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ABSTRACT

Thisarticlehighlightstheroleofsocialmediainthecontextofglobalconsumerculturebyshowing
consumers’perceptionsregardingsocialinfluence,socialnetworks,culturalnoveltyandeconomic
rewards.Iffocusesonthemediatingroleofsocialmediaintheacculturationtotheglobalconsumer
culture(AGCC).Thisarticledevelopsandtestsaconceptualmodelintegratingnewantecedentsof
AGCC.Basedonthe322answerstoanonlinesurveytargetinginternationalstudentsandconsumers,
smartPLSsoftwareandstructuralequationmodellingareappliedtoassessthecausalrelationships
amongtheconstructs.Thefindingsshowthat(1)socialnetwork,socialinfluence,culturalnovelty
andeconomicrewardssignificantlyacceleratetheprocessofacculturationandthat(2)socialmedia
playsamediatingroleonsocialnetworks,culturalnoveltyandtrust.Thisarticleoffersasubstantial
contributiontorelatedtheorybydevelopingandtestingasocialmedia-basedmodelthatprovidesa
morecomprehensiveviewoftheprocessofAGCC.
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INTRodUCTIoN

Studies of international marketing and consumer research have often focused on the impact of
globalizationonconsumerbehaviortoexploredoubleinternationalization,i.e.,thehomogenization
of trends,culturesandbrands, in tandemwith the reinforcementof individualcultures (Jimenez
etal.,2013;ClevelandandLaroche,2007;Clevelandetal.,2016).Theseinsightsunderscorethe
emergenceofreactivatedethnicidentitiesandacommonglobalconsumerculture(Carpenteretal.,
2013;Ger,1999).

Inviewofthegrowingpopularityofsocialmedia,virtualcommunitieshaveattractedheightened
attention,withtheInternetactingasachangeagentthatconsolidatestemporalcommunities(Bakerand
Ward,2002;Krishnamurthy,2003).Socialmediaprovidethemosteffectivemeansforcommunicating
theglobalizationofbrands(HuttonandFosdick,2011)bysupportinginternationalandmarketing
relationsviavirtualcommunities(Popesku,2014).Thesedigitalspaceshaveemergedasafacilitator
forpeopletocommunicatewitheachotherandobtaininformationorknowledge,interactivelyand
inrealtime(Kimetal.,2003).Asocialensembleofindividualrelationshipnetworksisgenerated
amongpeopleinvirtualcommunitiescomposedoflarge,loose,geographicallywidespreadpopulations



International Journal of Technology and Human Interaction
Volume 15 • Issue 1 • January-March 2019

66

(BrownandDuguid,2001).Thisenquiryrespondstothecallforfurtheranalysisintotheuseofsocial
mediainacross-culturalcontext(GoodrichanddeMooij,2014).

Variousframeworkshavebeendevelopedtoexplaintheacculturationofconsumerstoahost
country.Larocheetal.(1997)viewedacculturationasthedynamicaspectofethnicitythatisinfluenced
largelybyaperson’swillingnesstointeractwiththeotherculture.Developingthisnotionfurther,
ClevelandandLaroche(2007)presentedtheframeworkofacculturationtotheglobalconsumerculture
(AGCC).Recentstudieshavehighlightedtheprominentinfluenceofsocialmediaininteractions
betweenfirmsandtheirconsumers(Fulgoni,2015;XieandLee,2015)andinmarketresearch(Patino
etal.,2012).However,noneoftheseframeworkshaveattemptedtolinksocialmediaandAGCC.

Theobjectivesofthisresearcharetwofold:first,tore-examinetheworksofClevelandandLaroche
(2007)andCarpenteretal.(2012,2013)tofurtherourunderstandingoftheglobalconsumerculture
andtoidentifynewfactorsthatmayactasaninfluence;andsecond,tohighlighttheinfluenceof
socialmediainacross-culturalenvironment.Overall,theaimistostudytheeffectofsocialmedia
on AGCC, from which managerial implications are drawn regarding the use of online tools for
communicationorsalesstrategies.Tothisend,thefollowingresearchquestionisposed:Whatrole
isplayedbysocialmediaintheprocessofAGCC?

Thisarticleisstructuredasfollows.ThefirstpartpresentstheAGCCframeworkandthesocial
contextoftheresearch.Thesecondpartproposesaconceptualmodel,andthethirdpartpresents
theresults.Thefourthpart thendiscussestheresultstogetherwiththeacademicandmanagerial
implications.Finally,limitationsandconclusionsarediscussed.

LITERATURE REVIEw

Acculturation to the Global Consumer Culture
Itiswidelyacknowledgedintheinternationalmarketingliteraturethatconsumersinaspecificcountry
arelessclearlydefinedbasedontheirnationalbehaviororattitudesowingtotheglobalizationof
productsandservices.Consequently,themarketplaceisincreasinglyhomogenized,asglobalization
hassupplantedtheheterogeneityofglobalmarkets(Carpenteretal.,2013;ClevelandandLaroche,
2007;Furreretal.,2000).

Supportingthenotionofgradualglobalhomogenization,multipleliteraturereportshavenoted
thatconsumersarelikely“…lesswillingtoconformtoexpectednorms…”(Carpenteretal.,2012:
412;DeMooij,2004;Ger,1999).Thus,theoppositionbetweentheanticipatedhomogenizationof
consumersandthedevelopmentofalocalconsumerculturemeritscloserinvestigationofinternational
marketingstrategies.

ClevelandandLaroche(2007)reportedthefirstattempttodevelopanAGCCframeworkasan
alternativemeansofsegmentingglobalmarkets.Theydetailedsevencomponents(ordrivers)of
AGCC:cosmopolitanism(COSM),exposure tomarketingactivitiesofmulti-nationalcompanies
(EXPO),English-languageusageandexposure(ELU),socialinteractions(SIN),globalmassmedia
exposure (GMM), openness and desire to emulate a global consumer culture (OPEN) and self-
identificationwithaglobalconsumerculture(SELF).

Moreexplicitly,COSMisdefinedas ‘a specific setofqualitiesheldbycertain individuals,
includingawillingnesstoengagewithother(i.e.,different)culturesandalevelofcompetencetoward
alienculture(s)’(ClevelandandLaroche,2007,p.252).EXPOreflectsaconsumer’sfamiliaritywith
marketingeffortsbycompaniesoperatingbeyondborders,whereasELUindicatesthataconsumer
isfamiliarwithandusestheEnglishlanguageineverydayinteractions.SINreferstoanindividual’s
experiencetravellingoutsidetheirhomecountry,migrationexperiencesandcontactwithforeigners.
GMMreferstoaconsumer’sexposuretomediageneratedoutsidehis/hercountryoforigin.AnOPEN
describesanindividual’sprobabilityofseekingforeignproductsforpersonalreasons.Finally,SELF
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