Asian/Native tongue (1) to Non-

Asian/English (5). The criterion used to validate this 
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portion of the survey was the generational distance from 

immigration. This information was attained by asking the 

respondents to select the generation (e.g., first, second, 

etc.) that best defined them. 

In Section two of the questionnaire, demographic-

related questions are asked in order to ascertain income 

level, age, educational level, sex, and marital status of 

the respondents. According to Tull and Hawkins (1976), the 

relevance and importance of demographic information cannot 

be overestimated. These facts characterize consumers using 

readily understood, observable traits. 

This section served multiple purposes. First, the 

responses to the demographic questions served the purpose of 

subject classification. Secondly, these variables were used 

to cross-classify the data. It then was determined if 

product consumption was related to and influenced by 

demographic variables (Dhalla and Mahotoo 1976; Churchill 

1987). Lastly, demographic variables were used as 

covariates in the study to determine if they had a 

moderating effect on the relationship between rate of 

consumption and level of acculturation. In addition, the 

relationship between demographic traits and rate of 

consumption was examined, controlling for different 

demographic variables. A detailed discussion of this 

procedure is provided on pages 103-105. 
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The food questions section is divided into two 

subsections. The first subsection addresses the number of 

times a subject consumes the food product over a specified 

time period. This question is presented in a multiple-

choice format. The second subsection contains statements 

related to the respondents' perceptions of the food product. 

These statements relate to the sensory and nutritional 

aspects of the product, along with its cultural 

acceptability. Five-point Likert scales are used for each 

statement. There are other questions incorporated into the 

"Food Questions" section that are pertinent to the study but 

not relevant to any specific hypothesis. The information 

was summarized and reported due to its relevance to food 

manufacturers. 

Pretesting the Questionnaire 

The validity of a questionnaire is dependent upon its 

actual performance under data collection conditions. The 

pretest serves as a test of the instrument and its manner of 

administration (Churchill 1987). Therefore, the 

questionnaire relevant to the current study was pretested 

using a group of five Chinese-Americans. All were members 

of a religious organization, and they qualified for 

inclusion based on their income, educational level, and age. 

Upon completion of the questionnaire, each respondent 

was interviewed to determine if there were problems 

associated with completion of the instrument. All of the 
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respondents complained about the length of the instrument. 

On average, it took approximately 45 minutes for each 

respondent to complete the questionnaire. They also had 

difficulty responding to questions concerning their 

consumption rates for certain food products. The group 

stated that they consumed some of the products (e.g., 

cheese, potato chips, cereal) on a monthly rather than a 

weekly basis. The initial pretest questionnaire had no 

response categories reflecting consumption rates on a 

monthly basis. Therefore, the respondents selected a 

response which was not reflective of their consumption 

patterns. Based on these two findings, the length of the 

questionnaire was reduced by eliminating certain products, 

and the response categories related to the consumption rates 

for cheese, potato chips, and cereal were changed. 

Because major changes in the instrument were made based 

on the results of the initial pretest, the revised 

questionnaire was tested again in the pilot study phase. 

The pilot study sample consisted of six Vietnamese 

professionals. Two of the respondents were small business 

owners and the remainder were employed by major 

corporations. The individuals were qualified for inclusion; 

however, two did not meet the minimum income requirement. 

These two respondents were interviewed along with the rest 

of the group in order to determine if there were any 

problems associated with questionnaire completion. 
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Three of the respondents stated that they had 

difficulty responding to the items related to candy 

consumption. For example, the respondents had difficulty 

responding to the item, "candy tastes good." They stated 

the item was too general in nature because there were types 

of candy they liked and disliked. Therefore, they were not 

sure how to respond. Based on this finding, the items 

related to candy consumption were eliminated from the 

questionnaire. 

Data Analysis 

Both parametric tests and nonparametric tests were 

utilized to analyze the data. These techniques were used to 

determine if differences in consumption exist within the 

Asian-American population and if those differences were 

related to the variables measured in this study. This 

information was utilized to attain a better understanding of 

the food consumption behavior of the Asian-American market. 

Research Hypotheses 

To answer the research questions presented in Chapter 

One, six major hypotheses were tested. Each hypothesis is 

presented below, along with a discussion of the analysis 

procedures. 

Hypothesis is There are differences among Asian-
Americans in their food consumption 
rates based on national origin. 

An attempt was made to establish a relationship between 

one dependent variable, rate of consumption, and one 
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independent variable (factor), national origin membership, 

consisting of the three national origin groupings (levels). 

Kruskal-Wallis One-Way Analysis of Variance by Ranks (K-W 

ANOVA) was conducted to determine if food consumption rates 

for different product categories differed based on national 

origin group membership. According to Siegel and Castellan 

(1988), this test is useful for determining whether multiple 

independent samples are drawn from different populations, or 

an identical population. 

K-W ANOVA requires that the measurement scale of the 

dependent variable (i.e. rate of consumption) be at least 

ordinal in nature. Rate of consumption was measured by 

asking the respondents how often they consume the product in 

question. The scale is ordinal in nature in that the 

responses represent ordered levels of consumption ranging 

from non-consumption to consumption on a daily basis. The 

independent variable (e.g. national origin group) is nominal 

and each category represents a level of the independent 

variable. 

A separate K-W ANOVA was conducted for each one of the 

five products being investigated. When one of the five K-W 

ANOVA's was found to be significant, multiple comparisons 

between levels were conducted manually to determine which of 

the three levels (national origin groups) differed 

significantly (Kachigan 1986). The formula for the Kruskal-
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Wallis test and all other formulas used in this study are 

presented in Appendix D. 

Hypothesis 2: There are differences among Asian-
Americans in their food consumption 
rates based on level of acculturation. 

The relationship between the dependent variable, rate 

of consumption, and the independent variable, level of 

acculturation was determined to test Hypothesis 2. The 

acculturation level of each respondent was assessed based on 

information related to language proficiency and usage, 

social relationships, and length of time in the United 

States. The acculturation level of each respondent was 

computed using a summated score of the responses to the 

acculturation items included in the questionnaire. The * 

higher the summated score, the greater the respondent's 

level of acculturation. A similar procedure is used in 

Cuellar et al.'s (1980) study. The summated score is 

ordinal in nature because it cannot be assumed that a unit 

difference is constant over the entire range of the scale. 

Kendall's Rank-Order Correlation Coefficients 

(Kendall's T) were computed to determine if rate of 

consumption was related to level of acculturation. If at 

least ordinal measurement of both the dependent (rate of 

consumption - Y) and independent (level of acculturation -

X) variables has been achieved, so that every respondent can 

be assigned a rank on X and Y, then Kendall's T provides a 
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correlation between the two sets of ranks (Conover 1980? 

Siegel and Castellan 1988). 

Separate Kendall's T's were computed for each food 

product segregated by national origin. Because Kendall's T 

is approximately normally distributed (Siegel and Castellan 

1988), z tests using a pooled variance for the two samples 

being compared (e.g., Korean vs. Vietnamese, Korean vs. 

Chinese, and Chinese vs. Vietnamese) were performed manually 

in order to determine if the correlation between rate of 

consumption and level of acculturation differed 

significantly by national origin group. The formulas used 

to perform these calculations are found in Appendix D. The 

related correlations are presented in Appendix E. 

Hypothesis 3: There are differences among Asian-
Americans in their food consumption 
rates based on demographic variables. 

In order to test the significance of Hypothesis 3, 

there was one dependent variable, rate of consumption, and 

four independent demographic variables (e.g., age, 

education, income, and gender). To determine if food 

consumption rates differed based on demographic traits, two 

nonparametric techniques were utilized. K-W ANOVA's were 

performed to determine if consumption rates differed based 

on the nominal variable. Multiple comparisons between 

demographic variable groups were conducted for the K-W 

ANOVA's which proved to be significant. 
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To establish if food consumption rates differed based 

on the ordinal demographic variables (e.g., age, income, and 

educational level), Kendall's T, segregated by national 

origin, was calculated for each of the food products. 

Interpretation of these correlations revealed if an 

association existed between the consumption rates for each 

product and each one of the three ordinal demographic 

variables. Hypothesis testing, identical to the procedure 

used in Hypothesis 2, was performed manually in order to 

determine if the correlation between rate of consumption and 

each demographic variable differed significantly by national 

origin group. 

Significant correlations between rate of consumption 

and demographic variables may be due to the influence of a 

covariate or covariates. Therefore, the effects of the 

ordinal variables examined in this study (e.g., 

acculturation level, income, age, and education) were 

statistically controlled through the use of Kendall's 

Partial Rank-Order Correlation Coefficient (PCC) (Hawkes 

1971; Conover 1980; Siegel and Castellan 1988). Partial 

correlation coefficients should be used and interpreted with 

caution. There is risk associated with calculating all the 

possible partial correlations and testing for significance. 

The probability of obtaining spurious differences increases 

as the number of variables increases. The is due to the 
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large number of tests being conducted (Siegel and Castellan 

1988) . 

Only first-order Kendall's PCC's were calculated. A 

basic computer program was written in order to calculate the 

partial correlations as well as their signficance levels. 

The program was checked for accuracy by manually computing 

ten partial correlations and comparing them to the output of 

the program. The copy of the program is found in Appendix 

F. Higher-order partial measures were not computed due to 

the methodological problems surrounding their use (Andrews 

et al. 1981). These problems have not yet been resolved. 

Useful discussions of these problems and sources of relevant 

literature can be found in Hawkes (1971) and Kim (1975). 

The ordinal demographic variables examined in this 

study could also have an effect on the relationship between 

rate of consumption and level of acculturation. Therefore, 

separate Kendall's PCC's, segregated by national origin, 

were computed in order to statistically control for age, 

income, and educational level. See Appendix G for all 

related statistics used in the testing of Hypothesis 3. 

Hypothesis 4: There are differences among Asian-
Americans in their perceptions of food 
sensory properties. 

Hypothesis 5s There are differences among Asian-
Americans in their perceptions of 
nutritional properties. 

Hypothesis 6: There are differences among Asian-
Americans in their perceptions of 
cultural acceptability. 
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Not only was it important to determine existing 

differences in consumption rates, it was also relevant to 

discover how the respondents felt about each product based 

on other characteristics. In so doing, insight was provided 

into possible explanations for their consumption or lack of 

consumption. The characteristics selected for inclusion in 

the questionnaire were based on the results of informal 

interviews and the pretesting process. Three categories of 

characteristics were examined: 

1- Food sensory properties: Items related to taste, 

aftertaste, texture, smell, appearance, and 

digestive reaction. 

2. Nutritional properties: Items related to health, 

nutritional quality, and caloric composition. 

3. Cultural acceptability: Item related to whether 

Asians as a group typically consume the product in 

question. 

To gather information related to Hypotheses 4 through 

6, Likert-type scales were used in the questionnaire to 

interpret the respondents' feelings toward the food products 

based on the aforementioned characteristics. For purposes 

of analysis, each individual characteristic was treated as a 

dependent variable. The independent variable (factor), 

national origin membership, consisted of the three national 

origin groupings (levels). Two MANOVA models, one related 

to food sensory properties and the other to nutritional 
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properties, was fit to determine if differences among the 

national origin groups existed. One ANOVA model was fit 

pertaining to the nutritional quality of diet beverages 

because this characteristic was assessed through a single 

item on the questionnaire. 

If MANOVA proved to be significant, univariate ANOVA's 

were conducted for each dependent variable. Scheffe's 

contrasts were used to compare specific group means on each 

dependent variable. 

Because the third category of dependent variables, 

cultural acceptability, was assessed through a single item 

on the questionnaire, ANOVA was used to determine if 

differences existed among the three national origin groups. 

Scheffe's contrasts were utilized to determine significance 

of specific group differences. Both the MANOVA and ANOVA 

procedures were conducted for each food product. 
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CHAPTER IV 

ANALYSIS OF RESEARCH FINDINGS 

An analysis of each research hypothesis and 

statistically significant findings are presented and 

interpreted in this chapter. For food consumption rates 

proving to be significant, cross-tabulations of the national 

origin groups, by their reported consumption rates, are 

presented. When relevant, multiple comparisons among the 

three groups are depicted and discussed. Conclusions 

relevant to the findings are discussed in Chapter V. 

Analysis of Research Hypotheses 

Hypothesis 1: 

There are differences among Asian-Americans in 
their food consumption rates based on national 
origin. 

The null hypothesis implied by Hypothesis 1 was 

rejected, indicating Asian-Americans participating in this 

study did have food consumption differences based on 

national origin membership. Statistically significant 

consumption differences were found among the three national 

origin groups for three of the products. The statistical 

findings supporting Hypothesis 1 are presented in Table 7. 

Kruskal-Wallis One-Way ANOVA's were performed for each 

one of the five food products. Using an alpha level of .05, 
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Table 7 
Relationship Between Food 

Consumption Rates and National Origin 

Food p-Value 

Koreans 
Vs. 

Vietnamese 

Koreans 
Vs. 

Chinese 

Vietnamese 
Vs. 

Chinese 

Cheese .3384 n/a n/a n/a 

Regular 
Drinks .0236* yes no no 

Diet 
Drinks .0124* yes no yes 

Potato 
Chips .0034* yes yes no 

Cereal . 1377 n/a n/a n/a 

* significant at the .05 level 

there were no significant statistical differences found 

among the three national origin groups based on their 

consumption rates of two of the products (e.g., cheese and 

cereal). Therefore, no multiple comparisons were performed 

for these two products. The three national origin groups 

were cross-tabulated with their consumption rates of cheese 

and cereal. The results are presented in Tables 1 and 2 in 

Appendix H. 

There were significant differences found among the 

three groups based on their consumption rates of regular and 

diet soft drinks, and potato chips. Consequently, multiple 

comparisons between levels were conducted to determine which 

of the three national origin groups differed significantly. 
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Upon conducting multiple comparisons related to regular 

soft drink consumption, a significant difference was found 

between the Korean and Vietnamese groups (See Table 7). 

The cross-tabulation of the three groups by their 

consumption rates is presented in Appendix H, Table 3, 

along with the corresponding mean consumption rates. By 

examining the mean ranks of both groups it can be concluded 

that the Vietnamese group drinks significantly more regular 

soft drinks than the Korean group. The Vietnamese group had 

the highest consumption rate of regular soft drinks. Sixty-

five percent reported that they drink one to six cans per 

week. No significant differences were found between the 

Korean vs. Chinese groups and the Vietnamese vs. Chinese 

groups. 

Two comparisons related to diet soft drink consumption 

were statistically significant (See Table 7). Both the 

Korean and Chinese groups were significantly different from 

the Vietnamese group. Based on the mean ranks, found in 

Appendix H, Table 4, the conclusion can be drawn that the 

Korean and Chinese groups drink significantly more diet 

beverages than the Vietnamese group. However, the majority 

of each of the three groups either stated that they had 

never tried diet soft drinks or had tried them, but do not 

drink them now. 

Table 7 also depicts that the Korean group was 

significantly different from both the Vietnamese and Chinese 
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groups based on their consumption rates of potato chips. By 

observing the mean ranks, found in Appendix H, Table 5, it 

can be concluded that the Koreans eat significantly fewer 

potato chips than either the Vietnamese or the Chinese. The 

Vietnamese group had the highest over-all mean consumption 

rate of potato chips followed very closely by the Chinese. 

It appears national origin does influence food consumption 

rates. 

Hypothesis 2: 

There are differences among Asian-Americans in their 

food consumption rates based on level of acculturation. 

Cereal consumption by acculturation was the only 

relationship that proved insignificant for all three of the 

national origin groups. Therefore, the implied- null 

hypothesis was rejected, indicating that there was an 

association between acculturation level and food consumption 

rates. 

Prior to conducting the statistical analysis, each 

respondent's answers to the five acculturation items on the 

questionnaire were summated. The summated scores ranged 

from six to twenty-two. The higher the summated score, the 

higher the level of acculturation. The cross-tabulation of 

the summated scores by national origin is presented in Table 

8 . 

The criterion used to validate the five-item 

acculturation scale was the respondents' generational 
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Table 8 
Summated Acculturation Scores By National Origin 

Summated 
Score Korean Vietnamese Chinese 

6 16% 4% 2% 

7 4% 8% 1% 

8 3% 10% 4% 

9 19% 24% 8% 

10 9% 25% 8% 

11 16% 14% 4% 

12 4% 6% 9% 

13 7% 2% 5% 

14 4% 4% 8% 

15 3% 0% 9% 

16 1% 2% 9% 

17 6% 0% 8% 

18 4% 0% 9% 

19 1% 0% 10% 

20 0% 2% 2% 

21 0% 0% 4% 

22 1% 0% 0% 

.647—correlation between generation and acculturation 
level 

Note: Percentages shown are percent of column total. 
Column percentage totals greater or less than 100% 
are due to rounding error. 

distance from immigration (e.g., first generation, second 

generation, etc.). The correlation of .647 between 

generation and acculturation level was significant at the 
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.001 level. This correlation indicated that there was a 

strong positive association between the two variables. 

The summated acculturation scores were collapsed into 

three categories in Appendix I, Table 1, in order to observe 

which of the three groups were more highly acculturated. 

The Vietnamese group was the least acculturated with eighty-

four percent having an acculturation score between six and 

eleven. The Chinese group scored the highest in 

acculturation with twenty-six percent having an 

acculturation score between eighteen and twenty-two. 

Kendall's Rank-Order Correlation Coefficients 

(Kendall's T) , segregated by national origin, were then 

computed for each food product to determine if the 

consumption rates were related to level of acculturation. 

The correlations for the Korean sample with corresponding £-

Values are presented in Appendix I, Table 2. 

The findings indicated that there was a significant 

positive relationship between three of the foods (e.g., 

cheese, regular and diet drinks) and level of acculturation 

for the Korean group. The higher the acculturation level, 

the more the product was consumed. No significant 

relationship existed between acculturation level and the 

consumption rates of potato chips and cereal. 

The relationship between Vietnamese consumption rates 

and acculturation level was investigated next (See 

Appendix I, Table 3). The association between 
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acculturation level and Vietnamese food consumption rates 

was very weak. The positive correlation between regular 

soft drink consumption and acculturation was the only 

relationship that proved to be significant. 

The correlations computed for the Chinese group 

indicated that a significant positive relationship existed 

between four of the products and acculturation level (See 

Appendix I, Table 4). The relationships between cheese, 

regular and diet soft drinks, and potato chip consumption, 

by acculturation, all proved to be significant. These 

positive correlations indicated that as acculturation level 

increased, the food consumption rates increased. 

Correlation Comparisons 

Hypothesis testing using the normal distribution (z) 

and a pooled variance was then conducted for the four 

significant products (e.g., cheese, regular and diet drinks, 

potato chips) to determine if the national origin groups 

differed significantly from one another. The computed test 

statistic values are found in Table 5 in Appendix I. The 

results of the hypothesis tests are presented in Table 9. 

The correlations found in Appendix I, Tables 2-4 are 

consolidated in Table 9, and they are identified as to 

whether or not a significant difference was found between 

the two groups being compared. 

The relationship between level of acculturation and 

cheese consumption for all three groups differed 
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Table 9 
Correlation Comparisons Between 

Food Consumption Rates and Level of Acculturation 

Food 

Korean 
VS. 

Vietnamese 

Korean 
Vs. 

Chinese 

Chinese 
Vs. 

Vietnamese 

.315 .315 .281 
vs. vs. vs. 

Cheese -.100* .281* -.100* 

.202 .202 .236 
Regular vs. vs. vs. 
Drinks .183 .236* .183* 

.252 .252 .343 
Diet vs. vs. vs. 
Drinks .101* .343 .101* 

.028 .028 .381 
Potato vs. vs. vs. 
Chips .013 .381* .013* 

* significant difference at the .05 level 

significantly. The Korean group had a significantly-

stronger correlation (.315) than either the Vietnamese or 

Chinese groups. The correlations for the Chinese and Korean 

groups were both positive denoting that as level of 

acculturation increased, cheese consumption increased. The 

relationship between Vietnamese consumption and 

acculturation was a negative one, indicating less cheese 

consumption with higher levels of acculturation. There was 

also a significant difference found between the Chinese and 

Vietnamese groups. The correlation was found to be stronger 

for the Chinese group. 
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The correlation between level of acculturation and soft 

drink consumption was found to be strongest for the Chinese 

group (.236). The Chinese group differed significantly from 

both the Korean and Vietnamese groups. The association was 

a positive one indicating the as acculturation level 

increased, soft drink consumption increased. No significant 

difference was found between the Korean and Vietnamese 

groups. 

The relationship between diet soft drink consumption 

and level of acculturation was the weakest for the 

Vietnamese group (.101). This group differed significantly 

from both the Korean and Chinese groups which had stronger 

positive correlations. The Chinese group had the strongest 

correlation (.343), but it was not significantly different 

from that of the Korean group. 

The Chinese group had the strongest correlation between 

acculturation level and potato chip consumption (.381). The 

correlation was positive indicating that as acculturation 

level increased, so did potato chip consumption. The 

correlation was significantly different from both the Korean 

and Vietnamese groups' correlations. There was no 

significant difference found between the Korean and 

Vietnamese groups. It appears, in some cases, that culture 

does influence the degree of association between 

acculturation level and consumption. 
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Hypothesis 3: 

There are differences among Asian-Americans in their 
food consumption rates based on demographic variables. 

Differences were found among the three groups based on 

the demographic variables; therefore the implied null 

hypothesis was rejected. A discussion relevant to the 

significance of each of the four demographic variables is 

presented, as well as a discussion of the Kendall's Partial 

Correlation Coefficient results. 

Relationship Between Gender and Consumption Rates 

Kruskall-Wallis ANOVA's, segregated by national origin, 

were performed to determine if food consumption rates 

differed based on the nominal variable, gender. The only 

significant K-W ANOVA existed for Korean regular soft drink 

consumption. The mean ranks in Table 10 show that Korean 

males drink significantly more soft drinks than the females. 

Table 10 
Relationship Between Korean 

Food Consumption Rates By Gender 

Food 
(Mean Rank) 

(Male) 
Mean Rank 
(Female) 

E-Value 

Cheese 34.07 36.08 .6608 

Regular 
Drinks 39.61 29.67 .0257* 

Diet Drinks 37. 32 32.31 .2835 

Potato Chips 37.61 31.98 .1914 

Cereal 30.95 39.69 .0610 

* significant at the .05 level 
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The majority of Korean men (54%) drink one to six cans per 

week, whereas the majority of Korean women (47%) drink only 

one to three cans per month (See Appendix J, Table 1). 

Tables 11-12 show the relationships between food consumption 

rates and gender for the Vietnamese and Chinese samples. 

Table 11 
Relationship Between Vietnamese 
Food Consumption Rates By Gender 

Pood 
Mean Rank 
(Male) 

Mean Rank 
(Female) E-Value 

Cheese 25.78 26.44 .8668 

Regular 
Drinks 27.87 22.26 .1360 

Diet Drinks 25.16 27.68 .5505 

Potato Chips 25.37 27.26 .6493 

Cereal 25.85 26.29 .9186 

Table 12 
Relationship Between Chinese 

Food Consumption Rates By Gender 

Pood 
Mean Rank 
(Male) 

Mean Rank 
(Pemale) E-Value 

Cheese 64.13 75.35 .0848 

Regular 
Drinks 68.81 68.01 .9026 

Diet Drinks 68.22 68.94 .9135 

Potato Chips 68.96 67.77 .8498 
Cereal 68.39 68.68 .9645 
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Multiple Comparisons; 

Because Korean regular soft drink consumption by gender 

was the only K-W ANOVA which proved to be significant, no 

multiple comparisons among the groups were conducted. 

Relationship Between Age and Consumption Rates 

Kendall's T, segregated by the three national origin 

groups, was calculated for each of the food products by age. 

When significant, cross-tabulations of the consumption rates 

by age group are reported. 

Korean Group 

Table 13 depicts the statistical relationship between 

Korean food consumption rates and age level. The 

relationships which proved significant existed between 

cheese, diet drink, and cereal consumption rates by age. 

All three of the correlations were negative representing an 

inverse relationship. As the Koreans' reported age levels 

increased, less of the products were consumed. 

The heaviest Korean consumers of cheese were between 

the ages of twenty-two and twenty-nine (See Appendix J, 

Table 2). Fifty-five percent of this age group reported 

that they eat cheese one to three times per week. Forty 

percent of the forty to forty-nine age group stated that 

they had either never tried cheese or do not eat it anymore. 

Forty-three percent of the fifty-plus age group stated that 

they no longer eat cheese. 
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Table 13 
Relationship Between Korean 
Food Consumption Rates By Age 

Food Correlation p-Value 

Cheese -.360 .0001* 

Regular Drinks -.139 .0710 

Diet Drinks -.384 .0001* 

Potato Chips -.150 .0504 

Cereal -.214 .0156* 

* significant at the .05 level 

The youngest Korean age group (22-29 years) were the 

heaviest consumers of diet soft drinks (See Appendix J, 

Table 3). Twenty-five percent reported that they drink one 

to three cans of diet soft drinks per day. The majority of 

the three older age groups stated that they had not tried 

diet drinks, or had tried them, but no longer drink them. 

One hundred percent of the fifty-plus group responded in 

this manner. 

Koreans between the ages of twenty-two and twenty-nine 

were the heaviest consumers of cereal (See Appendix J, Table 

4). Sixty percent reported that they eat between one and 

six bowls of cereal per week. The thirty to thirty-nine age 

group was second in terms of cereal consumption with forty-

five percent of this group stating that they eat one to six 

bowls per week. It is interesting to note that forty-three 

percent of the fifty-plus group stated that they had tried 

cereal, but do not eat it anymore. 
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Vietnamese Group 

Table 14 presents the correlations between Vietnamese 

food consumption rates by age level, along with the 

corresponding p-Values. Cheese, diet drink, and potato chip 

consumption differed significantly by age. All three of the 

correlations were negative indicating that as age level 

increased, less of the product was consumed. 

Table 14 
Relationship Between Vietnamese 
Food Consumption Rates By Age 

Pood Correlation p-Value 

Cheese -.170 .0494* 

Regular Drinks -.032 .3692 

Diet Drinks .232 .0173* 

Potato Chips -.262 .0080* 

Cereal .022 .4208 

* significant at the .05 level 

Among the Vietnamese, twenty-two to twenty-nine year 

olds were the heaviest consumers of cheese (See Appendix J, 

Table 5). Sixty-three percent reported eating cheese one to 

six times per week. This group was followed very closely 

by the forty to forty-nine age group with sixty percent 

reporting that they eat cheese one to three times 

per week. One-hundred percent of the fifty-plus group 

stated that they eat cheese one to three times per month. 
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Among the Vietnamese, as the reported age level 

increased, more diet beverages were consumed (See Appendix 

J, Table 6). The heaviest consumers of diet drinks were the 

fifty-plus group with thirty-three percent reporting that 

they drink one to six cans per week. The majority of the 

other three age groups reported that they had never tried 

diet soft drinks or had tried them, but do not drink them 

anymore. 

Among the Vietnamese, the heaviest consumers of potato 

chips were the youngest age group (See Appendix J, Table 

7). Fifty-three percent reported that they eat potato chips 

one to three times per week. As the age level increased 

less of the product was consumed. None of the fifty-plus 

group stated that they eat potato chips on a weekly basis. 

Chinese Group 

The statistical relationships between Chinese food 

consumption rates and age is presented in Table 15. Cheese, 

diet drink, and cereal consumption rates differed 

significantly by age. The relationships between cheese and 

diet drink consumption rates by age was negative indicating 

that as the reported age level increased, less of the 

product was consumed. The relationship between cereal 

consumption and age was a positive one. 

The youngest Chinese age group (22-29) were the 

heaviest consumers of cheese (See Appendix J, Table 8). A 

total of thirty-six percent reported that they eat cheese 
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Table 15 
Relationship Between Chinese 
Food Consumption Rates By Age 

Pood Correlation p-Value 

Cheese -.190 .0027* 

Regular Drinks -.005 .2091 

Diet Drinks -.124 .0388* 

Potato Chips -.013 .4214 

Cereal .145 .0194* 

* significant at the .05 level 

four to six times per week (29%) or one or more times per 

day (7%). As the reported age level increased, less cheese 

was consumed. Twenty-five percent of the fifty-plus group 

stated that they had eaten cheese in the past, but no longer 

do so. 

The relationship between diet soft drink consumption 

and age level was also negative indicating that as age 

increased, fewer cans of diet beverages were consumed. 

The youngest Chinese age group contained the heaviest 

consumers of diet soft drinks (See Appendix J, Table 9). 

Fifty percent reported that they drink one to six cans per 

week. The majority of the other three age groups reported 

that they had never tried diet beverages or had tried them, 

but do not drink them now. 

The relationship between cereal consumption and age was 

positive which indicated that as the age level increased, 

the reported consumption rate of cereal increased (See 
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Appendix J, Table 10). The fifty-plus group reported the 

highest consumption rate of cereal. Forty-six percent 

stated that they eat one to three bowls per week. The 

youngest age group reported consuming the least amount of 

cereal. Forty-three percent of them stated that they no 

longer eat cereal. 

Correlation Comparisons 

Post hoc multiple comparisons for the four products 

which proved significant (e.g., cheese, diet drinks, potato 

chips, cereal) were conducted to determine if the three 

groups differed significantly based on age. The 

correlations are shown in Table 16 and the test statistic 

values found in Table 17 depict whether a significant 

difference was found between the two groups being compared. 

The Korean group differed significantly in their cheese 

consumption from both the Chinese and Vietnamese 

groups based on age. The Koreans had a significantly 

stronger correlation (-.360). The negative relationship 

indicated that as reported age level increased, cheese 

consumption declined. There was no significant difference 

found between the Chinese and Vietnamese groups. 

The correlation between age level and diet soft drink 

consumption was the strongest again for the Korean group 

(-.384). The relationship was negative indicating that as 

age level increased, diet drink consumption decreased. They 

differed significantly from both the Vietnamese and Chinese 
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Table 16 
Correlation Comparisons Between 
Food Consumption Rates and Age 

Korean Korean Chinese 
Vs. Vs. Vs. 

Food Vietnamese Chinese Vietnamese 

-.360 -.360 -.190 
vs. vs. vs. 

Cheese -.170 -.190 -.170 

-.384 -.384 -.124 
Diet vs. vs. vs. 
Drinks .232 -.124 .232 

-.150 -.013 
Potato vs. vs. 
Chips -.262 n/a -.262 

-.214 -.214 .145 
vs. vs. vs. 

Cereal .022 .145 .022 

Table 17 
Z-Scores for Multiple Comparisons Based Age 

Food 

Korean 
vs. 

Vietnamese 

Korean 
vs. 

Vietnamese 

Chinese 
vs. 

Vietnamese 

Cheese 

Diet Drinks 

Potato Chips 

Cereal 

11.37* 

36.84* 

6.67* 

14.14* 

15.34* 

23.51* 

N/A 

32.45* 

1.43 

24.79* 

17.31* 

8.5* 

* significant at the .05 level 

groups. The Vietnamese had a significantly stronger 

correlation (.232) than the Chinese (-.124). 

The Vietnamese group had the only significant 

correlation between potato chip consumption and age (-.262) 
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Therefore their correlation was significantly stronger than 

both the Korean and Chinese groups. No comparison was 

conducted between the Korean and Chinese groups because 

potato chip consumption by age had proven to be 

insignificant for both groups. 

The relationship between cereal consumption and age was 

strongest for the Korean group (-.214). As Korean age level 

increased, cereal consumption decreased. They differed 

significantly from both the Vietnamese and Chinese groups 

which both had positive correlations. The Chinese had a 

significantly stronger correlation than the Vietnamese 

group. The correlation was a positive one indicating that 

as age level increased, cereal consumption did also. 

Relationship Between Income and Consumption Rates 

Income level was the second ordinal demographic 

variable that was investigated. Kendall's T, segregated by 

the three national origin groups was calculated for each of 

the food products by income level. 

Korean Group 

Table 18 depicts the statistical relationships between 

Korean food consumption rates and income level. The 

correlation between potato chip consumption rate and income 

level was the only relationship which was significant. The 

correlation was negative indicating that as income level 

increased, Korean potato chip consumption decreased. 
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Table 18 
Relationship Between Korean 

Food Consumption Rates By Income Level 

Food Correlation p-Value 

Cheese -.031 .3829 

Regular Drinks .145 .0785 

Diet Drinks -.118 .1362 

Potato Chips -.188 .0290* 

Cereal -.155 .0752 

* significant at the .05 level 

Koreans having an income level of $32,000-$42,999 had 

the greatest consumption rate of potato chips (See Appendix 

K, Table 1). Sixty-nine percent reported that they eat them 

one to three times per month. A total of thirty-nine 

percent of the Koreans having an income of $54,000 or 

greater reported that they had never tried potato chips 

(7%) , or had tried them, but do not eat them any longer 

(32%). 

Vietnamese Group 

Table 19 presents the correlations between Vietnamese 

food consumption rates and income level along with the 

corresponding p-Values. Regular soft drink and potato chip 

consumption differed significantly by income level. Both of 

the correlations were negative indicating that as Vietnamese 

income increased, less of the products were consumed. 

The heaviest Vietnamese consumer group had a household 

income ranging from $43,000-$53,999 (See Appendix K, Table 
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Table 19 
Relationship Between Vietnamese 

Food Consumption Rates By Income Level 

Food Correlation ErValue 

Cheese -.044 .3493 

Regular Drinks -.252 .0113* 

Diet Drinks .062 .3079 

Potato Chips -.228 .0316* 

Cereal .086 .2482 

* significant at the .05 level 

2). Seventy-eight percent reported that they drink one to 

six cans per week. However, if the last three consumption 

rate categories are collapsed, the consumption decreased as 

income level increased. Eighty-three percent of the lowest 

income group was included in these three categories. 

Seventy-eight percent of the middle-income group and sixty-

one percent of the highest income group fell into these 

three consumption categories. 

The relationship between Vietnamese potato chip 

consumption and income level was also negative indicating 

that as reported household income level increased, potato 

chip consumption declined. The group reporting an income 

level of $43,000-$53,999 consumed potato chips the least 

(See Appendix K, Table 3). Fifty-six percent stated that 

they had eaten potato chips before, but no longer do. 
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Chinese Group 

The statistical relationship between Chinese food 

consumption rates and income level is presented in Table 20. 

The relationship between regular soft drink consumption and 

income was the only significant correlation (-.136). The 

inverse relationship indicated that as income increased, 

regular soft drink consumption decreased. 

Table 20 
Relationship Between Chinese 

Food Consumption Rates By Income Level 

Pood Correlation E-Value 

Cheese -.083 .1219 

Regular Drinks -.136 .0288* 

Diet Drinks .108 .0689 

Potato Chips -.056 .2046 

Cereal -.018 .3992 

* significant at the .05 level 

If the last three consumption rate categories are 

collapsed, seventy-six percent of the low-income 

are included in these response classifications (See Appendix 

K, Table 4). Fifty-seven percent of the middle-income group 

and fifty-two percent of the high-income group were included 

in these categories. 

Correlation Comparisons 

Post hoc multiple comparisons for regular soft drinks 

and potato chips were conducted to determine which of the 
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three national origin groups differed significantly based on 

income level. The correlations are shown in Table 21 and 

the test statistic values found in Table 22 depict whether a 

significant difference was found between the two groups 

being compared. 

Table 21 
Correlation Comparisons Between 

Consumption Rates By Income Level 

Korean Korean Chinese 
Vs. Vs. Vs. 

Food Vietnamese Chinese Vietnamese 

.145 . 145 -.136 
Regular vs. vs. vs. 
Drinks -.2 52 -.136 -.252 

-.188 -.188 -.056 
Potato vs. vs. vs. 
Chips -.228 -.056 -.228 

Table 22 
Z-Scores for Multiple Comparisons 2-ised on Income 

Food 

Korean 
vs. 

Vietnamese 

Korean 
vs. 

Chinese 

Chinese 
vs. 

Vietnamese 

Regular 
Drinks 23.76* 25.45* 8.07* 

Potato 
Chips 2.38* 11.88* 11.92* 

* significant at the .05 level 

The relationship between regular soft drink consumption 

and income level was the strongest for the Vietnamese group 
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(-.252). The relationship was an inverse one and the 

correlation was significantly stronger than that of either 

the Korean or Chinese groups. The Chinese group also 

differed significantly from the Korean group. As Korean 

income level increased, soft drink consumption increased. 

However, as Chinese income level increased, less of the 

product was consumed. 

The Vietnamese group also had the strongest correlation 

between potato chip consumption and income level (-.228). 

The negative correlation differed significantly from both 

the Korean and Chinese groups. The Korean group, with a 

correlation of -.188, differed significantly from the 

Chinese group's correlation of -.056. All of the 

correlations were negative indicating that as income level 

increased for all groups, potato chip consumption decreased. 

Relationship Between Education and Consumption Rates 

Educational level was the last ordinal demographic 

variable that was investigated. Kendall's T, segregated by 

national origin, was calculated for each of the products by 

educational level. The correlations between educational 

level and food consumption rates were very weak. Only one 

product (e.g., cereal) proved significant for one of the 

national origin groups. 

Korean Group 

Table 23 shows the Korean sample's correlations and 

corresponding p-Values. The only significant correlation 
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existed between cereal consumption and education (-.165). 

The negative association indicated that as Korean 

educational level increased, cereal consumption decreased. 

Table 23 
Relationship Between Korean 

Food Consumption Rates By Educational Level 

Food Correlation ja-Value 

Cheese -.001 .4951 

Regular Drinks -.063 .2351 

Diet Drinks .029 .3745 

Potato Chips . 082 .1676 

Cereal -.165 .0372* 

* significant at the .05 level 

Table 24 presents the percentage of Koreans in each of 

the cereal consumption rate categories. The college 

graduate group reported consuming the most amount of cereal 

with forty percent eating one to three bowls per week. Only 

twenty-eight percent of the graduate degree group reported 

that they eat the same amount. No Koreans having completed 

some graduate work reported they eat more than one to three 

bowls of cereal per month. 

Vietnamese Group 

Table 25 presents the correlations and ̂ -Values 

existing between Vietnamese food consumption rates and 

educational level. None of the correlations proved 

significant at the .05 level, indicating that education and 
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food consumption rates were not related for the Vietnamese 

sample. 

Table 24 
Korean Cereal Consumption 
Rates By Educational Level 

Descriptor 
College 
Graduate 

Graduate 
Work 

Graduate 
Degree 

Never 0% 33% 0% 

Not Now 14% 0% 24% 

1-3 bowls 
per month 20% 67% 41% 

1-3 bowls 
per week 40% 0% 28% 

4-6 bowls 
per week 20% 0% 3% 

1+ bowls 
per day 6% 0% 3% 

Note:: Percentage totals are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 

Table 25 
Relationship Between Vietnamese 

Food Consumption Rates By Educational Level 

Food Correlation p-Value 

Cheese -.129 .1099 

Regular Drinks .002 .4908 

Diet Drinks .103 .1779 

Potato Chips -.146 .0941 

Cereal .016 .4442 
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Chinese Group 

The statistical relationship between Chinese food 

consumption rates and educational level is depicted in Table 

26. At the .05 significance level, none of the correlations 

were significant, indicating that food consumption rates and 

educational level were not related for the Chinese sample. 

Table 2 6 
Relationship Between Chinese 

Food Consumption Rates By Educational Level 

Food Correlation p-Value 

Cheese -.072 .1573 

Regular Drinks -.089 .1092 

Diet Drinks -.053 .2348 

Potato Chips -.114 .0503 

Cereal .115 .0586 

Correlation Comparisons 

At the .05 significance level, the Korean group had the 

only significant relationship between cereal consumption and 

educational level. Therefore, it was not necessary to 

conduct comparisons. 

Kendall's Partial Correlation Coefficients' Results 

First-order Kendall's PCC's were calculated to 

determine if correlations between rate of consumption and 

the demographic variables and acculturation were 

significantly influenced by a covariate. Only one partial 
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correlation proved significantly different from the original 

correlation at the .05 level. The partial correlation 

between Vietnamese cheese consumption and educational level 

controlling for acculturation was -.121. However, neither 

the original correlation of -.129 nor the partial 

correlation were significantly different from zero. All of 

the calculated PCC's with the corresponding Z-scores are 

listed , in Appendix L. 

Hypothesis 4: 

There are differences among Asian-Americans in their 

perceptions of food sensory properties. 

The implied null hypothesis was rejected which 

indicated that perceptual differences did exist. Sensory 

properties related to two of the products (e.g., cheese and 

potato chips) were significantly different among the three 

national origin groups. 

Likert scales related to food sensory properties for 

each product were used in the guestionnaire to gather the 

information. Each individual food sensory property was 

treated as a dependent variable, and the independent factor 

was national origin membership. A MANOVA was fit for each 

food product to determine if differences existed among the 

three national origin groups. The results are presented in 

Table 27. 

Two of the MANOVA's related to food sensory properties 

were significant (e.g., cheese and potato chips). 
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Table 27 
MANOVA Results Related 

to Food Sensory Properties 

Food Pillais Test 
Hotellings 

T Test Wilks Test 

Cheese .040* .035* .037* 

Regular 
Drinks .269 . 266 .268 

Diet Drinks .061 .057 .059 

Potato Chips .000* .000* .000* 

Cereal .306 .309 .308 

* significant at the .05 level 

Univariate ANOVA's were conducted for each of the food 

sensory properties related to these two products. Scheffe's 

contrasts were then computed for the dependent variables 

proving to be significant. 

The F-test results for sensory properties related to 

cheese are presented in Appendix M, Table 1, along with the 

multiple comparison findings. Two of the univariate ANOVA's 

proved significant. The sensory properties related to 

digestive reaction and texture were both significant at the 

.05 level. Appendix M, Table 2, presents the mean scores by 

national origin group for these two food sensory properties. 

The Likert scale related to the sensory property of 

digestive reaction stated, "Cheese upsets my stomach." Only 

two groups differed significantly from one another. The 

Korean mean score of 3.79 differed significantly from the 
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Chinese mean score of 4.13. None of the other multiple 

comparisons were significantly different. 

Frequency distributions by national origin were 

computed in order to observe the distribution of responses 

related to the digestive reaction of cheese. A total of 

sixty-nine percent of the Koreans either disagreed with 

"cheese upsets my stomach," (46%) or strongly disagreed 

(23%) (See Appendix M, Table 3). A significantly larger 

percentage of the Chinese responded in this manner (83%). 

Forty-three percent of this group disagreed and forty 

percent strongly disagreed with this statement. 

Statistically significant differences were also found 

to be related to the sensory property of texture. The 

Likert scale related to this characteristic stated, "I do 

not like the texture of cheese." The Korean group differed 

significantly from both the Vietnamese and Chinese groups 

(See Appendix M). The mean scores found in Appendix M, 

Table 2, show that the Korean group had a significantly 

lower score of 3.3 3 than the Vietnamese (3.90) and the 

Chinese (3.70) groups. 

A larger percentage of the Korean group (32%) responded 

neutrally to the cheese texture statement (See Appendix M, 

Table 4). A larger majority of the Vietnamese and Chinese 

groups either disagreed or strongly disagreed with the 

statement, "I do not like the texture of cheese." 
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The second MANOVA which proved significant was related 

to the sensory properties of potato chips (See Table 27). 

Univariate ANOVA's were conducted, and the F-test results 

found in Table 28 show that seven of the variables were 

significant. The mean scores by national origin group for 

these variables are presented in Appendix M, Table 5. 

Table 28 
ANOVA and Multiple Comparison Results 

Related to Potato Chip Sensory Properties 

Likert 
Statements F-test 

Koreans 
vs. 
Viet. 

Koreans 
vs. 

Chinese 

Viet, 
vs. 

Chinese 

Upset my 
stomach .340 n/a n/a n/a 

Taste good .000* no yes no 

Like corn chip 
flavor .042* no yes no 

Like cheese 
chip flavor .012* yes yes no 

Like Mexican 
chip flavor .013* no yes no 

Don't like 
texture .001* no yes yes 

Like the 
aftertaste .000* no yes no 

Too salty .000* no yes yes 

* significant at the .05 level 

The Likert scale related to the sensory property of 

taste stated, "Potato chips taste good." The Korean mean 

score of 2.39 differed significantly from the Chinese score 
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of 1.94. Eighty-eight percent of the Chinese group 

responded positively to the statement (See Appendix M, Table 

6). Sixty-five percent of the Korean group responded in 

that manner. 

The Likert scale related to the second significant 

variable stated, "I like the flavor of corn chips." As 

shown in Table 28, the Koreans differed significantly from 

the Chinese in their responses. The Korean group had a mean 

score of 2.57 and the Chinese group's score was 2.29 (See 

Appendix M, Table 5). A larger percentage of the Chinese 

(68%) responded favorably to "I like the flavor of corn 

chips" (See Appendix M, Table 7). Fifty-one percent of the 

Korean group responded in that manner. 

The third variable found to be significant was related 

to whether or not the Asian-Americans liked cheese-flavored 

chips. The statement on the questionnaire was, "I like the 

flavor of cheese-flavored chips. As shown in Table 28, the 

Koreans differed significantly from both the Vietnamese and 

Chinese groups. The Korean score of 2.92 was significantly 

higher than that of the Vietnamese (2.49) and the Chinese 

(2.57) (See Appendix M, Table 5). A larger percentage of 

the Korean sample (35%) responded neutrally to the statement 

(See Appendix M, Table 8). 

There was a significant difference between two of the 

groups based on their responses to, "I like the flavor of 

Mexican chips." The Korean group differed significantly 
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from the Chinese group (See Table 28). The Korean mean 

score of 3.07 was significantly higher that the Chinese 

score of 2.64 (See Appendix M, Table 5). The majority of 

the Chinese group (53%) responded in a positive manner to 

the statement (See Appendix M, Table 9). Only thirty-three 

percent of the Korean group responded that they liked 

Mexican chips. 

A significant difference was also found among the 

groups in the manner in which they responded to the 

statement, "I do not like the texture of potato chips" (See 

Table 28). The Chinese group differed significantly from 

both the Korean and Vietnamese groups. The Chinese group 

had a significantly higher mean score (3.80) than the Korean 

(3.40) and Vietnamese groups (3.49) (See Appendix M, Table 

5). A larger majority of the Chinese (75%) responded in a 

negative manner to this statement (See Appendix M, Table 

10) . 

The sixth significant variable was related to whether 

or not the Asian-Americans liked potato chip aftertaste. 

The Likert statement was, "Potato chips have a pleasing 

aftertaste. The Chinese differed significantly from the 

Koreans in their responses (See Table 28). The mean scores 

found in Appendix M, Table 5, indicate that the Korean group 

had a significantly higher mean score (2.95) than the 

Chinese (2.49). The majority of the Korean group (61%) 

responded neutrally to the statement, whereas, the majority 
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of the Chinese (56%) responded in a positive manner (See 

Appendix M, Table 11). 

The last significant univariate ANOVA was related, to 

the saltiness of potato chips. The statement on the 

questionnaire read, "Potato chips are too salty." The 

Chinese group's responses differed significantly from both 

the Korean and Vietnamese responses (See Table 28). The 

Chinese mean score of 2.61 was significantly higher than 

that of the Korean (2.14) and the Vietnamese (2.17) (See 

Appendix M, Table 5). A much larger majority of the Korean 

(72%) and Vietnamese groups (77%) agreed with the statement 

(See Appendix M, Table 12). In comparison, only fifty-one 

percent of the Chinese agreed with the statement. 

Hypothesis 5: 

There are differences among Asian-Americans in their 

perceptions of nutritional properties. 

This implied null hypothesis was rejected which 

indicated that perceptual differences did exist. 

A MANGVA was fit for four of the products to determine 

if perceptual differences existed among the three national 

origin groups. The results are presented in Table 29. 

Three of the MANOVA's were significant (e.g., cheese, 

regular drinks, and cereal). 

Only one item on the questionnaire related to the 

nutritional quality of diet soft drinks. Therefore, ANOVA 

was used to determine if significant perceptual differences 
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Table 29 
MANOVA Results Related to Nutritional Properties 

Pood Pillais Test 
Hotellings 

T Test Wilks Test 

Cheese 

Regular 
Drinks 

Potato Chips 

Cereal 

.023* 

.011* 

.327 

. 0 2 6 * 

.021* 

.010* 

.326 

.025* 

. 0 2 2 * 

.011* 

.327 

.025* 

* significant at the .05 level 

existed among the three groups. The Likert statement was, 

"Diet soft drinks are nutritious." This item proved 

insignificant with a p-Value of .242. 

Univariate ANOVA's were conducted for each of the 

nutritional properties related to the three significant 

products. When applicable Scheffe's contrasts were 

computed. 

The F-test results for nutritional properties related 

to cheese are presented in Table 30 along with the multiple 

comparison findings. One of the univariate ANOVA1s proved 

significant. The nutritional property related to fat 

content was significant at the .05 level. 

The Likert statement related to the nutritional 

property of fat content stated, "Cheese is a fattening 

food." The Korean group differed significantly from the 

Chinese group in their responses. The Korean mean score of 

1.92 was significantly lower than the Chinese score of 2.33 
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Table 3 0 
ANOVA and Multiple Comparison Results 

Related to Cheese Nutritional Properties 

Likert 
Statements P-test 

Koreans 
vs. 

Viet. 

Koreans 
vs. 

Chinese 

Viet, 
vs. 

Chinese 

Cheese is 
fattening. .004* no yes no 

Cheese is 
nutritious. .754 n/a n/a n/a 

* significant at the .05 level 

(See Appendix N, Table 1). A larger majority of the Korean 

group (76%) responded positively to the statement (See 

Appendix N, Table 2). Sixty-five percent of the Chinese 

responded in this manner. 

The second MANOVA which proved significant was related 

to the nutritional properties of regular soft drinks (See 

Table 29) . The univariate ANOVA results along with the 

multiple comparisons are shown in Table 31. The nutritional 

property related to fat content was significant. The mean 

scores by national origin group for this property can be 

seen in Appendix N, Table 1. 

The Likert statement related to the fat content of 

regular drinks read, "Regular soft drinks are fattening. 

The Vietnamese group with a mean score of 2.80 differed 

significantly from the Chinese group's score of 2.23. The 

majority of the Chinese group (69%) agreed with the 
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Table 31 
ANOVA and Multiple Comparison Results 

Related to Regular Soft Drink Nutritional Properties 

Likert 
Statements F-test 

Koreans 
vs. 

Viet. 

Koreans 
vs. 

Chinese 

Viet. 
vs. 

Chinese 

Regular drinks 
are fattening .002* no no yes 

Regular drinks 
are nutritious .200 n/a n/a n/a 

* significant at the .05 level 

statement, whereas, only 41% of the Vietnamese responded in 

that manner (See Appendix N, Table 3). 

The last significant MANOVA was related to the 

nutritional properties of cereal (See Table 29). Table 32 

shows the univariate ANOVA's and multiple comparison 

results. The property of nutritional quality was 

significant at the .05 level. 

Table 32 
ANOVA and Multiple Comparison Results 

Related to Cereal Nutritional Properties 

Likert 
Statements P-test 

Koreans 
vs. 

Viet. 

Koreans 
vs. 

Chinese 

Viet, 
vs. 

Chinese 

Pre-sweetened 
cereal is more 
nutritious... .006* no no yes 

Pre-sweetened 
cereal is more 
fattening... .193 n/a n/a n/a 

* significant at the .05 level 
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The Likert scale related to the nutritional quality of 

cereal stated, "Pre-sweetened cereal is more nutritious than 

unsweetened cereal." The Vietnamese mean score of 3.39 was 

significantly lower than the Chinese group's score of 3.83 

(See Appendix N, Table 1). A larger percentage of the 

Chinese group (68%) responded in a negative manner to the 

statement (See Appendix N, Table 4). Only forty-nine 

percent of the Vietnamese group responded in the same 

fashion. 

Hypothesis 6: 

There are differences among Asian-Americans in their 

perceptions of cultural acceptability. 

The implied null hypothesis was rejected which 

indicated that the Asian-Americans participating in this 

study did differ based on their perception of the cultural 

acceptability of one or more products. 

ANOVA was used to determine the differences that 

existed among the three groups. The computed mean scores of 

the three groups for each of the five food products are 

presented in Table 33. Table 34 shows that statistically 

significant differences were found among the three groups 

for two of the products (e.g., cheese and diet soft drinks). 

The Likert scale on the questionnaire related to the 

cultural acceptability of cheese stated, "Asians typically 

do not. eat cheese." Scheffe's contrasts were computed to 

determine which of the three groups differed significantly 
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Table 33 
Cultural Acceptability Mean Scores By National Origin 

Pood Korean Vietnamese Chinese 

Cheese 2.81 2.98 2.54 

Regular 
Drinks 3.44 3.76 3.70 

Diet Drinks 3.57 3.82 3.30 

Potato Chips 3.36 3.37 3.55 

Cereal 3.26 3.00 3.20 

Cultural 
Table 34 

Acceptability Multiple Comparisons 

Food p -Value 

Koreans 
Vs. 

Vietnamese 

Koreans 
Vs. 

Chinese 

Vietnamese 
vs. 

Chinese 

Cheese .017* no no yes 

Regular 
Drinks .104 no no no 

Diet 
Drinks .000* no no yes 

Potato 
Chips .206 no no no 

Cereal .291 no no no 

* significant at the .05 level 

based on this statement. Only two groups differed 

significantly from one another. The Vietnamese mean score 

of 2.98 differed significantly from the Chinese mean score 

of 2.54. None of the other multiple comparisons were 

significant. 
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Frequency distributions were computed in order to 

observe the actual distribution of responses related to the 

cultural acceptability of cheese (See Appendix O, Table 

1). Fifty percent of the Chinese sample agreed with the 

statement that "Asians typically do not eat cheese.11 Forty-

five percent of the Vietnamese group responded neutrally to 

this statement. 

Statistically significant differences were also found 

for the cultural acceptability of diet soft drinks (See 

Tables 33 and 34). The Likert scale on the questionnaire 

related to the cultural acceptability of diet beverages 

stated, "Asians frequently drink diet soft drinks." Only 

the Vietnamese and Chinese groups differed significantly 

from one another. The Vietnamese group had a mean score of 

3.82 and the Chinese* group's mean score was 3.30. 

A total of sixty-two percent of the Vietnamese sample 

either disagreed (37%) or strongly disagreed (25%) that 

Asians frequently drink diet soft drinks. The majority of 

the Chinese group (51%) responded neutrally to this 

statement (See Appendix 0, Table 2). No other multiple 

comparisons were significantly different. 



CHAPTER V 

CONCLUSIONS AND RECOMMENDATIONS 

The purpose of this study was two-fold. First, to 

identify whether Asian-Americans having higher than average 

levels of income and education represent an appropriate 

target market for certain food products. Secondly, to 

determine the influence of national origin membership, 

demographic variables, and acculturation level on food 

consumption, as well, as identifying Asian-Americans' 

perceptions related to the foods' sensory and nutritional 

qualities and cultural acceptability. 

The segmentation framework presented in this chapter is 

the basis for a discussion of the variables which 

significantly correlated with consumption rates. A summary 

of the differences that exist among the three groups based 

on the sensory and nutritional properties and cultural 

acceptability of the products is also presented. In the 

instances where no significant differences were found, 

additional information not reported as results in Chapter 

IV, will be provided to show if the respondents felt 

positively or negatively toward the products. Conclusions 

pertain only to the sample chosen for this study. 

151 
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The framework and related information will provide 

general insight into how one part of the Asian-American 

market might be segmented. This information may enable food 

manufacturers to make more informed decisions regarding the 

pursuit of a market group within the Asian-American 

population. 

Segmentation Frameworks 

A segmentation framework for each of the five food 

products was developed to delineate the variables that 

significantly correlate with the consumption rates of the 

three national origin groups. Specific information related 

to the food consumption patterns of each group is provided 

to ascertain the common or unique characteristics of the 

three groups. The framework presents the variables that may 

be appropriate to use when segmenting the up-scale group of 

the Asian-American population. 

Table 35 shows the significant differences that were 

found based on national origin membership by each food 

product. Significant differences were found among the three 

groups based on their consumption of regular and diet soft 

drinks and potato chips. Therefore, national origin 

membership is an appropriate segmentation variable to use 

for these three products. A discussion of these 

differences is presented in the following segmentation 

frameworks. 
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Table 35 
National Origin By Food Product 

Pood 

Koreans 
Vs. 

Vietnamese 

Koreans 
Vs. 

Chinese 

Vietnamese 
Vs. 

Chinese 

Cheese n/a n/a n/a 

Regular 
Drinks yes no no 

Diet 
Drinks yes no yes 

Potato 
Chips yes yes no 

Cereal n/a n/a n/a 

Cheese Segmentation Framework 

No significant differences were found among the Asian-

Americans in their consumption of cheese based on national 

origin membership (See Table 35). Based on this finding, 

the use of national origin membership as a segmentation 

variable alone is not appropriate. 

Two of the variables (e.g., acculturation and age) for 

the three national origin groups proved to have a 

significant relationship with cheese consumption (See Table 

36). Segregating by national origin membership, a 

significant relationship was found between level of 

acculturation and cheese consumption for two of the groups. 

The higher the acculturation level of the Korean 

and Chinese groups, the more they reported consuming the 

product. The relationship for the Korean group was 

significantly stronger than that of the Chinese. This 
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Table 3 6 
Cheese Segmentation Variables 

Variables Koreans Vietnamese Chinese 

Acculturation significant X significant 

Gender X X X 

Age significant significant significant 

Income X X X 

Education X X X 

finding does support previous information found in the 

sociological and marketing literature relevant to the 

influence of acculturation on food consumption. Based on 

the current study, acculturation level does appear to be an 

important variable to consider when defining the 

characteristics of the Asian-American market for cheese. 

No significant relationship existed among any of the 

groups in their cheese consumption based on the demographic 

variables of gender, income, and education. However, age 

did prove to be a significant variable for all three of the 

national origin groups. The findings related to age, 

segregated by national origin membership, are as follows: 

o Korean Cheese Consumption Bv Age 

As age level increased, less cheese consumption 

was reported. The heaviest consumers were between 

the ages of twenty-two and twenty-nine years of 

age with the majority reporting that they eat 

cheese one to three times per week. The older 
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Koreans ate significantly less cheese. The 

relationship between cheese consumption and age 

level for the Korean group was significantly 

stronger than either of the other two groups. 

o Vietnamese Cheese Consumption By Aae 

The youngest age group (twenty-two to twenty-nine) 

were the heaviest consumers of cheese with the 

majority reporting that they eat it one to three 

times per week. 

o Chinese Cheese Consumption Bv Aae 

The twenty-two to twenty-nine year olds were again 

the heaviest consumers of cheese with the largest 

percentage reporting that they eat cheese a 

minimum of four to six times per week. 

Based on the above findings, national origin membership 

used alone as a segmentation variable did not prove to be 

appropriate. However, when used in conjunction with 

acculturation level, a significant relationship was found. 

As the Korean and Chinese groups' acculturation level 

increased, they reported eating more cheese. Age also 

proved to be an effective segmentation variable, with the 

youngest of all three national origin groups being the 

heaviest consumers of cheese. 

With an average consumption rate of one to three times 

per month, the Asian-Americans in this study, reflect 

characteristics of an appropriate target market for cheese. 
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Therefore, these variables should be considered when 

segmenting this group of the Asian-American market. 

Summary of Findings Related to Cheese Perceptions 

Overall, the total sample responded positively to the 

statements related to the sensory properties of cheese. The 

majority of all three groups agreed that they liked the 

taste, texture, and smell of cheese. A significantly larger 

majority of the Vietnamese and Chinese groups disagreed with 

the statement, " I do not like the texture," in comparison 

to the Korean group. The majority of the total sample also 

disagreed with the statement, "Cheese upsets my stomach." A 

significantly larger percentage of the Korean group 

disagreed with this statement in comparison to the Chinese 

response. 

In response to the statements pertaining to the 

nutritional qualities of cheese, the majority of the total 

sample reported that cheese is nutritious, but fattening. A 

significantly larger majority of the Koreans than the 

Chinese responded that cheese is fattening. 

Two of the groups differed based on their perception of 

the cultural acceptability of cheese consumption. Fifty 

percent of the Chinese did agree that "Asians typically do 

not eat cheese, whereas, forty-five percent of the 

Vietnamese group responded neutrally. 
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Regular Soft Drink Segmentation Framework 

Regular soft drink consumption differed based on 

national origin group membership (See Table 35). The 

Vietnamese group reported drinking significantly more than 

the Korean group. Based on this finding, national origin 

membership is an appropriate segmentation variable, with the 

Vietnamese being the heaviest consumers of regular soft 

drinks. 

A significant relationship was found between three 

other variables and regular soft drink consumption (See 

Table 37). A significant positive relationship existed for 

all three of the groups between soft drink consumption and 

level of acculturation- The more highly acculturated the 

Asian-Americans were, the more they reported consuming soft 

drinks. The Chinese group was the most highly acculturated 

group, and they differed significantly from both the Korean 

and Vietnamese groups. 

Two of the four demographic variables proved to be 

significant, (e.g., gender and income). The only 

significant relationship existing between gender and soft 

drink consumption occurred for the Koreans. The Korean 

males reported drinking significantly more soft drinks than 

the Korean females. Based on this finding, the Korean men 

participating in this study were heavier consumers of this 

product than the females. 
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Table 37 
Regular Soft Drink Segmentation Variables 

Variables Koreans Vietnamese Chinese 

Acculturation significant significant significant 

Gender significant X X 

Age X X X 

income X significant significant 

Education X X X 

Level of income also proved to be a worthy segmentation 

variable. As income level increased, soft drink consumption 

for the Vietnamese and Chinese groups declined. The 

relationship was the strongest for the Vietnamese group. 

The heaviest Vietnamese consumer group, with a consumption 

rate of one to six cans per week, had a household income 

ranging from $43,OO0-$53,999. The demographic variables of 

education and age did not prove significant for any of the 

three national origin groups. 

The above findings show that four variables should be 

considered when segmenting this group of Asian-Americans for 

regular soft drinks. The Vietnamese reported drinking 

significantly more than the other two groups, thus 

indicating that national origin membership should be 

considered as a segmentation variable. Level of 

acculturation also is worthy of consideration. As 

acculturation increased among the three groups, reported 

consumption rates of soft drinks increased as well. Korean 
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males were found to be heavier consumers than Korean 

females, thus indicating that gender is an appropriate 

segmentation variable. Lastly, income may be another 

variable to consider using when segmenting the market, 

noting the negative relationship between income and regular 

soft drink consumption. 

With an average consumption rate of one to six cans of 

soft drinks per week, the Asian-Americans represent an 

appropriate target market for regular soft drinks. 

Therefore the aforementioned variables should be considered 

when segmenting this group of the Asian-American market. 

Summary of Findings Related to Regular Soft Drink 
Perceptions 

Overall, the three groups felt positively toward 

regular soft drinks based on the sensory properties. The 

majority of all three groups agreed that soft drinks taste 

good, and they do not upset their stomach. The largest 

percentage of all three groups also agreed that soft drinks 

have a pleasing aftertaste. However, no significant 

differences were found among the groups based on their 

sensory perceptions of soft drinks. 

There was a significant difference found between two of 

the groups based on their perceptions of the nutritional 

properties of soft drinks. The largest percentage of each 

of the three groups agreed that regular soft drinks are 

fattening. However, a significant difference was found 

between the Vietnamese and Chinese responses. A larger 
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percentage of the Chinese agreed with the statement. The 

majority of the three groups disagreed that the product was 

nutritious, but no significant difference was found in their 

responses. 

There were no differences found among the three groups 

in their response to the statement pertaining to the 

cultural acceptability of soft drink consumption. The 

majority of the total sample did not agree that Asians 

typically do not drink soft drinks. Therefore, it can be 

concluded that the sample felt that other Asians do drink 

regular soft drink beverages. 

Diet Soft Drink Segmentation Framework 

The Asian-Americans participating in this study did not 

exhibit characteristics of an appropriate target market for 

diet soft drinks. The majority of all three groups either 

stated that they had never tried diet drinks, or had tried 

them, but no longer drink them. However, there were 

consumption differences found based on national origin 

membership (See Table 35). Both the Korean and Chinese 

groups reported drinking more diet beverages than the 

Vietnamese group. 

Two variables, acculturation and age, proved 

significant by national origin membership (See Table 38). 

Level of acculturation had a significant relationship with 

diet drink consumption for two of the national origin 

groups. The more acculturated the Korean and Chinese 
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respondents were, the higher their consumption of diet 

beverages. The Chinese group reported drinking 

significantly more diet beverages than the Koreans. 

Table 38 
Diet Soft Drink Segmentation Variables 

Variables Koreans Vietnamese Chinese 

Acculturation significant X significant 

Gender X X X 

Age significant significant significant 

Income X X X 

Education X X X 

Only one demographic variable, age, had a significant 

relationship with diet soft drink consumption among the 

three groups. The findings related to age, segregated by 

national origin membership are as follows: 

o Korean Diet Soft Drink Consumption Bv Age 

The Koreans exhibited a significantly stronger 

relationship between the two variables than both 

the Vietnamese and Chinese groups. As their 

reported age level increased, fewer cans of diet 

soft drinks were consumed. The youngest Korean 

group (22-29 years old) were the heaviest 

consumers. The largest percentage reported that 

they drink one to three cans per day. 
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o Vietnamese Diet Drink Consumption Bv Age 

As age level increased, more diet drinks were 

consumed. The heaviest consumers were the fifty-

plus age group, with the largest percentage 

reporting that they drink one to six cans per 

week. 

o Chinese Diet Drink Consumption By Age 

As age level increased, fewer cans of diet 

beverages were consumed. The youngest Chinese 

group (22-29 years old) were the heaviest 

consumers of diet drinks with half reporting that 

they drink one to six cans per week. 

Based on the above findings, differences were found 

among the Asian-Americans based on national origin 

membership, acculturation, and age. Therefore, these 

variables may be appropriate when segmenting this group of 

the Asian-American market. However, these findings should 

be tempered against the fact that the majority of all three 

groups stated that they do not drink diet beverages. 

Therefore, careful consideration should be given before 

making the decision whether or not to pursue this market. 

Summary of Findings Related to Diet Drink Perceptions 

No significant differences were found among the three 

groups' sensory perceptions of diet beverages. Overall, the 

perceptions were not positive. Even though the majority of 

the three groups stated that diet drinks did not upset their 
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stomach, they did not respond positively to the statements 

related to taste and aftertaste. The largest percentage of 

each of the groups felt neutral toward the taste and 

aftertaste of diet soft drinks. 

The majority of all three groups also felt that diet 

soft drinks are not nutritious. No significant differences 

were found among the groups based on this property. 

There was a significant difference found between the 

Vietnamese and Chinese groups based on their perception of 

the cultural acceptability of diet beverages. A 

significantly larger percentage of the Vietnamese disagreed 

that Asians frequently drink diet soft drinks. The majority 

of the Chinese responded neutrally. 

Potato Chip Segmentation Framework 

Based on the segmentation variable, national origin 

membership, significant differences in potato chip 

consumption rates were found among the three groups (See 

Table 35). The largest percentage of each of the three 

groups reported that they eat potato chips one to three 

times per month. However, the Vietnamese and Chinese groups 

reported eating significantly more potato chips than the 

Koreans. The Vietnamese reported eating potato chips most 

often, but the amount was not significantly different from 

that of the Chinese. Based on this finding, the conclusion 

can be drawn that this group of the Asian-American market 

should be segmented based on national origin membership. 
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Acculturation, age, and income had significant 

relationships with potato chip consumption (See Table 39). 

A significant positive relationship was found between 

acculturation and consumption for the Chinese group. The 

more acculturated they were, the more potato chips they 

consumed. The relationship was significantly stronger than 

both the Korean and Vietnamese relationships. 

Table 39 
Potato Chip Segmentation Variables 

Variables Koreans Vietnamese Chinese 

Acculturation X X significant 

Gender X X X 

Age X significant X 

Income significant significant X 

Education X X X 

A significant negative relationship existed for the 

Vietnamese group between age and consumption. As their age 

level increased, potato chips were eaten less often. The 

heaviest consumers among the Vietnamese were the twenty-two 

to twenty-nine year olds with the majority reporting a 

consumption rate of one to three times per week. The 

Vietnamese had a significantly stronger relationship between 

the two variables than the other two groups. 

All three of the national origin groups were 

significantly different from one another based on their 
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consumption of potato chips by income level. A significant 

negative relationship was found for the Korean and 

Vietnamese groups. As their income level increased, potato 

chip consumption declined. The Vietnamese had a 

significantly stronger relationship between the two 

variables than the other two groups. The majority of the 

lower income Vietnamese group (e.g., $32,000-42,999) 

reported eating potato chips one to six times per week. The 

Korean relationship was significantly stronger than that of 

the Chinese group. 

Based on the Asian-Americans' over-all consumption rate 

of potato chips, this sample reflects characteristics of an 

appropriate target market. Therefore, the aforementioned 

variables should be considered when segmenting this group of 

the Asian-American potato chip market. 

Summary of Findings Related to Chip Perceptions 

The three groups held overall positive perceptions of 

potato chips based on sensory properties. The findings are 

as follows: 

o Digestive Reaction 

The majority of all three groups disagreed that 

potato chips upset their stomach. No significant 

difference was found among the groups in their 

responses. 



166 

Potato Chip Taste 

The majority of all three groups like the taste of 

potato chips. The Chinese response was 

significantly more positive than the Korean 

response. 

Corn Chip Flavor 

The majority of all three groups responded that 

they like the flavor of corn chips. A 

significantly larger percentage of the Chinese 

group responded positively in comparison to the 

Koreans. 

Cheese Chip Flavor 

The majority of both the Vietnamese and Chinese 

groups responded that they like the flavor of 

cheese-flavored chips. The Koreans' response was 

significantly different from the Vietnamese and 

Chinese groups because a larger percentage 

responded neutrally to liking cheese-flavored 

chips. 

Mexican Chip Flavor 

The largest percentage of the Vietnamese group and 

the majority of the Chinese agreed that they like 

the flavor of Mexican chips. However, more 

Koreans were in disagreement with the statement 

than in agreement. Therefore, the Korean response 
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was significantly different from that of the 

Chinese. 

o Potato Chip Texture 

The majority of all three groups like the texture 

of potato chips. The Chinese response was 

significantly more positive than the other two 

groups. 

o Potato Chip Aftertaste 

The findings were mixed regarding the aftertaste 

of potato chips. The majority of the Korean group 

responded neutrally to liking the aftertaste. The 

Korean response differed significantly from the 

Chinese who reported that they liked the 

aftertaste. The largest percentage of the 

Vietnamese stated that they liked potato chip 

aftertaste. 

o Potato Chip Saltiness 

The majority of all three groups agreed that 

potato chips are too salty. The Chinese response 

was significantly different from the other two 

groups. A smaller majority of the Chinese felt 

that potato chips are too salty. 

No significant differences were found among the three 

groups related to their perceptions of potato chips based on 

nutritional properties. The majority of all three groups 

felt that potato chips are fattening. The largest 
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percentage of all three groups also felt that the product is 

not nutritious. 

There were no significant differences found among the 

three groups in their perception of the cultural 

acceptability of potato chips. The majority of the Chinese 

group disagreed that Asians typically do not eat potato 

chips. The majority of both the Korean and Vietnamese 

groups responded either negatively or neutrally to the 

statement. 

Cereal Segmentation Framework 

No significant differences were found among the three 

national origin groups based on cereal consumption (See 

Table 35). Therefore, national origin membership is not an 

appropriate segmentation variable to use. 

Table 40 depicts the variables that have a significant 

relationship with cereal consumption rates. Segregating by 

national origin, only two of the demographic variables 

(e.g., age and education) had a significant relationship 

with cereal consumption. A negative relationship existed 

between age and consumption for the Korean group. The 

relationship, which differed significantly from the 

Vietnamese and Chinese groups, was the strongest for the 

Korean group. The heaviest Korean consumers were the 

youngest group (22-29 years old), with the majority 

reporting that they eat one to six bowls of cereal per week. 

In contrast, the Chinese group had a significant positive 
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Table 40 
Cereal Segmentation Variables 

Variables Koreans Vietnamese Chinese 

Acculturation X X X 

Gender X X X 

Age significant X significant 

Income X X X 

Education significant X X 

relationship between age and cereal consumption. The 

Chinese correlation differed significantly from the 

Vietnamese. The oldest Chinese group (50+ years 

old) were the heaviest consumers with the largest percentage 

reporting that they eat one to three bowls per week. 

The Koreans were the only national origin group that 

had a significant relationship between education level and 

cereal consumption. The relationship was negative 

indicating that as level of education increased, cereal 

consumption decreased. The college graduate group reported 

eating the most bowls of cereal. 

Based on the above findings, when national origin 

membership is used in conjunction with either age or 

education, significant relationships exist with cereal 

consumption. With an average consumption rate of one to 

three bowls per month, the Asian-Americans represent an 

appropriate target market for cereal. Therefore, these 
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variables should be considered when segmenting this group of 

the Asian-American market. 

Summary of Findings Related to Cereal Perceptions 

No significant differences were found among the three 

groups based on their perception of cereal sensory 

properties. Overall, the three groups felt positively 

toward the product. The majority of all three groups like 

the texture of cereal and state that the product does not 

upset the stomach. Over forty-percent of all three groups 

also feel that the appearance of cereal is pleasant. The 

majority of both the Korean and Vietnamese groups feel that 

pre-sweetened cereal tastes better than un-sweetened cereal. 

There was a significant difference found between two of 

the groups based on their perceptions of the nutritional 

properties of cereal. The majority of the Chinese did not 

feel that pre-sweetened cereal is more nutritious than 

unsweetened cereal. Less than half of the Vietnamese 

responded in the same manner. The majority of all three 

groups did feel pre-sweetened cereal is more fattening and 

less nutritious than unsweetened cereal. However, no 

significant differences were found based on these 

nutritional properties. 

The largest percentage of all three groups responded 

neutrally to the statement that Asians typically do not eat 

cereal. No significant response differences were found 

among the three groups. 
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Summarization of Frameworks 

In summary, each of the three national origin groups 

represent a somewhat unique opportunity for food products. 

They also share certain common characteristics relative to 

both their food consumption rates and the variables related 

to said rates. The shared similarities as well as the 

unique characteristics of each group are presented here. 

All three of the groups, with an average consumption 

rate of one to three times per week, represent appropriate 

markets for cheese products. The youngest age group 

(twenty-two to twenty-nine) of all three groups reported 

consuming the most cheese, indicating that age is an 

important variable to consider when segmenting the Asian-

American market. Acculturation also proved significant for 

both the Korean and Chinese groups. Both groups consumed 

more cheese as their level of acculturation increased. 

With an average consumption rate of one to six cans per 

week, the Asian-Americans represent a lucrative market for 

regular soft drinks. However, the Vietnamese reported 

drinking significantly more than the other two groups, 

making this group a more attractive market. As the 

acculturation level of all three groups increased, they 

reported drinking more soft drinks. The Vietnamese and 

Chinese differed from the Koreans based on income. As their 

income level increased, soft drink consumption declined 

indicating that the lower-income groups represent a more 
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appropriate market for this product. The Koreans were 

unique in that they were the only group in which gender 

proved to be a significant variable. Korean men reported 

drinking significantly more than Korean females. 

None of the Asian-Americans exhibited the 

characteristics of a lucrative market for diet soft drinks. 

The majority either stated that they had never tried diet 

beverages or had tried them, but no longer consumed the 

product. However, there were significant consumption 

differences found among the three groups based on certain 

variables. For instance, the Vietnamese reported drinking 

significantly fewer cans of diet drinks than both the Korean 

and Chinese groups. The Koreans and Chinese were also 

similar in that as their level of acculturation increased, 

so did their consumption. All three groups1 consumption 

rates had a significant relationship with the age variable. 

The youngest age group (twenty-two to twenty-nine) of the 

Koreans and Chinese reported drinking the most diet drinks. 

However, the Vietnamese were different in that the oldest 

group (fifty-plus) reported drinking the most diet 

beverages. 

All three of the groups, with an average consumption 

rate of one to three times per week, represent an 

appropriate target for potato chips. However, the 

Vietnamese and Chinese groups reported eating significantly 

more than the Korean group. Acculturation proved 
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significant for only the Chinese group. As their level of 

acculturation increased, the more potato chips they 

consumed. The Vietnamese also represent a somewhat unique 

opportunity in that the heaviest consumers among them were 

the twenty-two to twenty-nine year olds with an average 

consumption rate of one to three times per week. The 

Vietnamese and Korean groups were similar based on income. 

As their income level increased, potato chip consumption 

declined. 

All three of the national origin groups represent a 

different opportunity for cereal marketers. The youngest 

age group (twenty-two to twenty-nine) among the Koreans were 

the heaviest consumers of cereal, with the majority 

reporting a consumption rate of one to six bowls per week. 

Conversely, the oldest age group among the Chinese (fifty-

plus) were the heaviest consumers, with the largest 

percentage eating one to three bowls per week. The Koreans 

were the only group having a significant relationship 

between level of education and cereal consumption. As their 

education level increased, their cereal consumption 

declined. 

Cultural Implications 

The current research has extended existing knowledge 

relevant to the consumer behavioral models that recognize 

the roles culture and subculture play as influences 

impacting consumer behavior. Culture is included and 
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discussed as an explicit variable in the Howard-Sheth, 

Engel-Kollat-Blackwell, and Hawkins, Best, and Coney models. 

The findings of the current study support the Howard-

Sheth premise that culture does have implications for 

consumer behavior. Culture is included as an exogenous 

variable in the model because it is recognized that 

marketing executives find it a necessity to segment the 

market in order to more effectively reach their targeted 

groups. In so doing, a more effective marketing strategy 

may be implemented. The authors also state that each 

subculture will have its own unique preferences, and 

therefore, each group should be studied separately (Howard 

and Sheth 1969). The three Asian-American groups included 

in the current research were investigated independently and 

distinct food consumption differences were found. 

Therefore, it was concluded that national origin membership 

should be used as a variable when segmenting the affluent, 

highly-educated Asian-American group. 

The recognition of the importance of acculturation is 

also provided by the authors. It is postulated that unique 

differences among ethnic group members tend to vanish as 

they become more acculturated into the larger society 

(Howard and Sheth 1969). In the current study, level of 

acculturation was determined in order to investigate its 

influence on food consumption rates. Consumption 
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differences were found among the three national origin 

groups based on their acculturation level. 

The current study also extends the information provided 

in the Engel-Kollat-Blackwell model. In this model, culture 

is included as an environmental influence impacting consumer 

preferences. The importance of ethnic subcultures within 

the larger culture is also recognized. The authors state 

that marketers should identify the behavior patterns of a 

subculture and determine if said behavior is influenced by 

ethnic membership (Engel and Blackwell 1982). The current 

research findings support the authors' premise that 

membership in an ethnic group may be an influential force 

underlying consumption patterns. Significant food 

consumption differences were found across product categories 

based on national origin membership. 

The findings of this research endeavor are also 

relevant to the Hawkins, Best, and Coney model which 

includes culture as an external variable influencing the 

type of lifestyle led by a consumer. The authors theorize 

that a subculture represents a cultural segment that 

possesses unique behavioral patterns influencing product 

preferences and consumption behavior (Hawkins, Best, and 

Coney 1989). The recommendation that a subculture's unique 

preferences and needs should be identified by marketers was 

the foundation for the current study. Unique consumption 

differences were found among the three Asian-American groups 
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supporting the premise that culture may influence the 

relationship between national origin membership and food 

consumption. 

Implications for Marketers 

The ultimate success of targeting Asian-American 

consumers is dependent upon reliable information concerning 

this emerging and lucrative market segment. The findings 

presented provide food manufacturers with a better 

understanding of the food consumption behavior of the Asian-

American population. A foundation of knowledge is presented 

supporting the premise that Asian-Americans are not a 

monolithic group, but do exhibit differences based on 

national origin membership and socio-economic 

characteristics. Thus, insight is provided into how one 

group of this market might be segmented, enabling businesses 

to make more informed decisions regarding Mup-scale" Asian-

American consumers as a potential target market. 

Recommendations for Further Study 

Due to the exploratory nature of the current study, 

further research should be conducted in order to collect 

more extensive information pertaining to the Asian-American 

market and their food consumption patterns. This future 

research, extending the present study, could take several 

directions. 
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The first step to be undertaken should be the 

determination of the internal validity of the current study. 

An identical study should be conducted using a larger sample 

size in order to determine if internal consistency of 

results exists between the two studies. The larger sample 

size would provide more strength to the conclusions 

presented here. 

A more thorough evaluation of the Asian-American 

population and their food consumption patterns could be 

conducted. This process could occur by making modifications 

to the present study. One such variation would entail 

changing the sampling frame of the current study. Different 

national origin groups (e.g., Japanese, Filipino, Asian-

Indian) could participate in an identical study to 

determine, what, if any, differences exist among these three 

groups. The results could be compared and contrasted to the 

findings of the present study. 

Another modification of the present study could entail 

a change of the qualification characteristics of the sample 

respondents to include the lower-income and less-educated 

Asian-American group. A comparison could then be drawn 

between this group and the Asian-Americans exhibiting higher 

than average income and education levels. The contrast 

might reveal if significant differences exist between the 

two groups of the Asian-American population. The findings 
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could indicate if different segmentation strategies are 

needed to effectively pursue the two groups. 

It would also be insightful to learn if Asian-American 

food consumption patterns differ significantly from that of 

the general population. This comparative study could reveal 

if aggregation or segmentation strategies are appropriate to 

reach these two publics. 

The variables examined in the present study could be 

broadened to encompass other segmentation variables which 

may have relationships with food consumption rates. A 

psychographic study could be undertaken to determine if 

significant correlations exist between Asian-American 

lifestyles and consumption of certain food products. 

Lastly, a more extensive evaluation of the food 

consumption patterns of Asian-Americans could be undertaken 

by expanding the current study to include additional food 

products. It would be interesting to learn if Asian-

Americans are an appropriate target market for convenience-

oriented food products such as frozen and microwavable 

products as well as fast-food take-out items. 

If knowledge is to be expanded in this area, the Asian-

American population needs to be recognized by both marketing 

researchers and food manufacturers as a distinct market 

segment. New segment identification is imperative in a 

marketing environment in which lucrative market segments are 

saturated. Therefore, it is crucial for researchers to 
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collect information on the potentially attractive and 

profitable Asian-American market. 
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CONTACTS 

CHINESE CONTACTS: 

1. Reverend Wah-Meng Loh 
First Baptist Church of Dallas 
Chinese Chapel 
1707 San Jacinto Street 
Dallas, TX 75201 
(214) 969-2426 (Work) 
(214) 320-3121 (Home) 

2. Dr. Wang Ku 
Chinese Lions Club of Dallas 
(214) 644-4881 (Work) 

3. Houston Chinese Chamber of Commerce 
9108 Bellaire Blvd. 
(713) 568-5872 

4. Grace Chapel Chinese American New Testament Fellowship 
.1055 Bingle Road 
Houston, TX 77055 
(713) 461-9868 

5. First Alliance Church 
Chinese Fellowship 
13414 Briar Forest 
Houston, TX 
(713) 870-9950 

6. Mr. Attaman Gor 
Association of Chinese Organizations of Houston 
7001 Corporate—Suite 100 
Houston, TX 77036 

7. Mr. Cheng 
Houston Chinese Professional Club 
(713) 947-1956 

KOREAN CONTACTS: 

1. Daniel H. Chung 
Korean Society of Dallas 
Ko-Am Corporation 
2144 Royal Lane #400 
Dallas, TX 75229 
(214) 243-0111 

2. John Chu (student) 
(214) 931-3496 
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3. Reverend Moses Cho 
Highland Park Baptist 
Korean Mission 
Denton, TX 

VIETNAMESE CONTACTS: 

1. Mr. Kiet-Doam 
Vietnamese Community Service 
8282 Bellaire Blvd. Suite 114 
Houston, TX 77036 
(713) 270-9397 

2. First Alliance Church 
Vietnamese Fellowship 
13414 Briar Forest 
Houston, TX 
(713) 870-9950 

3. Father Dominic 
St. Jerome Catholic Church 
8825 Kempwood 
Houston, TX 
(713) 468-9555 

4. Westview Baptist Center of First Baptist Church 
Hope Vietnamese Mission 
6711 Long Point 
Houston, TX 77055 

5. Vietnamese Martyr Church 
10610 Kingspoint 
Houston, TX 
(713) 941-0521 

6. Vietnamese Professional Organization of Dallas 
Young Tran (student) 
14672 Las Flores 
Dallas, TX 75240 
(214)-233-2956 
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FOOD CONSUMPTION/ACCULTURATION QUESTIONNAIRE 
Department of Marketing 
University of North Texas 

P A C T A Answer each question to the best of your ability. 

1. What languages do you read and speak? (Please specify) 

2. What was the language you used as a child? (Check one) 

[ | my native tongue 

[~"j native tongue more than English 

Q my native tongue and English equally well 

| j more English than native tongue 

Q only English 

3. What language do you usually speak at home? (Check one) 

[""j only my native tongue 

p i more my native tongue than English 

p ] my native tongue and English equally well 

Q more English than my native tongue 

p j only English 

4. Your close friends are; (Check one) 

j | all Asian 

P ] more Asians than non-Asians 

P I about half Asians and half non-Asians 

j [ more non-Asians than Asians 

| | all non-Asians 

5. You prefer going to parties where the people are: (Check one) 

[ [ all Asians 

P I more Asians than non-Asians 

P ] about half Asians and half non-Asians 

P I more non-Asians than Asians 

| | all non-Asians 

6. What is the generation that best defines you? (Check one) 

| j first generation= I was born in my native homeland or other country, 

f l second generation= I was born in the United States, with one or both parents born in 
U-J their native homeland or other country. 

third generation = I was born in the United States, with both parents born in the United States, and all 
grandparents born in their native homeland or other country. 

fourth generation= I and my parents were born in the United States. At least one grandparent was born in their 
native homeland or other country with remaining grandparents Born in the United States. 

j j fifth generation = Myself, my parents, and all grandparents were born in the United States. 
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7. How old are you? (Check one) 

less than 22 

• 
• 
• 
• 

22-29 

30-39 

40-49 

50 or over 

8. What is your gender? (Check one) 
• 

• 
Male 

Female 

9. What is your educational level? (Check one) 

[~| some high school 

| j high school graduate 

| j some college 

j | college graduate 

j~| some graduate work 

|~j completion of graduate degree 

10. What is your household income level? (Check one) 

• under $10,000 

Q $10,000 to $20,999 

[ ] $21,000 to $31,999 

Q $32,000 to $42,999 

Q $43,000 to 53,999 

["*] $54,000 and over 

11. What is your profession? (Please specify) 

12. Are you? (Check one) 

[ j Korean 

j~~j Vietnamese 

|~j Chinese 

Q Japanese 

| | Other (Pfease specify) 

13. Are you? (Check one) 

• Single 

f~] Married 

• Divorced 

P | Widowed 
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14. How many of your evening meals are prepared and eaten at home per week? (Check one) 

[~~| none 
• 

• 
• 
15. 
• 

• 
• 
• 

1-3 

4-6 

all 

When preparing the evening meal at home, how many times a week do you serve a traditional Asian dish? (Check one) 

none 

1-3 

4-6 

all 

INSTRUCTIONS: Please read each item and indicate the frequency with which you eat each food item. 

Always Often Sotuf imi Seldom N«vw 

16. I eat at fast food restaurants. 

17. When I eat fast food: 

I eat pizza. 

I eat fried chicken. 

I eat hot dogs. 

I eat Asian food. 

I eat Mexican food. 

I eat hamburgers. 

I eat deli/hot sandwiches. 

18. When I go out to eat at non-fast food restaurants with my family: 

I go where Asian food is served. 

I go where Italian food is served. 

I go where Mexican food is served. 

I go where American food is served. 

! go where French food is served. 

I go where vegetarian food is served. 

19 When I go out to eat at a non-fast food restaurant with friends: 

I go where Asian food is served. 

I go where Italian food is served. 

I go where Mexican food is served. 

I go where American food is served. 

I go where French food is served. 

I go where vegetarian food is served. 
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P A C T IB In each of the following sections, you will be asked a number of questions concerning your 
consumption of various food products. The questions that you will be required to respond 
to will depend on how you answer the first question at the beginning of each new section. 
Therefore, pay dose attention to the instructions at the beginning of each new section. 

Section I . How often do you eat cheese? (Check one and follow the directions) 

• ! have never eaten cheese. (Go to item 5 and continue) 

Q I have tried cheese, but do not eat it now. (Co to item 1 and continue) 

[ ] 1 - 3 times a month (Co to Item 1 and continue) 

[ ] 1 - 3 times a week (Co to item 1 and continue) 

Q 4 - 6 times a week (Co to Item 1 and continue) 

[~j 1 oir more times a day (Co to item 1 and continue) 

ITEMS 1 -9 (Check the appropriate blank) 

1. Cheese upsets my stomach. 

2. Cheese tastes good. 

3. I do not like the texture of cheese. 

4. Cheese has a pleasing aftertaste. 

5. The smell of cheese is unpleasant 

6. Cheese is a fattening food. 

7. The appearance of cheese is pleasing. 

8. Asians typically do not eat cheese. 

9. Cheese is a nutritious food. 

Stronoty 
Agrm Mr** Ncatrai DiaagrM 

Stroogly 
Disa&rc* 

Section I I . How often do you drink regular/sugared soft drinks? (Check one and follow the directions) 

Q I have never tried regular soft drinks. (Co to item 4 and continue) 

["2 I have tried regular soft drinks, but do not drink them now. (Co to item 1 and continue) 

[ ] 1 - 3 cans a month (Co to item 1 and continue) 

[ ] 1 - 6 cans a week (Co to item 1 and continue) 

[ ] 1 - 3 cans a day (Co to item i and continue) 

I I 4 or more cans a day (Co to item 1 and continue) 

Section II continues next page 
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ITEMS 1-6 (Check the appropriate blank) 

1. Regular soft drinks upset my stomach. 

2. Regular soft drinks taste good. 

3. Regular soft drinks have a pleasing aftertaste. 

4. Regular soft drinks are fattening. 

5. Asians typically do not drink regular soft drinks. 

6. Regular soft drinks are nutritious. 

Strongly 
Agree Agree NestnJ 

Stroogiy 
Disagree Disagree 

7. Do you drink regular/sugared caffeine-free soft drinks? (Check one) 
• 

• no 

Sect ion III. How often do you drink diet/sugar-free soft drinks? (Check one and follow the directions) 

Q I have never tried diet soft drinks. (Co to item 4 and continue) 

• I have tried diet soft drinks, but do not drink them now. (Co to item i and continue) 

[ ] 1 - 3 cans a month (Co to item 1 and continue) 

[ ] 1 - 6 cans a week (Co to item 1 and continue) 

[ ] 1 - 3 cans a day (Co to item 1 and continue) 

• 4 or more cans a day (Co to item 1 and continue) 

ITEMS 1 -5 (Check the appropriate blank) 

1. Diet soft drinks upset my stomach. 

2. Diet soft drinks taste bad. 

3. Diet soft drinks have an unpleasant aftertaste. 

4 Asians frequently drink diet soft drinks. 

5. Diet soft drinks are nutritious. 

Strongly 
Agree Agree Neutral Disagree 

Strongly 
Disagree 

6. Do you drink diet/sugar-free caffeine-free soft drinks? (Check one) 

• y « 

• no 
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Section IV . How often do you drink orange juice? (Check one and follow the directions) 

Q I have never tried orange juice. (Go to item 5 and continue) 

• I have tried orange juice, but do not drink it now. (Go to item 1 and continue) 

Q 1 - 3 glasses a month (Go to item 1 and continue) 

[ ] 1 - 3 glasses a week (Co to item i and continue) 

[ ] 4 - 6 glasses a week (Go to item 1 and continue) 

Q 1 or more glasses a day (Go to item 1 and continue) 

ITEMS 1-8 (Check the appropriate blank) 

1. Orange juice upsets my stomach. 

2. Orange juice tastes good. 

3. I do not like the texture of orange juice. 

4. Orange juice has a pleasing aftertaste. 

5. The smell of orange juice is unpleasant 

6. The appearance of orange juice is pleasing. 

7. Orange juice is a nutritious beverage. 

8. Asians typically do not drink orange juice. 

Strongly 
AftrM Airw Neutral 

Strongly 
DlttftrM D l n t m 

Section V. How often do you drink coffee? (Check one and follow the directions) 

• I have never tried coffee. (Go to item 4 and continue) 

Q I have tried coffee, but do not drink it now. (Go to item 1 and continue) 

[ ] 1 - 3 cups a month (Go to item 1 and continue) 

[ ] 1 - 3 cups a week (Go to item 1 and continue) 

[ ] 4 - 6 cups a week (Go to item 1 and continue) 

Q 1 or more cups a day (Go to item i and continue) 

Section V continues next page 
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ITEMS 1 -7 (Check the appropriate blank) 

1. Coffee upsets my stomach. 

2. Coffee tastes bad, 

3. Coffee has an unpleasant aftertaste. 

4. The smell of coffee is pleasant 

5. The appearance of coffee is unappealing. 

6. Asians frequently drink coffee. 

7. Coffee is not nutritious. 

6. I normally drink: (Check one) 

| j decaffeinated coffee 

(~j regular coffee 

[~1 I do not drink coffee 

Strongly 
Agree Agree NcatraJ 

Strongly 
D t n g r a D l u g m 

S e c t i o n V I . How often do you eat potato chips? (Check one and follow the directions) 

• I have never eaten potato chips. (Co to item 9 and continue) 

| | | have tr ied potato chips, but do not eat them now. (Co to item 1 and continue) 

[ ] 1 - 3 times a month (Co to item l and continue) 

• 1 - 3 times a week (Co to item 1 and continue) 

[ ] 4 - 6 times a week (Co to item 1 and continue) 

[ ] ] 1 or more times a day (Co to item 1 and continue) 

ITEMS 1-13 (Check the appropriate blank) 

1. Potato chips upset my stomach. 

2. Potato chips taste good. 

3. I like the flavor of corn chips. 

Strongly 
Agree Agree Neutral 

Strongly 
Disagree Disagree 

u 
Section VI continues next page 
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Strooftly 
A«mm Agra* N««tr«J 

Stroaftly 
DiMAfM DiMAfM 

4. I like the flavor of cheese-flavored chips. 

5. I like the flavor of Mexican chips. 

6. I do not like the texture of potato chips. 

7. Potato chips have a pleasing aftertaste. 

8. Potato chips are too salty. 

9. Potato chips are fattening. 

10. Asians typically do not eat potato chips. 

11. Potato chips are nutritious. 

12. I, or a member of my household, buys light/ 
low calorie chips. 

13. I, or a member of my household, buys 
regular chips. 

Always Oftca Sometime* Seldom N«v«r 

Section VII. How often do you eat cereal? (Check one and follow the directions) 

• I have never eaten cereal. (Go to item 8 and continue) 

• I have tried cereal, but do not eat it now. (Co to item 1 and continue) 

[ ] 1 - 3 bowls a month (Go to Item 1 and continue) 

Q 1 - 3 bowls a week (Go to Item 1 and continue) 

[ ] 4 - 6 bowls a week (Go to item 1 and continue) 

• 1 or more bowls a day (Go to item 1 and continue) 

1. t piefer: (Check one) 

| | pre-sweetened cereal 

[""] unsweetened cereal 

Section VII continues next page 
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ITEMS 2-12 (Check the appropriate blank) 

2. I eat unsweetened cereal (e.g., Bran Flakes, 
Corn Flakes, Raisin Bran) 

3. I eat pre-sweetened cereal (e.g., Cap'n 
Crunch, Frosted Flakes, Cocoa Puffs) 

Ahn jn Oftaa SamdAM Sddoa N«v«r 

SbrooAly 
Aftr** Aftrce Neutral 

Strongly 
J M u i m Disaftr** 

4. Pre-sweetened cereal tastes better than 
unsweetened cereal. 

5. Pre-sweetened cereal has a more pleasing 
aftertaste than unsweetened cereal. 

6. I do not like the texture of cereal. 

7. Cereal upsets my stomach. 

8. Pre-sweetened cereal is more fattening 
than unsweetened cereal. 

9. The appearance of cereal is pleasing. 

10. Asians typically do not eat cereal. 

11. Pre-sweetened cereal is more nutritious 
than unsweetened cereal. 

12. I do not eat cereal because I do not 
like milk. 
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Kruskal-Wallis Formulas 

KW = [ 12/N(N+l) Z Hj-Rj2 1 " 3< N + 1) 

k = number of samples or groups 

iij = number of cases in the jth sample 

N = number of cases in the combined sample 

R. = sum of the ranks in the jth sample or group 

Rj = average of the ranks in the jth sample or group 

R = (N+l)/2 = the average of the ranks in the combined 
sample (the grand mean) 

K - K * z«/k<k-i/[N(N+l)/12] [ (l/nu) + (l/nv) ] 

Kendall's Tau Formulas 

T = 2S/[N(N-1)] 

S = observed sum of the +1 scores (agreements) and -1 scores 
(disagreements) 

N = number of objects or individuals ranked on both X and Y 

Z = ( x r ^ l / A s V n ^ f s V n j ) 

0T
2 = 2 (2N+5)/9N(N-l) 

Txy.z = [Txy - <1-T£ 
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Correlation 1: Kendall's T between rate of consumption and 
acculturation level, segregated by Chinese 
group membership. 

Correlation 2: Kendall's T between rate of consumption and 
acculturation level, segregated by Vietnamese 
group membership. 

Correlation 3: Kendall's T between rate of consumption and 
acculturation level, segregated by Korean 
group membership. 
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10 
2 0 
3 0 
4 0 
5 0 
6 0 
7 0 
3 0 
9 0 
1 0 0 
1 1 0 
1 2 0 
1 3 0 
1 4 3 
1 5 0 
1 6 0 
1 7 0 
1 3 0 
1 9 0 
200 
210 
220 
23 0 
2 4 0 

2 5 0 
2 6 0 
2 7 0 
2 3 0 
2 9 0 
3 0 0 
3 1 0 
3 2 0 
3 3 0 
3 4 0 
3 5 0 

3 6 0 
3 7 0 
3 3 0 
3 9 0 
4 0 0 
4 1 0 
4 2 0 
4 3 0 
4 4 0 
4 5 0 
4 6 0 
4 7 0 
4 8 0 
4 9 0 
5 0 0 

GGSU3 1 0 8 0 
'ENTER NATIONAL ORIGIN" 

INPUT N$ 
IF N$ = "CHINESE" GOTO 113 0 
IF N$ = "Chinese" GOTO 113 0 
IF N$ = "KOREAN" GOTO 1150 
IF N$ = "korean" GOTO 1150 
IF N$ = "VIETNAMESE" GOTO 117 0 
IF N$ « "Vietnamese" GOTO 1170 
GOSUB 104 0 

RATE OF CONSUMPTION VARIABLE" 

FIRST DEMOGRAPHIC VARIABLE" 

SECOND/CONTROL DEMOGRAPHIC VARIABLE" 

INPUT 
IF R$ 

(ENTER Y OR N)" 

PRINT "ENTER X . 
INPUT X$ 
GOSUB -1040 
PRINT "ENTER Y . 
INPUT Y$ 
GOSUB 104 0 
PRINT "ENTER 2 . 
INPUT 2$ 
GOSUB 1080 
PRINT " NATIONAL ORIGIN - " N$ 
PRINT "X: RATE OF CONSUMPTION VARIABLE = " X$ 
PRINT "Y: FIRST DEMOGRAPHIC VARIABLE = " Y$ 
PRINT "2: CONTROL DEMOGRAPHIC VARIABLE® " Z$ 
GOSUB 1040 
PRINT "ARE THESE CORRECT? 

R$ 
- «.y». GOTO 330 

IF R$ = "y" GOTO 330 
IF R$ = "N" GOTO 10 
IF R$ = "n" GOTO 10 
GOTO 250 
GOSUB 1080 
PRINT " NATIONAL ORIGIN = " N$ 
PRINT "X: RATE OF CONSUMPTION VARIABLE 
PRINT "Y: FIRST DEMOGRAPHIC VARIABLE = " Y$ 
PRINT "2: CONTROL DEMOGRAPHIC VARIABLE5® " 2$ 
GOSUB 104 0 
PRINT "ENTER Txy" 
INPUT XY 
GOSUB 1040 
PRINT "ENTER Txz" 
INPUT X2 
GOSUB 1040 
PRINT "ENTER Tyz" 
INPUT YZ 
GOSUB 1080 
A = 1 - (XZ * X2) 
B = 1 - (Y2 * Y2) 
C = XZ * Y2 

X$ 
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510 
320 
530 
540 
550 
550 
570 
580 
590 
€00 
610 
620 
620 
643 
650 
6 60 
67 0 
630 
6S0 
700 
710 
720 
730 
740 
750 
760 
770 
780 
790 
800 
810 
820 
830 
340 
850 
360 
870 
880 
890 
900 
910 
920 
930 
940 
950 
960 
970 
980 
990 
1000 

PRINT 
PRINT 
PRINT 
PRINT 
PRINT 
GOSUB 
GOSUB 
PRINT 
INPUT 
IF B$ 
IF B$ 
IF B$ 
IF B$ 
GOTO 

XY - C 
SQR(A*B) 
D/E 
M-l 
M*R 
SQR(S) 
( 2 *M) f"5 
2 XU 
SQR(V) 
(3*0*^) /W 
"Txy = * 

"Txz = 

XY 

X2 

YZ "Ty z 
1040 
1040 
"ARE THESE CORRELATIONS CORRECT? 
B$ 
ss »Y" 
= "y" 
= "N" 
» "n" 
670 

GOTO 
GOTO 
GOTO 
GOTO 

750 
750 
10 
10 

GOSUB 
GOSUB 
PRINT 
INPUT 
GOSUB 
GOSUB 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
LPRINT 
IF A$ = 
IF A$ -
IF A$ = 
IF A$ ® 
GOTO 
FOR 

1040 
1040 
"DO YOU 
A$ 
1080 
1000 
it 
li Y • 

A • 

"Y: 
"Z: 

WISH TO COMPUTE MORE CORRELATIONS? 

NATIONAL ORIGIN = " N$ 
RATE OF CONSUMPTION VARIABLE « 
FIRST DEMOGRAPHIC VARIABLE = " 
CONTROL DEMOGRAPHIC VARIABLE5® 

" X$ 
Y$ 
" Z$ 

"Txy 

"Txz 

"Tyz 

"Txy 

"Z » 
ii y it 
My H 
"N" 
"n" 

1190 
1 = 1 

XY 

xz 

YZ 

ii 2 
GOTO 
GOTO 
GOTO 
GOTO 

TO 5 

10 
10 
1190 
1190 
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K-W is K-W testing equality of median consumption rates 
based on Chinese gender. 

K-W 2: K-W testing equality of median consumption rates 
based on Vietnamese gender. 

K-W 3: K-W testing equality of median consumption rates 
based on Korean gender. 

Correlation 1: 

Correlation 2: 

Correlation 3 

Correlation 4: 

Correlation 5: 

Correlation 6: 

Correlation 7: 

Correlation 8: 

Correlation 9: 

Correlation 10 

Kendall's T between rate of Chinese 
consumption and age. 

Kendall's T between rate of Vietnamese 
consumption and age. 

Kendall's T between rate of Korean 
consumption and age. 

Kendall's T between rate of Chinese 
consumption and income level. 

Kendall's T between rate of Vietnamese 
consumption and income level. 

Kendall's T between rate of Korean 
consumption and income level. 

Kendall's T between rate of Chinese 
consumption and educational level. 

Kendall's T between rate of Vietnamese 
consumption and educational level. 

Kendall's T between rate of Korean 
consumption and educational level. 

Kendall's PCC between rate of Chinese 
consumption and age, controlling for 
level of acculturation. 

Correlation 11: 

Correlation 12 

Correlation 13 

Kendall's PCC between rate of Vietnamese 
consumption and age, controlling for 
level of acculturation. 

Kendall's PCC between rate of Korean 
consumption and age, controlling for 
level of acculturation. 

Kendall's PCC between rate of Chinese 
consumption and age, controlling for 
income level. 
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Correlation 14: Kendall's PCC between rate of Vietnamese 
consumption and age, controlling for 
income level. 

Correlation 15: Kendall's PCC between rate of Korean 
consumption and age, controlling for 
income level. 

Correlation 16: Kendall's PCC between rate of Chinese 
consumption and age, controlling for 
educational level. 

Correlation 17: Kendall's PCC between rate of Vietnamese 
consumption and age, controlling for 
educational level. 

Correlation 18: Kendall's PCC between rate of Korean 
consumption and age, controlling for 
educational level. 

Correlation 19: 

Correlation 20: 

Correlation 21 

Correlation 22: 

Correlation 23: 

Correlation 24: 

Correlation 25: 

Correlation 26: 

Kendall1s PCC between rate of Chinese 
consumption and educational level, 
controlling for level of acculturation. 

Kendall's PCC between rate of Vietnamese 
consumption and educational level, 
controlling for level of acculturation. 

Kendall's PCC between rate of Korean 
consumption and educational level, 
controlling for level of acculturation. 

Kendall's PCC between rate of Chinese 
consumption and educational level, 
controlling for income level. 

Kendall's PCC between rate of Vietnamese 
consumption and educational level, 
controlling for income level. 

Kendall's PCC between rate of Korean 
consumption and educational level, 
controlling for income level. 

Kendall's PCC between rate of Chinese 
consumption and educational level, 
controlling for age. 

Kendall's PCC between rate of Vietnamese 
consumption and educational level, 
controlling for age. 
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Correlation 27: 

Correlation 28: 

Correlation 29: 

Correlation 30: 

Correlation 31: 

Correlation 32: 

Correlation 33: 

Correlation 34: 

Correlation 35: 

Correlation 36: 

Correlation 37: 

Correlation 38 

Correlation 39: 

Kendall's PCC between rate of Korean 
consumption and educational level, 
controlling for age. 

Kendall's PCC between rate of Chinese 
consumption and income level, 
controlling for level of acculturation. 

Kendall's PCC between rate of Vietnamese 
consumption and income level, 
controlling for level of acculturation. 

Kendall's PCC between rate of Korean 
consumption and income level, 
controlling for level of acculturation. 

Kendall's PCC between rate of Chinese 
consumption and income level, 
controlling for age. 

Kendall's PCC between rate of Vietnamese 
consumption and income level, 
controlling for age. 

Kendall's PCC between rate of Korean 
consumption and income level, 
controlling for age. 

Kendall's PCC between rate of Chinese 
consumption and income level, 
controlling for educational level. 

Kendall's PCC between rate of Vietnamese 
consumption and income level, 
controlling for educational level. 

Kendall's PCC between rate of Korean 
consumption and income level, 
controlling for educational level. 

Kendall's PCC between rate of Chinese 
consumption and acculturation level, 
controlling for age. 

Kendall's PCC between rate of Vietnamese 
consumption and acculturation level, 
controlling for age. 

Kendall's PCC between rate of Korean 
consumption and acculturation level, 
controlling for age. 
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Correlation 40: 

Correlation 41: 

Correlation 42: 

Correlation 43: 

Correlation 44: 

Correlation 45: 

Kendall's PCC between rate of Chinese 
consumption and acculturation level, 
controlling for income. 

Kendall's PCC between rate of Vietnamese 
consumption and acculturation level, 
controlling for income. 

Kendall's PCC between rate of Korean 
consumption and acculturation level, 
controlling for income. 

Kendall's PCC between rate of Chinese 
consumption and acculturation level, 
controlling for educational level. 

Kendall's PCC between rate of Vietnamese 
consumption and acculturation level, 
controlling for educational level. 

Kendall1s PCC between rate of Korean 
consumption and acculturation level, 
controlling for educational level. 

K-W ANOVA's 1-3 and correlations 1-45 will be conducted for 

all five food products. 
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Cheese 
Table 

Consumption Rates 
1 
By National Origin 

Descriptor Korean Vietnamese Chinese 

Never 4% 2% 1% 

Not Now 16% 4% 15% 

1-3/month 36% 41% 45% 

1-3/week 38% 51% 28% 

4-6/week 6% 0% 11% 

l+/day 0% 2% 1% 

Mean Rank 122.96 140.93 126.65 

Cereal 
Table 

Consumption Rates 
2 
By National Origin 

Descriptor Korean Vietnamese Chinese 

Never 3% 25% 4% 

Not Now 17% 12% 15% 

1-3 bowls 
per month 32% 22% 32% 

1-3 bowls 
per week 32% 25% 33% 

4-6 bowls 
per week 12% 8% 

11% 

1+ bowls 
per day 4% 8% 

5% 

Mean Rank 131.7 110.68 133.56 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Table 3 
Regular Soft Drink Consumption Rates By National Origin 

Descriptor Korean Vietnamese Chinese 

Never 1% 0% 0% 

Not Now 10% 8% 12% 

1-3 cans 
per month 38% 16% 

34% 

1-6 cans 
per week 46% 65% 

38% 

1-3 cans 
per day 4% 4% 

18% 

4+ cans 
per day 0% 8% 

1% 

Mean Rank 111.51 145.80 130.63 

Diet Soft 
Table 4 

Drink Consumption Rates By National Origin 

Descriptor Korean Vietnamese Chinese 

Never 28% 37% 17% 
Not Now 32% 31% 37% 
1-3 cans 
per month 25% 16% 

19% 

1-6 cans 
per week 7% 16% 

17% 

1-3 cans 
per day 8% 0% 

9% 

4+ cans 
per day 0% 0% 

1% 

Mean Rank 122.47 106.37 134.86 

Note: Percentages shown are percent of column total. 
Column percentage totals greater or less than 100% 
are due to rounding error. 
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Table 5 
Potato Chip Consumption Rates By National Origin 

Descriptor Korean Vietnamese Chinese 

Never 3% 0% 0% 

Not Now 22% 18% 12% 

1-3/month 58% 43% 54% 

1-3/week 17% 27% 27% 

4-6/week 0% 12% 7% 

l+/<*ay 0% 0% 0% 

Mean Rank 105.05 138.03 136.82 

Note: Percentages shown are percent of column total. 
Column percentage totals greater or less than 100% 
are due to rounding error. 
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Table 1 
Summated Score Categories By National Origin 

Summated 
Score Korean Vietnamese Chinese 

H
 

H
i I 

V
O

 67% 84% 26% 

12-17 26% 14% 48% 

18-22 7% 2% 26% 

Note: Percentages shown are percent of column total 

Table 2 
Relationship Between Korean 

Food Consumption Rates And Level of Acculturation 

Pood Correlation g-Value 

Cheese .315 .0004* 

Regular Drinks .202 .0140* 

Diet Drinks .252 .0045* 

Potato Chips .028 .3819 

Cereal .148 .0551 

* significant at the .05 level 
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Table 3 
Relationship Between Vietnamese 

Food Consumption Rates and Level of Acculturation 

Pood Correlation E-Value 

Cheese -.100 .1647 

Regular Drinks .183 .0314* 

Diet Drinks .101 .1948 

Potato Chips .013 .4546 

Cereal .089 .2053 

Table 4 
Relationship Between Chinese 

Food Consumption Rates And Level of Acculturation 

Food Correlation E-Value 

Cheese .281 .0000* 

Regular Drinks .236 .0002* 

Diet Drinks .343 .0000* 

Potato Chips .381 .0000* 

Cereal .074 .1296 

* significant at the .05 level 
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Table 5 
Computed Test Statistics for Hypothesis 2 

Pood 

Korean 
Vs. 

Vietnamese 

Korean 
Vs. 

Chinese 

Chinese 
Vs. 

Vietnamese 

Cheese 24.81* 3.05* 26.53* 

Regular 
Drinks 1.14 3.07* 

3.69* 

Diet 
Drinks 9.01* .82 

16.83* 

Potato 
Chips .90 31.89* 

25.59* 

Cereal 3.5* 6.64* 1.03 

* significant at the .05 level 



APPENDIX J 

216 



217 

Table 1 
Korean Regular Soft Drink Consumption Rates By Gender 

Descriptor Korean Males Korean Females 

Never 0% 3% 

Not NOW 8% 12% 

1-3 cans per month 30% 47% 

1-6 cans per week 54% 38% 

1-3 cans per day 8% 0% 

4+ cans per day 0% 0% 

Table 2 
Korean Cheese Consumption Rates By Age 

Descriptor 22-29 30-39 

<* i o
 50+ 

Never 0% 0% 15% 0% 

Not NOW 5% 9% 25% 43% 

l-3/nionth 25% 50% 35% 28% 

1-3/week 55% 3 6% 25% 29% 

4-6/week 15% 5% 0% 0% 

l+/day 0% 0% 0% 0% 

Note: Percentages shown are percent of column total. 
Column percentage totals greater or less than 100! 

are due to rounding error. 
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Table 3 
Korean Diet Drink Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 0% 41% 30% 57% 

Not Now 30% 18% 45% 43% 

1-3 cans 
per day 35% 32% 15% 0% 

1-6 cans 
per week 10% 5% 10% 0% 

1-3 cans 
per day 25% 5% 0% 0% 

4+ cans 
per day 0% 0% 0% 0% 

Korean Cereal 
Table 4 

Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 5% 0% 5% 0% 

Not Now 5% 18% 20% 43% 

1-3 bowls 
per month 25% 36% 40% 14% 

1-3 bowls 
per week 35% 36% 20% 43% 

4-6 bowls 
per week 25% 9% 5% 0% 

1+ bowls 
per day 0% 0% 0% 0% 

Note: Percentages shown are percentage of column total. 
Column percentages greater or less than 100% are 
due to rounding error. 
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Table 5 
Vietnamese Cheese Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 0% 4% 0% 0% 

Not Now 0% 4% 20% 0% 

1-3/month 37% 42% 20% 100% 

l-3/week 58% 50% 60% 0% 

4-6/week 5% 0% 0% 0% 

l+/day 0% 0% 0% 0% 

Vietnamese Diet 
Table 6 

Drink Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 58% 29% 20% 0% 

Not Now 21% 38% 40% 33% 

1-3 cans 
per month 5% 17% 40% 33% 

1-6 cans 
per week 16% 17% 0% 33% 

1-3 cans 
per day 0% 0% 0% 0% 

4+ cans 
per day 0% 0% 0% 0% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Table 7 
Vietnamese Potato Chip Consumption Rates By Age 

Descriptor 

cn 
CM
 

i CM
 

CM
 30-39 40-49 50+ 

Never 0% 0% 0% 0% 

Not Now 5% 25% 20% 33% 

1-3/month 32% 46% 60% 67% 

1-3/week 53% 16% 0% 0% 

4-6/week 11% 13% 20% 0% 

l+/day 0% 0% 0% 0% 

Chinese Cheese 
Table 8 
Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 0% 0% 2% 0% 

Not Now 7% 10% 15% 25% 

l-3/month 29% 46% 46% 50% 

1-3/week 29% 35% 26% 18% 

4-6/week 29% 8% 11% 7% 

l+/day 7% 0% 0% 0% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Table 9 
Chinese Diet Drink Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 0% 13% 24% 21% 

Not Now 29% 48% 28% 36% 

1-3 cans 
per month 7% 15% 26% 21% 

1-6 cans 
per week 50% 13% 15% 11% 

1-3 cans 
per day 14% 13% 4% 7% 

44- cans 
per day 0% 0% 2% 4% 

Chinese Cereal 
Table 10 
Consumption Rates By Age 

Descriptor 22-29 30-39 40-49 50+ 

Never 0% 2% 7% 4% 

Not Now 43% 15% 11% 11% 

1-3 bowls 
per month 29% 33% 41% 14% 

1-3 bowls 
per week 21% 33% 28% 46% 

4-6 bowls 
per week 7% 13% 11% 11% 

1+ bowls 
per day 0% 4% 2% 14% 

Note: Percentages shown are percent of column total. 
Percentage totals greater or less than 100% are 
due to rounding error. 
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Consumption Rates By Income Level 
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Descriptor 
$32,000-
42,999 

$43,000-
53,999 $54,000+ 

Never 0% 0% 7% 

Not Now 12% 17% 32% 

1-3/month 69% 67% 45% 

1-3/week 19% 17% 16% 

4-6/week 0% 0% 0% 

l+/day 0% 0% 0% 

Table 2 
Vietnamese Regular Drink 

Consumption Rates By Income Level 

Descriptor 
$32,000-
42,999 

$43,000 
53,999 $54,000+ 

Never 0% 0% 0% 

Not Now 4% 11% 11% 

1-3 cans 
per month 8% 11% 28% 

1-6 cans 
per week 67% 78% 55% 

1-3 cans 
per day 8% 0% 0% 

4+ cans 
per day 13% 0% 6% 

Note: Percentages shown are percent of column total. 
Column percentage totals greater or less than 100% 
are due to rounding error. 
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Table 3 
Vietnamese Potato Chip 

Consumption Rates By Income Level 

Descriptor 
$32,000-
42,999 

$43,000-
53,999 $54,0004-

Never 0% 0% 0% 

Not Now 4% 56% 16% 

1-3/month 38% 33% 56% 

1-3/week 46% 11% 11% 

4-6/week 13% 0% 17% 

14-/day 0% 0% 0% 

Table 4 
Chinese Regular Soft Drink 

Consumption Rates By Income Level 

Descriptor 
$32,000-
42,999 

$43,000-
53,999 $54,0004-

Never 0% 0% 0% 

Not Now 0% 11% 10% 

1-3 cans 
per month 24% 31% 38% 

1-6 cans 
per week 38% 43% 36% 

1-3 cans 
per day 38% 14% 15% 

44- cans 
per day 0% 0% 1% 

Note Percentages shown are percent of column total. 
Column percentage totals greater of less than 100% 
are due to rounding error. 
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Correlation 10: Kendall's PCC between rate of Chinese 
consumption and age, controlling for 
level of acculturation. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.165 -.029 -.091 .034 .155 

Z Score -.4349 -.461 .539 -.822 -.176 

Correlation 11: Kendall's PCC between rate of Vietnamese 
consumption and age, controlling for 
level of acculturation. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.173 -.029 -.155 -.262 .024 

Z Score .033 -.276 .323 -.002 -.022 

Correlation 12: Kendall's PCC between rate of Korean 
consumption and age, controlling for 
level of acculturation. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.358 -.128 -.381 -.149 -.207 

Z Score -.024 -.128 -.044 -.018 .086 

Correlation 13: Kendall's PCC between rate of Chinese 
consumption and age, controlling for 
income level. 

Regular Diet Potato Cereal 
Descriptor Cheese Drinks Drinks Chips 

PCC -.179 -.033 -.145 -.003 . 150 

Z Score -.186 -.381 .365 -.163 -.091 
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Correlation 14: Kendall's PCC between rate of Vietnamese 
consumption and age, controlling for 
income level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.166 .081 .227 -.189 -.014 

Z Score -.036 -1.179 .051 -.754 .383 

Correlation 15: Kendall's PCC between rate of Korean 
consumption and age, controlling for 
income level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.365 -.185 -.369 -.107 -.182 

Z Score .053 .556 -.189 -.524 -.385 

Correlation 16: Kendall's PCC between rate of Chinese 
consumption and age, controlling for 
educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.186 -.049 -.120 -.004 .137 

Z Score -.078 -.113 -.062 -.151 .131 

Correlation 17: Kendall's PCC between rate of Vietnamese 
consumption and age, controlling for 
educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.140 -.034 .213 -.233 .018 

Z Score -.054 .021 .201 -.303 .039 
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Correlation 18: Kendall's PCC between rate of Korean 
consumption and age, controlling for 
educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.372 -.127 -.404 -.177 -.181 

Z Score . 138 -.140 .245 .322 -.399 

Correlation 19: Kendall's PCC between rate of Chinese 
consumption and educational level, 
controlling for level of acculturation, 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC - .010 -.038 .025 - .031 .136 

Z Score -1.082 -.885 -1.375 -1.430 -.357 

Correlation 20: Kendall's PCC between rate of Vietnamese 
consumption and educational level, 
controlling for level of acculturation. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC - .121 -.014 .095 -.148 .008 

Z Score -2.594* .171 .084 .018 .081 

Correlation 21: Kendall's PCC between rate of Korean 
consumption and educational level, 
controlling for level of acculturation, 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.034 -.086 .004 .079 -.183 

Z Score .407 .273 .305 .029 .215 
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Correlation 22: Kendall's PCC between rate of Chinese 
consumption and educational level, 
controlling for income level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.068 -.083 -.059 -.111 .117 

Z Score -.068 -.106 .104 -.044 -.019 

Correlation 23: Kendall's PCC between rate of Vietnamese 
consumption and educational level, 
controlling for income level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.124 .035 .096 -.121 .005 

Z Score -.047 -.346 .071 -.256 .113 

Correlation 24: Kendall's PCC between rate of Korean 
consumption and educational level, 
controlling for income level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .003 -.087 .048 .113 -.145 

Z Score -.057 .287 -.225 -.381 -.240 

Correlation 25: Kendall's PCC between rate of Chinese 
consumption and educational level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.059 -.085 -.044 -.113 .106 

Z Score -.231 -.067 -.156 -.011 .167 
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Correlation 26: Kendall's PCC between rate of Vietnamese 
consumption and educational level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.086 .011 .041 -.078 .010 

Z Score -.445 -.100 .647 -.701 .061 

Correlation 27: Kendall's PCC between rate of Korean 
consumption and educational level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .097 -.030 .139 .125 -.118 

Z Score -1.202 -.405 -1.340 -.518 -.569 

Correlation 28: Kendall's PCC between rate of Chinese 
consumption and income level, 
controlling for level of acculturation. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.078 -.134 .125 -.050 -.016 

Z Score -.071 -.040 -.287 -.105 -.032 

Correlation 29: Kendall's PCC between rate of Vietnamese 
consumption and income level, 
controlling for level of acculturation. 

Descriptor 
Regular Diet Potato 

Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.079 -.210 .098 -.235 .119 

Z Score .359 -.438 -.371 .073 -.344 
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Correlation 30: Kendall's PCC between rate of Korean 
consumption and income level, 
controlling for level of acculturation. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.141 .089 -.212 -.207 -.213 

Z Score 1.341 .681 1.146 .229 .704 

Correlation 31: Kendall's PCC between rate of Chinese 
consumption and income level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.052 -.148 .132 -.055 -.044 

Z Score -.523 .202 -.410 -.024 .439 

Correlation 32: Kendall's PCC between rate of Vietnamese 
consumption and income level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .028 -.262 -.038 -.136 .084 

Z Score -.757 .103 1.040 -.951 .017 

Correlation 33: Kendall's PCC between rate of Korean 
consumption and income level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .068 .189 -0.021 -.156 -.105 

Z Score -1.214 -.537 -1.179 -.387 -.601 
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Correlation 34: Kendall's PCC between rate of Chinese 
consumption and income level, 
controlling for educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.079 -.132 .111 -.051 -.024 

Z Score -.059 -.067 -.053 -.095 .106 

Correlation 35: Kendall's PCC between rate of Vietnamese 
consumption and income level, 
controlling for educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.029 -.254 .049 -.213 .085 

Z Score -.164 .024 .129 -.150 .014 

Correlation 36: Kendall's PCC between rate of Korean 
consumption and income level, 
controlling for educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.031 .157 -.124 -.203 -.133 

Z Score .002 -.141 .071 .185 -.259 

Correlation 37: Kendall's PCC between rate of Chinese 
consumption and acculturation level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .265 .232 .334 .383 .093 

Z Score .270 .079 .167 -.019 -.321 
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Correlation 38: Kendall's PCC between rate of Vietnamese 
consumption and acculturation level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.106 .182 .109 .007 .090 

Z Score .056 .006 -.085 .058 -.005 

Correlation 39: Kendall's PCC between rate of Korean 
consumption and acculturation level, 
controlling for age. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .312 .195 .246 .018 .137 

Z Score .028 .084 .075 .118 .131 

Correlation 40: Kendall's PCC between rate of Chinese 
consumption and acculturation level, 
controlling for income. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .280 .235 .349 .381 .074 

Z Score .019 .022 -.086 .012 .007 

Correlation 41: Kendall's PCC between rate of Vietnamese 
consumption and acculturation level, 
controlling for income. 

Descriptor 
Regular Diet Potato 

Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.120 .116 .126 -.060 .121 

Z Score .201 .699 -.259 .762 -.335 
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Correlation 42: Kendall's PCC between rate of Korean 
consumption and acculturation level, 
controlling for income. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .341 .167 .305 .092 .208 

Z Score -.319 .423 -.645 -.775 -.729 

Correlation 43: Kendall's PCC between rate of Chinese 
consumption and acculturation level, 
controlling for educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .272 .223 .341 .367 .104 

Z Score .149 .234 .049 .241 -.508 

Correlation 44: Kendall's PCC between rate of Vietnamese 
consumption and acculturation level, 
controlling for educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC -.090 .184 .093 .026 .088 

Z Score -.107 -.005 .086 -.138 .011 

Correlation 45: Kendall's PCC between rate of Korean 
consumption and acculturation level, 
controlling for educational level. 

Regular Diet Potato 
Descriptor Cheese Drinks Drinks Chips Cereal 

PCC .316 .210 .250 .020 .167 

Z Score -.020 -.095 .019 .098 -.239 
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Table 1 
ANOVA and Multiple Comparison 

Results Related to Cheese Sensory Properties 

Likert 
Statements F-test 

Koreans 
vs. 

Viet. 

Koreans 
vs. 

Chinese 

Viet, 
vs. 

Chinese 

Upsets my 
stomach .025* no yes no 

Tastes good .960 n/a n/a n/a 

Don't like 
the texture .005* yes yes no 

Pleasing 
aftertaste .369 n/a n/a n/a 

Smells 
unpleasant .115 n/a n/a n/a 

Appearance is 
pleasing .262 n/a n/a n/a 

* significant at the .05 level 

Table 2 
Cheese Sensory Mean Scores By National Origin 

Likert Scale Korean Vietnamese Chinese 

Upsets my 
stomach 3. 79 4.15 4.13 

Don*t like the 
texture 3. 33 3 .90 3.70 
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Table 3 
Digestive Reaction to Cheese By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 0% 2% 1% 

Agree 13% 0% 5% 

Neutral 17% 14% 11% 

Disagree 46% 49% 43% 

strongly 
Disagree 23% 34% 40% 

Cheese 
Table 4 

Texture Responses By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 3% 4% 1% 

Agree 16% 2% 13% 

Neutral 32% 25% 25% 

Disagree 43% 37% 37% 

strongly 
Disagree 6% 31% 24% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 



Table 5 
Potato Chip Sensory 

Mean Scores By National Origin 
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Likert 
Statements Korean Vietnamese Chinese 

Taste good 2.39 2.19 1.94 

Like corn chip 
flavor 2.57 2.47 2.29 

Like cheese 
chip flavor 2.92 2.49 2.57 

Like Mexican 
chip flavor 3.07 2.78 2.64 

Don*t like 
texture 3.40 3.49 3.80 

Like the 
aftertaste 2.95 2.62 2.49 

Too salty 2.14 2.17 2.61 

Table 6 
Potato Chip Taste By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 7% 12% 19% 

Agree 58% 67% 69% 

Neutral 23% 16% 10% 

Disagree 12% 2% 1% 
strongly 
Disagree 0% 4% 1% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 



Table 7 
Corn Chip Flavor By National Origin 
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Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 6% 6% 10% 

Agree 45% 57% 58% 

Neutral 36% 24% 26% 

Disagree 12% 12% 5% 

Strongly 
Disagree 1% 2% 1% 

Table 8 
Cheese Chip Flavor By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 0% 6% 7% 

Agree 36% 63% 24% 

Neutral 35% 14% 25% 

Disagree 29% 12% 18% 

Strongly 
Disagree 0% 6% 1% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Table 9 
Mexican Chip Flavor By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 0% 6% 7% 

Agree 33% 41% 46% 

Neutral 30% 27% 25% 

Disagree 32% 20% 19% 

Strongly 
Disagree 4% 6% 3% 

Potato 
Table 

Chip Texture 
10 

By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 0% 4% 0% 
Agree 13% 8% 4% 
Neutral 36% 35% 21% 
Disagree 48% 41% 65% 
Strongly 
Disagree 3% 12% 10% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Table 11 
Potato Chip Aftertaste By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 0% 8% 4% 

Agree 23% 37% 52% 

Neutral 61% 43% 37% 

Disagree 13% 8% 6% 

Strongly 
Disagree 3% 4% 1% 

Table 
Potato Chip Saltiness 

12 
By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 20% 16% 6% 

Agree 52% 61% 45% 

Neutral 20% 16% 33% 

Disagree 7% 6% 15% 

Strongly 
Disagree 0% 2% 1% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Nutritional 
Table 

Mean Scores 
1 
By National Origin 

Likert 
Statements Koreans Vietnamese 

Chinese 

Cheese is 
fattening. 1.92 2.07 2.33 

Regular drinks 
are fattening. 2.40 2.80 2.23 

Pre-sweetened 
cereal is more 
fattening than 
unsweetened 
cereal. 3.58 3.39 3.83 

"Cheese is 
Table 

Fattening," 
2 
By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 33% 20% 13% 

Agree 43% 59% 52% 

Neutral 20% 18% 24% 

Disagree 3% 2% 9% 

Strongly 
Disagree 0% 2% 1% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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"Regular Drinks are Fattening" By National Origin 
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Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 16% 10% 20% 

Agree 45% 31% 49% 

Neutral 25% 33% 20% 

Disagree 12% 20% 10% 

Strongly 
Disagree 3% 6% 1% 

More 

Table 
"Presweetened 
Nutritious By 

4 
Cereal is 
National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 3% 4% 0% 

Agree 10% 14% 4% 

Neutral 26% 33% 28% 

Disagree 48% 37% 48% 

Strongly 
Disagree 13% 12% 20% 

Note: Percentages shown are percent of column total. 
Percentages greater or less than 100% are due to 
rounding error. 
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Table 1 
Cultural Acceptability 

of Cheese By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
7% Agree 9% 10% 7% 

Agree 39% 18% 50% 

Neutral 20% 45% 26% 

Disagree 26% 20% 13% 

Strongly 
8% 3% Disagree 6% 8% 3% 

Table 2 
Cultural Acceptability of 

Diet Soft Drinks By National Origin 

Descriptor Korean Vietnamese Chinese 

Strongly 
Agree 3% 0% 0% 

Agree 6% 6% 12% 

Neutral 30% 31% 51% 

Disagree 52% 37% 32% 

Strongly 
Disagree 9% 25% 5% 

Note Percentages shown are percent of column total. 
Column percentage totals greater or less than 100% 
are due to rounding error. 
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