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Second-generation minority consumers differ from their parents in their acculturation experience. We highlight the role of

generational status as a boundary condition for standard minority targeting practices and show its consequences for the effectiveness

of two important minority targeting strategies: priming ethnic identity and featuring models of the same ethnicity.
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EXTENDED ABSTRACT
In recent decades, many countries have witnessed a rapid in-

crease of ethnic and cultural diversity within their population and 
understanding minority consumers has become a priority for market-
ers. Standard approaches have emerged in the area of so-called ethnic 
marketing. In terms of media planning, advertisers attempt to reach 
consumers when their ethnic identity is most salient. In terms of copy 
writing, targeted ads typically feature spokespeople or models with 
the same ethnic background as the target. Spokespeople who are eth-
nically similar to the distinctive target group are thought to have a 
positive impact on advertisement. Both of these strategies assume 
that ethnic groups are homogeneous. Yet, not all minority consumers 
identify with their host and heritage cultures to the same degree. We 
argue that generational status is one of the most important factors 
that determine the effectiveness of these standard minority targeting 
approaches. In this paper, we demonstrate the importance of taking 
into account consumers’ generational status for the effectiveness of 
minority targeting practices. Through two studies, we show that gen-
erational status constitutes an important boundary condition for the 
two standard paradigms described above. 

Through increased identity salience, ethnic identity primes have 
been shown to affect responses to targeted advertisements (e.g. Fore-
hand and Deshpandé, 2001; Forehand et al., 2002). We argue that this 
effect is stronger for second-generation minority consumers, who are 
more likely than their parents to identify as biculturals. For the bicul-
tural, ethnic identity is situational, in the sense that the salience of an 
identity is affected by the situation in which choices are made (Stay-
man and Deshpandé, 1989). Therefore, we expect ethnic identity 
primes to have a more positive impact on evaluations of targeted ads 
in second-generation than in first-generation minority consumers. 

Participants in study 1 were 106 consumers of Chinese heritage 
living in the Netherlands (52 were first-generation Chinese immi-
grants while 54 were born in the Netherlands to Chinese parents). 
Participants were given a booklet containing print ads and randomly 
assigned either to the ethnic prime or the control condition. The tar-
get telecom ad featured a Chinese model. In the ethnic prime condi-
tion, this ad was preceded in the booklet by a travel ad featuring 
Chinese cultural symbols. The control condition featured no culture-
specific images. For the target ad, we measured respondents’ attitude 
towards, and identification with, the (Chinese) model. Participants 
also answered demographic and ethnicity-related questions. 

The analysis showed a significant interaction between ethnic 
prime and generational status (F(2, 101) = 15.56, p < .001) on atti-
tude towards the spokesperson: while there was a significant effect of 
ethnic prime for both second generation (F(1, 102) = 69.18, p < .001; 
ethnic prime: M = 5.15, SD = 0.58; control (no prime): M = 3.40, SD 
= 0.96) and first generation participants (F(1, 102) = 6.94, p = .01; 
ethnic prime: M = 5.19, SD = 0.54; control (no prime): M = 4.62, SD 
= 0.94), the effect was significantly smaller in the latter case. Similar 
results were found for identification with the ethnic model. In other 
words, the positive effect of previous exposure to ethnic symbols 
ad responses was significantly larger among second generation than 
among first generation ethnic consumers.

Several studies have looked at the impact of spokespeople of 
the same ethnicity on distinctive consumers’ attitudes towards the 

brand and ad (e.g. Aaker, Brumbaugh, and Grier, 2000; Antioco et 
al., 2012). We argue that this strategy is significantly more effective 
when targeting first generation minority consumers than when tar-
geting second-generation minority consumers. We predict that this 
effect of generational status on the effectiveness of the strategy is 
mediated by the strength of identification with the heritage culture.

Participants in study 2 were 270 individuals of Turkish heritage 
living in the Netherlands (143 were first-generation Turkish immi-
grants while 127 were born in the Netherlands to Turkish parents). 
Respondents rated an ad for a charity, the charity itself, their will-
ingness to support it, and the spokesperson. In the otherwise identi-
cal ad, the spokesperson’s name was manipulated to sound either 
Turkish (“Ali Oztürk”) or Dutch (“Frank de Jong”). Participants also 
completed the Vancouver Acculturation Index (Ryder et al., 2001) to 
measure identification with ethnic and host culture.

The analysis revealed a significant interaction between genera-
tional status and spokesperson heritage on attitude towards the ad 
(F(1, 266) = 8.24, p = .004). The effect of spokesperson ethnicity 
was significant for first-generation participants (F(1, 266) = 5.27, p = 
.022; Turkish spokesperson: M = 4.26, SD = 1.17; Dutch spokesper-
son: M = 3.84, SD = 1.04) but only marginally significant for second-
generation participants (F(1, 266) = 3.17, p = .076; Turkish spokes-
person: M = 3.46, SD = 1.06; Dutch spokesperson: M = 3.80, SD = 
1.08). The analysis revealed similar effects for attitude towards the 
organization, attitude towards the spokesperson and willingness to 
support. A mediation analysis with strength of ethnic identification as 
a mediator revealed a significant main effect of generational status on 
identification (mediator variable model: b = -0.30, SE = 0.04, t(265) = 
-7.11, p < .001), along with a significant identification*spokesperson 
heritage interaction effect (dependent variable model: b = 1.37, SE = 
0.34, t(265) = 4.00, p = .0001). After adding the mediator, the effect 
of generational status on attitude in the latter model was no longer 
significant (b = -0.24, SE = 0.14, t(265) = -1.70, p = .09). A bootstrap 
analysis of indirect effect confirmed a significant mediation effect 
(95% confidence interval: -0.17 < C.I. < -0.15). The findings confirm 
that there is an effect of generational status on response to same-
ethnicity spokespeople - an effect mediated by the strength of identi-
fication with the heritage culture. 

In today’s multicultural societies, ethnic targeting is an increas-
ingly important tool for marketers. Few standard approaches to the 
targeting of ethnic minorities have emerged in recent years but our 
studies show that the effects of such practices on minority consumers 
are not homogeneous. Specifically, the findings show that generation-
al status (first vs. second generation) constitutes an important bound-
ary condition for the two most popular ethnic targeting strategies.
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