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CHAPTER 4. DATA ANALYSIS AND FINDINGS 

This chapter is divided into five sections in which sample structure, 

measurement reliability, regression analysis, hypothesis test, and acculturation 

analysis are discussed separately.   

4.1 SAMPLE STRUCTURE 

A total of 96 surveys were answered: 60 Spanish version surveys and 36 

English version surveys.  Details about the distribution of this sample are shown 

from Tables 4.1 to 4.10. 

 

4.1.1 Gender 

The gender distribution of the sample is 61.46% male respondents and 38.54% 

female respondents.   

Table 4.1 Sample Structure: Gender Distribution 

Gender Frequency Percent 

Male 59 61.46 

Female 37 38.54 

Total 96 100 

 

4.1.2 Age 

More than two thirds of the respondents are under 26 years old, with the 

majority falling within the 19 to 22 and 23 to 26 year old age ranges.  This is 

reasonable since the target studied by this research is students. 
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Table 4.2 Sample Structure: Age Distribution 

Age Frequency Percent 

Less than 18 4 4.16 

19 - 22 36 37.5 

23 - 26 35 36.46 

27 - 30 13 13.54 

31 - 34 5 5.21 

Above 35 3 3.13 

Total 96 100 

 

4.1.3 Education 

The sample of this study displays a rather evenly distributed educational 

background: 27.08% have High School Diplomas, 35.42% have Undergraduate 

Degrees, and 37.5% have postgraduate degrees.   

 

Table 4.3 Sample Structure: Education Distribution 

Education Frequency Percent 

High school 26 27.08 

Undergraduate 34 35.42 

Postgraduate 36 37.5 

Total 96 100 

 

4.1.4 Home Country and Home Country Language 

The respondents of this research’s survey all come from Latin America: 4.17% 

from North America, 61.46% from Central America, 2.08% from the Caribbean 

region, and 32.29% from South America.  For a detailed list by country, please 

refer to Table 4.5. 
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Table 4.4 Sample Structure: Region Distribution 

Region Frequency Percent 

North America 4 4.17 

Central America 59 61.46 

Caribbean 2 2.08 

South America 31 32.29 

Total 96 100 

 

Table 4.5 Sample Structure: Country Distribution 

Country Frequency Percent 

Argentina 3 3.13 

Belize 7 7.29 

Bolivia 7 7.29 

Brazil 3 3.13 

Chile 1 1.04 

Colombia 5 5.21 

Costa Rica 12 12.5 

Dominican Republic 1 1.04 

El Salvador 5 5.21 

Guatemala 12 12.5 

Haiti 1 1.04 

Honduras 8 8.33 

Mexico 4 4.17 

Nicaragua 12 12.5 

Other Central America 1 1.04 

Panama 2 2.08 

Paraguay 9 9.37 

Peru 3 3.13 

Total 96 100 

  

The home country language of 87.5% of the respondents is Spanish, 8.33% 

English, 1% French, and 3% Portuguese.   
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Table 4.6 Sample Structure: Home Country Language Distribution 

Language Frequency Percent 

Spanish 84 87.5 

English 8 8.33 

French 1 1.04 

Portuguese 3 3.13 

Total 96 100 

 

4.1.5 Ethnicity 

The majority of the respondents are Latin (84.38%), whereas less than 5% are 

Taiwanese or of Taiwanese descent.  The remaining 11% of the respondents are of 

other ethnicities, including Hebrew, Creole, Chinese, African American, and 

Caucasian.  Although there are a few respondents of Taiwanese or Chinese 

ethnicity, these individuals considered themselves as Latin Americans, for they all 

answered “yes” to the question “Do I come from Latin America?” 

Table 4.7 Sample Structure: Ethnicity Distribution 

Ethnicity Frequency Percent 

Latin 81 84.38 

Taiwanese 4 4.17 

Other 11 11.45 

Total 96 100 

 

4.1.6 Purpose of Visiting Taiwan 

From the 96 respondents, only two came to Taiwan for purposes other than 

education.  Nearly 98% of the respondents came to Taiwan with the purpose of 

continuing education.  Since the subjects of this study are foreign students, this 

distribution is not surprising.   
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Table 4.8 Sample Structure: Purpose of Visit Distribution 

Purpose Frequency Percent 

Education 94 97.92 

Employment 1 1.04 

Business 1 1.04 

Total 96 100 

 

4.1.7 Average Monthly Disposable Income 

An inquiry on the respondents’ average monthly disposable income including 

scholarships, allowance, and other applicable sources of income revealed that a 

large portion of Latin American foreign students (31.25%) have an average monthly 

income of 10,001 to 15,000 NT dollars, whereas 22.92% and 14.58% of Latin 

American foreign students have the average monthly income of 25,001 to 30,000 

and 30,001 to 35,000 NT dollars respectively.   

Table 4.9 Sample Structure:  

Average Monthly Disposable Income Distribution 

Monthly Income (NT$) Frequency Percent 

Less than 5000 5 5.21 

5001 - 10000 6 6.25 

10001 - 15000 30 31.25 

15001 - 20000 6 6.25 

20001 - 25000 8 8.33 

25001 - 30000 22 22.92 

30001 - 35000 14 14.58 

Above 35001 5 5.21 

Total 96 100 
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4.1.8 Duration of Stay  

Although nearly half of the respondents have been in Taiwan less than 1 year, 

a third of them have been in Taiwan for more than 1 year but less than 2 years, 

whereas a significant percentage (11.46%) of the foreign students have been in 

Taiwan for more than 2 years but less than 3 years.   

 

Table 4.10 Sample Structure: Duration of Stay Distribution 

Time Frequency Percent 

Less than 1 year 42 43.75 

1 - less than 2 years 31 32.29 

2 - less than 3 years 11 11.46 

3 - less than 4 years 8 8.33 

More than 4 years 4 4.17 

Total 96 100 

 

In short, the respondents of this study’s questionnaire are mostly between the 

ages of 19 to 30 years old, from Spanish speaking countries in Central or South 

America, of Latin ethnicity, and come to Taiwan with the purpose of pursuing a 

higher education.   

 

4.1.9 Consumer Acculturation 

Tables 4.11 to 4.12 summarize the means for the respondents’ preference for 

Taiwanese food and clothing brands and their purchase intention for Taiwanese 

food and clothing products.  In terms of Taiwan food and clothing brand 

preference, both means are below 3, indicating that the respondents lean towards 

not preferring Taiwanese brands in the two product categories.  In terms of 

purchase intention, respondents have a higher mean purchase intention for food 

products (3.95) than for clothing products (2.49).  In fact, the Taiwan clothing 
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purchase intention mean of 2.49 suggests that respondents lean toward not 

wanting to purchase Taiwanese clothes.    

 

Table 4.11 Taiwan Food and Clothing Brand Preference Means 

 
Std. 

Deviation 
Mean 

Taiwan food brand preference 1.024 2.44 

Taiwan clothing brand preference .994 2.29 

 

Table 4.12 Taiwan Food and Clothing Purchase Intention Means 

 
Std. 

Deviation 
Mean 

Taiwan food purchase intention 1.200 3.95 

Taiwan clothing purchase intention 1.399 2.49 

   

 The Latin American respondents’ consumption of Taiwan food products and 

brands do not seem to vary much (shown in Tables 4.13 and 4.14).  Consumption 

frequencies of 81-100% seem to be lowest for both food product and food brand 

consumption.  All other frequencies seem to have a rather even distribution, with 

the exception of 0-20% where 18.75% of the sample consumed 0-20% of Taiwan 

food products and 32.29% consumed 0-20% of Taiwanese food brands.   
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Table 4.13 Taiwan Food Product Consumption Frequencies 

Taiwan Food Product 

Consumption 
Frequency Percent 

0-20% 18 18.75 

21-40% 25 26.04 

41-60% 26 27.08 

61-80% 25 26.04 

81-100% 2 2.08 

Total 96 100 

 

Table 4.14 Taiwan Food Brand Consumption Frequencies 

Taiwan Food Brand 

Consumption 
Frequency Percent 

0-20% 31 32.29 

21-40% 19 19.79 

41-60% 25 26.04 

61-80% 17 17.71 

81-100% 4 4.17 

Total 96 100 

 

 In comparison to food product and brand consumption, beverage product and 

brand consumption by Latin American visitor respondents seem to be higher: 

12.50% consume 81-100% Taiwanese beverage products and 13.54% consume 

Taiwanese beverage brands relative to the 2.08% and 4.17% of Taiwanese food 

product and brand consumptions.  Table 4.15 and 4.16 summarizes the 

consumption frequencies of Taiwanese beverage products and brands.   

 

 

 

 



69 

 

 

Table 4.15 Taiwan Beverage Product Consumption Frequencies 

Taiwan Beverage 

Product Consumption 
Frequency Percent 

0-20% 17 17.71 

21-40% 14 14.58 

41-60% 31 32.29 

61-80% 22 22.92 

81-100% 12 12.50 

Total 96 100 

 

Table 4.16 Taiwan Beverage Brand Consumption Frequencies 

Taiwan Beverage 

Brand Consumption 
Frequency Percent 

0-20% 29 30.21 

21-40% 17 17.71 

41-60% 20 20.83 

61-80% 17 17.71 

81-100% 13 13.54 

Total 96 100 

 

 Clothing consumption levels are much lower than food and beverage 

consumptions.  65.63% of respondents consume 0-20% Taiwanese clothing styles 

and 53.13% consume 0-20% of Taiwanese clothing brands.  Please refer to Tables 

4.17 and 4.18 for a more detailed summary of Taiwanese clothing style and brand 

consumption frequencies.   

 

 

 

 

 

 



70 

 

 

Table 4.17 Taiwan Clothing Style Consumption Frequencies 

Taiwan Clothing Style 

Consumption 
Frequency Percent 

0-20% 63 65.63 

21-40% 15 15.63 

41-60% 16 16.67 

61-80% 1 1.04 

81-100% 1 1.04 

Total 96 100 

 

Table 4.18 Taiwan Clothing Brand Consumption Frequencies 

Taiwan Clothing 

Brand Consumption 
Frequency Percent 

0-20% 51 53.13 

21-40% 23 23.96 

41-60% 11 11.46 

61-80% 7 7.29 

81-100% 4 4.17 

Total 96 100 

 

 In short, the respondents of this study display similar Taiwan brand 

preferences for both the food and clothing product categories.  Yet, these 

respondents display a clear difference in their purchase intention, where Taiwan 

food products and brands had a much higher purchase intention (67%) than Taiwan 

clothing style and brands purchase intention (roughly one quarter).  This is shown 

in their consumption frequency of both product categories: Taiwan food product 

and brand consumption were much higher than Taiwan clothing style and brand 

consumption.  To be more precise, Taiwan beverage products and brands yielded 

higher consumption frequencies than Taiwan food product and brand consumption 

frequency, which is in line with the researcher’s findings from in-depth interviews.   
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4.2 RELIABILITY OF MEASUREMENT SCALE 

Reliability refers to the consistency and precision of measurement scores.  

Cronbach’s Alpha (α) is generally used to measure the internal consistency of 

multi-item measurement scales, in which scores above 0.7 indicates high reliability 

(Nunnaly, 1978). 

Of all the variables in this study, 11 variables were measured by numerous 

items.  Based on the results of the reliability analysis, each variable had a 

relatively high Cronbach’s Alpha score, thus indicating high internal consistency.   

Based on the reliability analysis, the mean rating on the items of each variable 

were calculated to represent the case value for each variable.  Hence rather than 

multiple measures for each variable, the data were reduced so that each variable 

had only one measure for each variable.   

Table 4.19 Reliability Analysis Results 

Variable Cronbach’s Alpha 

Language 0.7755 

Media 0.7930 

Social Interaction with Taiwanese 0.7672 

Social Interaction with Latin 

Americans 
0.7576 

Social Interaction with other 

Foreigners 
0.7733 

Perceived Discrimination 0.8389 

Cosmopolitanism 0.9431 

Multicultural Experience: Travel 0.7821 

Multicultural Experience: Home 

Country Acquaintance 
0.8081 

Marketing Tactics: Food 0.8687 

Marketing Tactics: Clothes 0.8764 

 



72 

 

4.3 REGRESSION ANALYSIS 

Multiple regression analysis was used to assess the relationship between the 

independent variables and the dependent variables, as well as the relationship 

between different dependent variables.   

The relationships this study wishes to assess include that between 

independent variables (acculturation influence variables, marketing tactics, and 

situational variables) and brand preference, product consumption, and brand 

consumption for two product categories, as well as the relationship between brand 

preference and product/brand purchase intention and product/brand consumption 

behavior for both product categories (as shown in sections 4.3.6 and 4.3.10).   

In addition to acculturation influence variables, marketing tactics, and 

situational variables, two demographic variables (age and average monthly income) 

are added as independent variables in the regression analysis.   

Before conducting regression analyses, the researcher first conducted 

correlation analysis for dependent variables and independent variables as well as 

the correlation between the independent variables.  The results are listed in the 

Appendix.  The correlation coefficients will be used to select sets of independent 

variables for regression analyses in case serious multi-collinearity problems are 

present.   
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4.3.1 Factors Influencing Taiwan Food Brand Preference 

An analysis with all independent variables (Model 1) yielded a model with an 

R
2
 of 0.374 and a p-value of 0.000.  The model identified three significant 

independent variables including one food product situational variable (increased 

consumption of Taiwanese food when with Taiwanese friends), food marketing 

tactics, and age, as well as one marginally significant independent 

variable—decreased consumption of Taiwanese food when with Latin American or 

foreign friends.  The respective standardized coefficient values and p-values (in 

parentheses) are 0.223 (0.025), -0.237 (0.024), 0.278 (0.012), and -0.191 (0.052).  

Collinearity diagnostics indicate that all variables exhibit VIF values under 3.  Table 

4.20 is the coefficient table for the multiple regression analysis model using all 

independent variables. 

Table 4.20 Taiwan Food Brand Preference 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  2.882 .005  

Language use .113 .760 .449 2.814 

Taiwan Media exposure .076 .584 .561 2.136 

Social interaction with Taiwanese .078 .710 .480 1.529 

Perceived discrimination -.051 -.516 .607 1.222 

2 year plan of stay prior to entry -.126 -1.284 .203 1.220 

Permanent residence intent .101 1.011 .315 1.269 

Foreign travel experience .082 .823 .413 1.263 

Home country foreign acquaintance .033 .304 .762 1.530 

Cosmopolitanism -.113 -1.171 .245 1.193 

Increased consumption of Taiwanese 

food when with Taiwanese friends 

.223 2.281 .025** 1.217 

Food marketing tactics -.237 -2.295 .024** 1.366 
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Table 4.20 Taiwan Food Brand Preference 

Multiple Regression Analysis Model 1 (Continued) 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

Decreased consumption of Taiwanese 

food when with Latin American or 

foreign friends 

-.191 -1.972 .052** 1.198 

Age .278 2.561 .012* 1.501 

Average monthly income -.134 -1.321 .190 1.309 

Duration of Stay -.028 -.266 .791 1.389 

R
2
=0.374   Adjusted R

2
=0.256   F15,80=3.181   P-value=0.000 

Dependent Variable: Taiwan food brand preference  

** Significant at 0.05 

* Significant at 0.10 

 

Hence, food brand preference is positively associated with age and the 

situational variable of Taiwanese companionship during consumption at a 

significant level of 0.012 and 0.025.  In other words, according to this model, older 

visitors have a higher Taiwan food brand preference and Taiwanese companionship 

during consumption (e.g. purchase or eating), is linked to the visitors’ positive 

preference for Taiwanese food brands.  This preference could originate from the 

Taiwanese companion’s explanation or introduction of the Taiwanese brand during 

consumption resulting in a better understanding and increased contact with the 

Taiwanese brand.  This explanation would otherwise be inaccessible if the 

consumption companion were Latin American or of other nationality.  Hence, 

visitors who support the statement “when I am with my Taiwanese friends, I will 

consume more Taiwanese foods,” possess the attitude that entails identification 

with the host culture.  Hence, by identifying with the host culture, visitors may 

wish to establish an identity as a member of the host culture, thereby increasing 

their preference for Taiwanese food brands. 
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This analysis indicates a negative association at a marginally significant level of 

0.052 between the variable “decreased consumption of Taiwanese food when with 

Latin American or foreign friends” and Taiwan food brand preference.  In other 

words, individuals who agree to the statement, “I will consume less Taiwanese food 

products and brands when I am with Latin American (or foreign friends)” have 

lower preferences for Taiwanese food brands.  Perhaps individuals who have a 

desire of consuming less Taiwanese foods when with non-Taiwanese individuals 

wish to portray and maintain their identity of foreigners.  Their higher level of 

cultural maintenance will reflect a lower level of preference for host culture 

brands.   

The researcher also found food marketing tactics employing 

English/Spanish/Latin elements to be negatively correlated with Taiwan food brand 

preference at a significant level of 0.024.  This finding is different from expected.  

The researcher originally assumed that English, Spanish, and Latin elements in the 

product category’s marketing tactics by Taiwanese brands would appeal to the 

visitors’ sense of familiarity, therefore increasing their preference or positive 

attitude toward Taiwanese brands.  Yet, the opposite was discovered.   

To pinpoint how each marketing tactic contribute to this relationship, multiple 

regression analyses using Model 1 as basis but switching the food marketing tactics 

for the five respective components were generated.  A composite of the five 

respective marketing tactics components generated by the multiple regression 

analyses (Table 4.21) illustrates the relationship each tactic has with Taiwan food 

brand preference. 
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Table 4.21 Taiwan Food Brand Preference 

Multiple Regression Analysis: Food Marketing Tactics 

 

Standardized 

Coefficients t Sig. 

Beta 

Model 2 

(P-value 

= .002) 

If salesperson speaks English or Spanish, I will 

purchase the product/brand. 
-.055 -.531 .597 

Model 3 

(P-value 

= .001) 

If salesperson speaks English or Spanish, I will 

recommend it to my friends. 
-.128 -1.269 .208 

Model 4 

(P-value 

= .000) 

If product/brand has 

English/Spanish/Portuguese in advertisements, 

packaging, in-store displays, I will purchase it. 

-.256 -2.488 .015** 

Model 5 

(P-value 

= .000) 

If product/brand has a Latin spokesperson in 

advertisements, packaging, in-store displays, I 

will purchase it. 

-.231 -2.317 .023** 

Model 6 

(P-value 

= .000) 

I prefer English/Spanish brand names. -.259 -2.595 .011** 

Independent Variables: Language use, Media exposure, Social interaction with Taiwanese, Perceived 

discrimination, 2 year plan of stay prior to entry, Permanent residence intent, Foreign travel experience, 

Home country foreign acquaintance, Cosmopolitanism, Increased consumption of Taiwanese food when 

with Taiwanese friends, Decreased consumption of Taiwanese food when with Latin American or foreign 

friends, Age, Average monthly income, Duration of Stay 

Dependent Variable: Taiwan food brand preference  

** Significant at 0.05 

 

 Of the food marketing tactics, salesperson language skills do not seem to have 

any significant relationship with Taiwan food brand preference.  Brand name 

language, packaging and advertisement language, and spokesperson ethnicity, 

however, are negatively associated with Taiwan brand preference.   

The researcher proposes two explanations for this phenomenon: 

Firstly, it is possible that Latin American visitors prefer marketing tactics, e.g. 

advertisements, packaging, and brand names, with English/Spanish components, 
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but the rarity of the use of these tactics in Taiwan result in little consumption or 

preference of Taiwanese products/brands.  Hence, more preference of 

English/Spanish marketing tactics, e.g. English brand names, will lead to less 

consumption or preference of Taiwanese brands or products.   

Secondly, visitors might expect brands that employ English/Spanish elements 

in their marketing tactics to be foreign brands, hence when local (i.e. Taiwan) 

brands employ these marketing tactics, they will not be motivated to consume the 

products/brands, much less prefer them.  

Hence, for food brand preference, hypothesis H8a is supported (host culture 

companionship during consumption is positively associated with Taiwan food brand 

preference).  Lastly, hypotheses H7a proved to have a relationship opposite to one 

postulated by the researcher: marketing tactics, specifically brand name language, 

spokesperson, and communication content language, are negatively associated 

with Taiwan brand preference.   

These models did not discover any significant relationships between Taiwan 

food brand preference and language use, media exposure, cosmopolitanism, 

perceived discrimination, permanent residence intent, duration of stay, previous 

travel experience, and home country foreign acquaintance.  Hence hypotheses 

H1a, H2a, H3a, H4a, H4c, H5a, H5c, H6a, and H6c were not supported.   

 

4.3.2 Factors Influencing Taiwan Food Product Consumption 

Food products in this research refer to all food items consumed in all meals, 

beverages, snacks, etc.  Before studying the relationship between the 

independent variables and Taiwan food product consumption, the researcher first 

determines whether Taiwan beverage product consumption is significantly different 
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from Taiwan food product consumption.  If the Taiwan beverage product 

consumption and Taiwan food product consumption do not display significant 

difference, they will be merged together and treated as one single variable that 

includes both beverage and food consumption.   

Paired-samples T test was used to assess the two variables.  Results (Tables 

4.22 and 4.23) indicate that Taiwan food product consumption and Taiwan 

beverage product consumption are significantly different and therefore are not 

merged.  These will be analyzed separately. 

 

Table 4.22 Paired-Samples Statistics 

 (Taiwan Food Product Consumption and Taiwan Beverage Consumption) 

 Mean N Std. Deviation Std. Error Mean 

Taiwan food product 

consumption 
48.10 96 22.793 2.326 

Taiwan beverage product 

consumption 
53.18 96 26.563 2.711 

 

Table 4.23 Paired-Samples Test 

(Taiwan Food Product Consumption and Taiwan Beverage Consumption) 

 

Paired Differences 

t df 
Sig. 

(2-tailed) Mean 
Std. 

Deviation 

Std. 

Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Taiwan food 

product 

consumption 

– Taiwan 

beverage 

product 

consumption 

-5.08 26.742 2.729 -10.49 .34 -1.860 95 .066 

 

An analysis using all independent variables (Model 1) generated a model with 
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an R
2
 of 0.288 and a significance level of 0.015.  The analysis found two significant 

independent variables: increased consumption of Taiwanese food when with 

Taiwanese friends and food marketing tactics.  The respective standardized 

coefficients and p-values are: 0.227 (0.032) and -0.392 (0.001).  All variables of 

this model have VIF values under 3.  Table 4.24 is the coefficient table for the 

multiple regression analysis model generated using all independent variables.   

 

Table 4.24 Taiwan Food Product Consumption 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  2.377 .020  

Language use .058 .364 .717 2.814 

Taiwan Media exposure -.013 -.096 .923 2.136 

Social interaction with Taiwanese .031 .265 .791 1.529 

Perceived discrimination -.012 -.112 .911 1.222 

2 year plan of stay prior to entry -.055 -.532 .596 1.220 

Permanent residence intent .079 .745 .458 1.269 

Foreign travel experience .040 .381 .704 1.263 

Home country foreign acquaintance .050 .426 .671 1.530 

Cosmopolitanism -.011 -.102 .919 1.193 

Increased consumption of Taiwanese 

food when with Taiwanese friends 

.227 2.180 .032** 1.217 

Decreased consumption of Taiwanese 

food when with Latin American or 

foreign friends 

.022 .218 .828 1.198 

Food marketing tactics -.392 -3.558 .001** 1.366 

Age .088 .763 .448 1.501 

Income -.085 -.792 .431 1.309 

Duration of Stay -.034 -.308 .759 1.389 

R
2
=0.288   Adjusted R

2
=0.154   F15,80=2.154   P-value=0.015 

Dependent Variable: Taiwan food product consumption 

** Significant at 0.05 

* Significant at 0.10 
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Taiwan food product consumption is positively associated with the situational 

variable of increased consumption of Taiwanese food when with Taiwanese friends 

at a significant level of 0.032.  As with Taiwan food brand preference, this positive 

association can be explained by increased exposure to Taiwanese food products as 

a result of Taiwanese friends’ introduction of local products and trial 

encouragement by these friends.  When a visitor consumes food products in 

companionship with Taiwanese friends, he/she can acquire a better understanding 

of the product before the actual consumption, so as to ensure an alignment 

between his/her expectations for the product and the actual value of the product.  

This will reduce the risk of consuming products the visitor dislikes.  Hence, 

Taiwanese companionship not only increases visitors’ consumption of Taiwanese 

food products, the researcher believes that the quality of consumption increases as 

well.   

The researcher discovered food marketing tactics with English/Spanish/Latin 

elements to be negatively correlated with Taiwan food product consumption at a 

significant level of 0.001.  As with Taiwan food brand preference, the researcher 

used the modified Model 1 to pinpoint how each marketing tactic contributes to 

the negative relationship by switching the overall marketing tactics score for the 

respective component.  Five models are generated and the respective marketing 

tactics component values are shown in Table 4.25.   

Of the five models, Models 3, 4, and 6 have p-values that are significant or 

marginally significant.  Although salesperson foreign language capability has a 

significant relationship with Taiwan food product consumption, Model 2 itself is not 

significant.   
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Table 4.25 Taiwan Food Product Consumption 

Multiple Regression Analysis: Food Marketing Tactics 

 

Standardized 

Coefficients t Sig. 

Beta 

Model 2 

(p-value=

0.131) 

If salesperson speaks English or Spanish, I will 

purchase the product/brand. 
-.235 -2.089 .040 

Model 3 

(p-value=

0.090) 

If salesperson speaks English or Spanish, I will 

recommend it to my friends. 
-.265 -2.472 .017** 

Model 4 

(p-value=

0.003) 

If product/brand has 

English/Spanish/Portuguese in 

advertisements, packaging, in-store displays, 

I will purchase it. 

-.454 -4.223 .000** 

Model 5 

(p-value=

0.215) 

If product/brand has a Latin spokesperson in 

advertisements, packaging, in-store displays, 

I will purchase it. 

-.169 -1.494 .139 

Model 6 

(p-value=

0.007) 

I prefer English/Spanish brand names. -.412 -3.892 .000** 

Independent Variables: Language use, Media exposure, Social interaction with Taiwanese, Perceived 

discrimination, 2 year plan of stay prior to entry, Permanent residence intent, Foreign travel 

experience, Home country foreign acquaintance, Cosmopolitanism, Increased consumption of 

Taiwanese food when with Taiwanese friends, Decreased consumption of Taiwanese food when with 

Latin American or foreign friends, Age, Average monthly income, Duration of Stay 

Dependent Variable: Taiwan food product consumption 

** Significant at 0.05 

* Significant at 0.10 

 

Based on the analyses summarized in Table 4.27, the researcher identified the 

source of the negative association between food marketing tactics and Taiwan food 

product consumption to originate from three significant components (salesperson 

foreign language ability, promotion communication language, and brand name 

language). 

From Model 6, it appears that English/Spanish brand name is negatively 
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associated with Taiwan food product consumption.  The researcher believes that 

for brand name language, visitors may expect Taiwanese food products to have 

Mandarin brand names.  Hence, when they seek to consume Taiwanese food 

products, they may purposely select products with Mandarin names, which would 

account for the negative relationship.   

From Models 3 and 4, the researcher discovered that salesperson foreign 

language ability and promotion content communication using English, Spanish, or 

Portuguese is negatively associated to Taiwan food product consumption.  A 

possible explanation is that for visitors to try new food products, they would wish 

to know what they are eating.  Hence, having advertisements, packaging, and 

in-store displays that communicate product information in the visitors’ home 

language as well as the salespersons’ ability to communicate in English or Spanish 

will allow for a better understanding of the product.  However, there is a lack of 

such measures.  Hence, although visitors have a preference for English/Spanish 

communication, the lack of it has resulted in little consumption of Taiwanese food 

products.   

In short, hypothesis H8b (host culture companionship during consumption is 

positively associated with consumption of host culture food products and brands) is 

supported.  Marketing tactics using English, Spanish, or Latin components proved 

to have an opposite relationship to that proposed in the hypothesis.  Hence, 

hypothesis H7b is not supported.  In terms of Taiwan food product consumption, 

language use, media exposure, social interaction, cosmopolitanism, perceived 

discrimination, permanent residence intent, duration of stay, home country foreign 

acquaintance, and foreign travel experience did not reach significant levels.  

Hence, hypotheses H1b, H2b, H3b, H4b, H4d, H5b, H5d, H6b, and H6d were not 
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supported.   

 

4.3.3 Factors Influencing Taiwan Food Brand Consumption 

As with Taiwan food product consumption, before studying the relationship 

between the independent variables and Taiwan beverage brand consumption, the 

researcher first determines whether Taiwan beverage brand consumption is 

significantly different from Taiwan food brand consumption.  If the two dependent 

variables do not display significant difference, they will be merged together and 

treated as one single variable that includes both beverage and food consumption.   

Paired-samples T test was used to assess the two variables.  Results (shown 

in Tables 4.26 and 4.27) indicate that Taiwan food brand consumption and Taiwan 

beverage brand consumption are significantly different and therefore are not 

merged.  These will be analyzed separately. 

 

Table 4.26 Paired-Samples Statistics 

 (Taiwan Food Product Consumption and Taiwan Beverage Consumption) 

 Mean N Std. Deviation Std. Error Mean 

Taiwan food brand 

consumption 
41.05 96 25.586 2.611 

Taiwan beverage 

brand consumption 
45.67 96 29.388 2.999 

 

 

 

 

 

 

 



84 

 

Table 4.27 Paired-Samples Test 

(Taiwan Food Product Consumption and Taiwan Beverage Consumption) 

 

Paired Differences 

t df 
Sig. 

(2-tailed) Mean 
Std. 

Deviation 

Std. 

Error 

Mean 

95% Confidence Interval 

of the Difference 

Lower Upper 

Taiwan food 

brand 

consumption – 

Taiwan beverage 

brand 

consumption 

-4.62 23.327 2.381 -9.34 .11 -1.939 95 .055 

 

In formulating a model to determine the relationship between independent 

variables and Taiwan food brand consumption, the analysis using all independent 

variables generated a model with an R
2
 of 0.344 and a significance level of 0.002.  

Two significant independent variables (age and food marketing tactics) and two 

marginally significant independent variables were generated (social interaction with 

Taiwanese and duration of stay).  The respective standardized coefficients and 

p-values for these variables are: 0.331 (0.004), -0.343 (0.002), 0.203 (0.073), and 

-0.179 (0.097).  Like the previous two models, all VIF values are under 3.  Table 

4.28 is the coefficient table for the multiple regression analysis model generated 

using all independent variables.   
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Table 4.28 Taiwan Food Brand Consumption  

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  1.861 .066  

Language use .045 .298 .766 2.814 

Taiwan Media exposure -.047 -.357 .722 2.136 

Social interaction with Taiwanese .203 1.816 .073** 1.529 

Perceived discrimination .036 .362 .718 1.222 

2 year plan of stay prior to entry -.002 -.020 .984 1.220 

Permanent residence intent .085 .834 .407 1.269 

Foreign travel experience -.042 -.413 .681 1.263 

Home country foreign acquaintance -.028 -.254 .800 1.530 

Cosmopolitanism -.032 -.319 .751 1.193 

Increased consumption of Taiwanese 

food when with Taiwanese friends 
.047 .473 .637 1.217 

Food marketing tactics -.343 -3.244 .002* 1.366 

Decreased consumption of Taiwanese 

food when with Latin American or 

foreign friends 

-.089 -.898 .372 1.198 

Age .331 2.986 .004* 1.501 

Average monthly income .023 .222 .825 1.309 

Duration of Stay -.179 -1.679 .097** 1.389 

R
2
=0.344   Adjusted R

2
=0.221   F15,80=2.792   P-value=0.002 

Dependent Variable: Taiwan food brand consumption 

* Significant at 0.05 

** Significant at 0.10 

 

According to these findings, social interaction with Taiwanese is positively 

associated with Taiwan food brand consumption at a marginally significant level of 

0.073.  This finding is in line with the findings of other studies: social interaction 

with host culture members increases acculturation or consumption of host culture 

products, thereby supporting hypothesis H3b.  On the other hand, as age 

increases, so does consumption of Taiwanese food brands.   
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Duration of stay is negatively associated with Taiwan food brand consumption 

at a marginally significant level of 0.097.  Taiwanese foods are very different from 

Latin American foods.  The researcher believes that with increased time in Taiwan, 

visitors will experience a reinforced perception of the great difference between 

Taiwanese and Latin American cuisine and eating habits.  As their duration of stay 

in Taiwan lengthens, visitors may experience an increased nostalgia for home 

country foods.  They may even discover or feel that more and more Taiwanese 

foods diverge from their tastes, hence decreasing their consumption of Taiwanese 

foods.   

 Like previous findings for Taiwan food brand preference and Taiwan food 

product consumption, the variable food marketing tactics that employ 

English/Spanish/Latin components is negatively associated with Taiwan food brand 

consumption at a significant level of 0.002.  Table 4.29 examines how each 

marketing tactic component contributes to the negative relationship. 

Table 4.29 Taiwan Food Brand Consumption 

Multiple Regression Analysis: Food Marketing Tactics 

 

Standardized 

Coefficients t Sig. 

Beta 

Model 2 

(p-value = 

0.026) 

If salesperson speaks English or Spanish, I 

will purchase the product/brand. 
-.135 -1.244 .217 

Model 3 

(p-value = 

0.010) 

If salesperson speaks English or Spanish, I 

will recommend it to my friends. 
-.223 -2.140 .035* 

Model 4 

(p-value = 

0.001) 

If product/brand has 

English/Spanish/Portuguese in 

advertisements, packaging, in-store 

displays, I will purchase it. 

-.391 -3.757 .000* 
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Table 4.29 Taiwan Food Brand Consumption 

Multiple Regression Analysis: Food Marketing Tactics (Continued) 

 

Standardized 

Coefficients t Sig. 

Beta 

Model 5 

(p-value = 

0.004) 

If product/brand has a Latin spokesperson 

in advertisements, packaging, in-store 

displays, I will purchase it. 

-.286 -2.762 .007* 

Model 6 

(p-value = 

0.003) 

I prefer English/Spanish brand names. -.303 -2.910 .005* 

Independent Variables: Language use, Media exposure, Social interaction with Taiwanese, Perceived 

discrimination, 2 year plan of stay prior to entry, Permanent residence intent, Foreign travel 

experience, Home country foreign acquaintance, Cosmopolitanism, Increased consumption of 

Taiwanese food when with Taiwanese friends, Decreased consumption of Taiwanese food when 

with Latin American or foreign friends, Age, Average monthly income, Duration of Stay 

Dependent Variable: Taiwan food brand consumption 

* Significant at 0.05 

  

In terms of food brand consumption, all marketing tactics components, with 

the exception of “If salesperson speaks English or Spanish, I will purchase the 

product/brand” contribute to the negative association.  This supports the 

previous explanation that visitors may prefer these marketing tactics, but due to 

the rare use of these tactics by Taiwanese food products/brands, a negative 

association is present as well as the explanation that visitors prefer Taiwanese 

brands that do not employ these tactics.  Hence if a brand employs these tactics, 

visitors will consume less of that brand.   

 Food marketing tactics and duration of stay display an opposite relationship 

than as hypothesized.  Hence, hypotheses H5d and H7b are not supported.  

Unlike Taiwan food product consumption, Taiwan food brand consumption proved 

to have a positive association with social interaction with Taiwanese, thereby 

supporting hypothesis H3b.   

 The remaining variables did not prove to have significant relationships with 
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Taiwan food brand consumption.  Hence, hypotheses H1b, H2b, H4b, H4d, H5b, 

H6b, and H6d remain unsupported.   

 

4.3.4 Factors Influencing Taiwan Beverage Product Consumption 

In establishing the relationship between the independent variables of this 

study and Taiwanese beverage product consumption, the initial analysis using all 

independent variables generated a model with an R
2
 of 0.287 and a significance 

level of 0.016.   

Two significant independent variables were identified, 2 year plan prior to 

entry and permanent residence intent.  All VIF values are under 3.  Table 4.30 is 

the coefficient table for the multiple regression analysis model generated using all 

independent variables.   

Table 4.30 Taiwan Beverage Product Consumption 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  1.407 .163  

Language use -.066 -.416 .678 2.814 

Taiwan Media exposure -.003 -.025 .980 2.136 

Social interaction with Taiwanese .189 1.616 .110 1.529 

Perceived discrimination -.076 -.732 .466 1.222 

2 year plan of stay prior to entry -.231 -2.216 .030** 1.220 

Permanent residence intent .307 2.890 .005** 1.269 

Foreign travel experience .157 1.484 .142 1.263 

Home country foreign acquaintance -.153 -1.310 .194 1.530 

Cosmopolitanism .099 .958 .341 1.193 

Increased consumption of Taiwanese 

food when with Taiwanese friends 

.113 1.083 .282 1.217 

Food marketing tactics -.052 -.469 .640 1.366 
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Table 4.30 Taiwan Beverage Product Consumption 

Multiple Regression Analysis Model 1 (Continued) 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

Decreased consumption of Taiwanese 

food when with Latin American or 

foreign friends 

-.027 -.257 .798 1.198 

Age .052 .447 .656 1.501 

Average monthly income -.038 -.348 .729 1.309 

Duration of Stay -.089 -.798 .427 1.389 

R
2
=0.287   Adjusted R

2
=0.153   F18,77=2.143   P-value=0.016 

Dependent Variable: Taiwan beverage product consumption  

** Significant at 0.05 

* Significant at 0.10 

 

From Model 1, the researcher discovers 2 year plan of stay prior to entry and 

permanent residence intent to be significant.  Visitors who have 2 year plan of 

stay prior to coming to Taiwan have the intent of returning to their home countries 

at the end of the 2 year period.  Hence, they will seek to maintain their cultural 

heritage rather than seek to establish an identity of belonging to the host culture.  

Therefore, cultural maintenance will be pronounced, whereas host culture 

contact/participation will be more limited.  Hence, the variable 2 year plan of stay 

prior to entry is negatively associated with Taiwan beverage product consumption 

at a significance level of 0.030.   

Permanent residence intent embodies the visitors’ intention to reside 

permanently in Taiwan.  A visitor who has permanent residence intent regards 

him/herself as a member of the host culture either presently or in the future.  

Hence, he/she is motivated to participate in the host culture.  One of the ways of 

participation is consumption.  This could possibly explain why permanent 

residence intent is positively associated with Taiwan beverage product 
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consumption at a significant level of 0.005.  This verifies hypothesis H5b. 

 

4.3.5 Factors Influencing Taiwan Beverage Brand Consumption 

In establishing the relationship between the independent variables of this 

study and Taiwanese beverage brand consumption, the initial analysis using all 

independent variables generated a model with an R
2
 of 0.268 and a significance 

level of 0.029.   

One significant independent variable and two marginally significant 

independent variables were identified: age, one food product situational variable of 

increased consumption when in companionship of Taiwanese friends, and average 

monthly income.  The respective standardized coefficients and p-values are: 0.283 

(0.018), 0.190 (0.075), and -0.198 (0.074).  This model contains various variables 

with VIF value over 3, indicating the existence of collinearity.  Table 4.31 is the 

coefficient table for the multiple regression analysis model generated using all 

independent variables.   

Table 4.31 Taiwan Beverage Brand Consumption 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  .354 .724  

Language use -.012 -.073 .942 2.814 

Taiwan Media exposure .085 .608 .545 2.136 

Social interaction with Taiwanese .108 .913 .364 1.529 

Perceived discrimination -.076 -.719 .474 1.222 

2 year plan of stay prior to entry .022 .210 .834 1.220 

Permanent residence intent .142 1.318 .191 1.269 

Foreign travel experience .114 1.062 .291 1.263 

Home country foreign acquaintance -.120 -1.014 .314 1.530 

Cosmopolitanism .008 .072 .942 1.193 
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Table 4.31 Taiwan Beverage Brand Consumption 

Multiple Regression Analysis Model 1 (Continued) 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

Increased consumption of Taiwanese 

food when with Taiwanese friends 
.190 1.804 .075* 1.217 

Food marketing tactics -.128 -1.145 .256 1.366 

Decreased consumption of Taiwanese 

food when with Latin American or 

foreign friends 

.029 .281 .779 1.198 

Age .283 2.417 .018** 1.501 

Average monthly income -.198 -1.809 .074* 1.309 

Duration of Stay .091 .810 .420 1.389 

R
2
=0.268   Adjusted R

2
=0.131   F18,77=1.957   P-value=0.029 

Dependent Variable: Taiwan beverage brand consumption 

** Significant at 0.05 

* Significant at 0.10 

 

Hence, according to the results of Model 1, the researcher discovered a 

positive association between increased consumption of Taiwanese food when with 

Taiwanese friends and Taiwan beverage brand consumption at a significant level of 

0.075.  This further displays how Taiwanese companionship increases Latin 

American visitors’ exposure to Taiwanese products and brands and the 

effectiveness of their consumption trial encouragement.  This supports hypothesis 

H8b.  Age is positively associated with Taiwanese beverage brand consumption at 

a significance level of 0.018, i.e. older visitors have a higher Taiwan food brand 

preference. 

It appears that income is negatively associated with Taiwan beverage brand 

consumption.  As average monthly income increases, visitors may seek to 

occasionally consume more expensive drinks, e.g. alcoholic drinks, which are mostly 

imported or not Taiwanese, thereby decreasing the consumption of Taiwanese 
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beverages.   

All other variables did not show significant relationships with Taiwan beverage 

product consumption, therefore hypotheses H1b, H2b, H3b, H4b, H4d, H5b, H5d, 

H6b, H6d, and H7b were not supported.   

 

4.3.6 Consumer Acculturation: Food Product Category 

To study how Taiwan food brand preference influences Taiwan food purchase 

intention and Taiwan food consumption behavior, the correlation matrix was used 

to identify the relationship between these variables (shown in Table 4.34).   

Table 4.32 Taiwan Food Consumer Acculturation 

Correlation Matrix 

Pearson Correlation 
Prefer Taiwan food brand 

(p-value) 

Taiwan food purchase intention .3700 (.000**) 

Taiwan food product consumption .3587 (.000**) 

Taiwan food brand consumption .5551 (.000**) 

Taiwan beverage product consumption .4518 (.000**) 

Taiwan beverage brand consumption .4204 (.000**) 

** Significant at 0.05 

 

As shown in Table 4.32, Taiwan food brand preference is positively associated 

with all consumer acculturation variables for Taiwan foods, including Taiwan food 

purchase intention with a Pearson correlation of 0.3700, Taiwan food product 

consumption with a Pearson correlation of 0.3587, Taiwan food brand consumption 

with a Pearson correlation of 0.5551, Taiwan beverage product consumption with a 

Pearson correlation of 0.4518, and Taiwan beverage brand consumption with a 

Pearson correlation of 0.4204.  These support hypothesis H9a and H9b.   
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4.3.7 Factors Influencing Taiwan Clothing Brand Preference 

To study the relationship between Taiwan clothing brand preference and all 

the independent variables, a multiple regression analysis model with an R
2
 of 0.252 

and a significance level of 0.050 was generated (Model 1 as shown in Table 4.33).  

Three significant independent variables were identified: permanent residence 

intent, increased consumption of Taiwanese clothing when with Taiwanese friends, 

and decreased consumption when with Latin American or foreigner friends.  The 

respective standardized coefficients and p-values are 0.279 (0.011), 0.297 (0.007), 

and -0.232 (0.023).  All VIF values are under 3. 

Table 4.33 Taiwan Clothing Brand Preference 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  1.445 .152  

Language use .122 .770 .444 2.683 

Taiwan Media exposure -.094 -.682 .497 2.025 

Social interaction with Taiwanese .063 .527 .600 1.517 

Perceived discrimination -.040 -.383 .702 1.193 

2 year plan of stay prior to entry -.081 -.762 .448 1.201 

Permanent residence intent .279 2.597 .011** 1.232 

Foreign travel experience -.071 -.651 .517 1.265 

Home country foreign acquaintance .005 .043 .966 1.544 

Cosmopolitanism -.046 -.439 .661 1.188 

Increased consumption of Taiwanese 

clothing when with Taiwanese friends 

.297 2.759 .007** 1.238 

Clothing marketing tactics .126 1.113 .269 1.377 

Decreased consumption of Taiwanese 

clothing when with Latin American or 

foreign friends 

-.232 -2.314 .023** 1.077 
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Table 4.33 Taiwan Clothing Brand Preference 

Multiple Regression Analysis Model 1 (Continued) 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

Age .192 1.566 .121 1.613 

Average monthly income .047 .431 .668 1.297 

Duration of Stay -.099 -.848 .399 1.469 

R
2
=0.252   Adjusted R

2
=0.111   F15,80=1.794   P-value=0.050 

Dependent Variable: Taiwan clothing brand preference  

** Significant at 0.05 

 

Permanent residence intent and the clothing product situational variable of 

increased consumption of Taiwanese clothing when with Taiwanese friends are 

both positively associated with Taiwan clothing brand preference at the significant 

levels of 0.011 and 0.007.   

Taiwanese companionship during clothing consumption allows for visitors’ 

increased exposure to Taiwanese clothing product information as well as an 

increased trial encouragement.  Taiwanese companionship also increases visitors’ 

contact with Taiwanese products and brands for visitors themselves might not 

know how to access Taiwanese products and brands, but Taiwanese companionship 

can facilitate that contact.  With increased contact/exposure and trial 

encouragement, it is easier for visitors to develop Taiwan clothing brand preference.  

Hence, visitors who support the statement “when I am with my Taiwanese friends, I 

will wear more Taiwanese clothing styles,” possess the attitude that entails 

identification with the host culture.  Hence, by identifying with the host culture, 

visitors may wish to establish an identity as a member of the host culture, thereby 

increasing their preference for Taiwanese clothing brands.  Hence, hypothesis H8a 

is supported.   
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The opposite is true for decreased consumption of Taiwanese clothing when 

with Latin American and foreigner friends.  When visitors possess the attitude of 

consuming less Taiwanese clothing when with non-Taiwanese friends, they clearly 

wish to maintain their foreigner identities within the foreigner groups.  Hence, as 

a foreigner in a foreign group who wishes to assert his/her identity as a foreigner, 

he/she will exhibit less preference for Taiwanese clothing brands.   

Permanent residence intent’s positive association with Taiwanese clothing 

brand preference might be a result of time.  Visitors who develop permanent 

residence intent might be those who have been in Taiwan for a relatively longer 

period of time.  Over time, visitors might become more acceptant of different 

clothing styles, which would account for a positive association with Taiwan clothing 

brand preference.  Another possible explanation is that visitors who intend to 

reside permanently in Taiwan wish to become members of the Taiwanese society, 

which would be facilitated by consuming local clothing styles and brands so as to 

communicate an identity of belonging to the Taiwanese culture, thus accounting for 

the positive association.  Hence, hypothesis H5a is supported.   

The other variables: language use, media exposure, host culture social 

interaction, cosmopolitanism, perceived discrimination, duration of stay, home 

culture foreign acquaintance, foreign travel experience, and marketing tactics were 

not significant in Model 1 and not tested in Model 2.  Hence, hypotheses H1a, H2a, 

H3a, H4a, H4c, H5c, H6a, H6c, and H7a were not supported.   

 

4.3.8 Factors Influencing Taiwan Clothing Style Consumption 

In studying the factors that influence Taiwan clothing style consumption, an 

initial analysis with all independent variables generated a multiple regression model 
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with an R
2
 of 0.443 and a significance of 0.000.  Three significant independent 

variables (Taiwan media exposure, permanent residence intent, and the clothing 

product situational variable of increased consumption of Taiwanese clothing when 

with Taiwanese friends) and three marginally significant independent variables 

(perceived discrimination, cosmopolitanism, and decreased consumption of 

Taiwanese clothing when with Latin American or foreign friends) were identified.  

Their respective standardized coefficients and p-values are 0.388 (0.002), 0.187 

(0.047), 0.280 (0.003), -0.169 (0.067), -0.159 (0.084), and -0.164 (0.062).  All VIF 

values are under 3.  Table 4.34 is the coefficient table for the multiple regression 

analysis model using all independent variables (Model 1). 

Table 4.34 Taiwan Clothing Style Consumption 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  .950 .345  

Language use -.007 -.050 .960 2.683 

Taiwan Media exposure .388 3.272 .002** 2.025 

Social interaction with Taiwanese -.064 -.619 .538 1.517 

Perceived discrimination -.169 -1.855 .067* 1.193 

2 year plan of stay prior to entry .133 1.450 .151 1.201 

Permanent residence intent .187 2.015 .047** 1.232 

Foreign travel experience .008 .086 .931 1.265 

Home country foreign acquaintance .112 1.077 .285 1.544 

Cosmopolitanism -.159 -1.753 .084* 1.188 

Increased consumption of Taiwanese 

clothing when with Taiwanese friends 
.280 3.018 .003** 1.238 

Clothing marketing tactics -.161 -1.644 .104 1.377 

Decreased consumption of Taiwanese 

clothing when with Latin American or 

foreign friends 

-.164 -1.889 .062* 1.077 
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Table 4.34 Taiwan Clothing Style Consumption 

Multiple Regression Analysis Model 1 (Continued) 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

Age .148 1.393 .168 1.613 

Average monthly income -.056 -.594 .554 1.297 

Duration of Stay -.077 -.758 .451 1.469 

R
2
=0.443   Adjusted R

2
=0.339   F15,80=4.244   P-value=0.000 

Dependent Variable: Taiwan clothing style consumption 

** Significant at 0.05 

* Significant at 0.10 

 

Permanent residence intent is positively associated with Taiwan clothing style 

consumption at a significant level of 0.047.  Visitors who intend to reside 

permanently in Taiwan will see a need to belong to the Taiwanese society.  In 

other words, they will try to create an identity of belongingness.  Since clothing is 

one of the most visible ways to portray one’s identity, the consumption (purchase 

and wearing) of Taiwanese clothing styles will help establish the visitors’ identity as 

a member of the Taiwanese society.  Hence, permanent residence intent’s positive 

association to Taiwan clothing style consumption supports hypothesis H5b.   

Increased consumption of Taiwanese clothing when with Taiwanese friends is 

positively associated with Taiwan clothing style consumption (at a significant level 

of 0.003) for reasons already mentioned: increased exposure to information 

regarding Taiwanese clothing styles provided by the Taiwanese friend during 

consumption, increased trial encouragement by the Taiwanese companion, and 

positive attitude that signals the identification with Taiwanese culture which leads 

to increased consumption of the identity communicating Taiwanese clothing 

products.  Hence, hypothesis H8b is supported.   

On the contrary, decreased consumption of Taiwanese clothing when with 
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Latin American or foreign friends is negatively associated with Taiwan clothing style 

consumption at a marginally significant level of 0.062.  Not only does Latin 

American and foreign companionship decrease the visitors’ exposure to clothing 

style information and trial encouragement, which results in less Taiwan clothing 

style consumption, but it could also embody cultural maintenance.  Visitors may 

feel that when they are with Latin Americans or foreigners, consumption of home 

country styles or global styles may be more appropriate so as to maintain their 

identity/heritage in their home cultures.   

In terms of media exposure’s positive association to Taiwanese clothing style 

consumption at a significant level of 0.002,  the researcher believes that 

individuals who have a higher exposure to Taiwanese media have more contact 

with Taiwanese clothing product communications, thereby creating a higher 

awareness, which may result in higher consumption.  Another explanation is that 

individuals have a higher exposure to Taiwanese media may be more willing to 

participate in the host culture than other visitors, meaning they will also have a 

higher willingness to consume host culture products than other visitors.  This 

supports hypothesis H2b. 

Perceived discrimination is negatively associated with Taiwan clothing style 

consumption at a significant level of 0.067 because visitors who perceive negative 

treatment by host culture members may adhere to the law of reciprocity and pay in 

kind by withdraw from consuming host culture products that are symbolic of host 

culture identity, e.g. clothing.  Hence, hypothesis H4d is supported.   

Cosmopolitanism is negatively associated with Taiwanese clothing style 

consumption at a significance level of 0.084.  Although cosmopolitans are more 

willing to engage with other cultures, past research have discovered cosmopolitans 
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to be more acculturated to the global consumer culture.  Hence, the more 

cosmopolitan a person is, the more acculturated to the global consumer culture, 

and the less consumption of Taiwanese clothing styles.  Hence, hypothesis H4b is 

not supported.   

 

4.3.9 Factors Influencing Taiwan Clothing Brand Consumption 

In studying the factors influencing Taiwan clothing brand consumption, an 

initial analysis with all independent variables generated a model with an R
2
 of 0.329 

and a significance of 0.003.  Two significant independent variables (Taiwan media 

exposure and age) and one marginally significant independent variable 

(cosmopolitanism) were identified.  Their respective standardized coefficients and 

p-values are 0.262 (0.048), 0.317 (0.008), and -0.189 (0.062).  This model resulted 

in all variables with VIF values under 3.  Table 4.35 is the coefficient table for the 

multiple regression analysis model using all independent variables (Model 1). 

Table 4.35 Taiwan Clothing Brand Consumption 

Multiple Regression Analysis Model 1 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

(Constant)  1.598 .114  

Language use -.060 -.401 .689 2.683 

Taiwan Media exposure .262 2.012 .048** 2.025 

Social interaction with Taiwanese -.042 -.374 .709 1.517 

Perceived discrimination .027 .274 .784 1.193 

2 year plan of stay prior to entry -.078 -.775 .441 1.201 

Permanent residence intent .155 1.523 .132 1.232 

Foreign travel experience -.079 -.764 .447 1.265 

Home country foreign acquaintance .048 .425 .672 1.544 

Cosmopolitanism -.189 -1.893 .062* 1.188 
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Table 4.35 Taiwan Clothing Brand Consumption  

Multiple Regression Analysis Model 1 (Continued) 

 

Standardized 

Coefficients t Sig. 

Collinearity 

Statistics 

Beta VIF 

Increased consumption of Taiwanese 

clothing when with Taiwanese friends 
.140 1.371 .174 1.238 

Clothing marketing tactics -.162 -1.505 .136 1.377 

Decreased consumption of Taiwanese 

clothing when with Latin American or 

foreign friends 

.066 .692 .491 1.077 

Age .317 2.723 .008** 1.613 

Average monthly income -.055 -.532 .596 1.297 

Duration of Stay -.150 -1.352 .180 1.469 

R
2
=0.329   Adjusted R

2
=0.203   F15,80=2.610   P-value=0.003 

Dependent Variable: Taiwan clothing brand consumption 

** Significant at 0.05 

* Significant at 0.10 

 

Taiwan media exposure is positively associated with Taiwan clothing brand 

consumption at a significant level of 0.048 because increased contact with 

Taiwanese media increases visitors’ awareness of Taiwanese clothing brands.  

Media exposure also signifies visitors’ willingness of contact with the host culture 

and one way of participating in the host culture is consumption of host culture 

products, especially of items that communicate one’s identity as congruent to that 

of the host culture.  Hence, media exposure reflects host culture 

contact/participation, which reflects Taiwan clothing brand consumption, thereby 

proving hypothesis H2b.   

Age is positively associated to Taiwan clothing brand consumption at the 

significant levels of 0.008, indicating that older people consume more Taiwanese 

clothing brands.   

Cosmopolitanism is negatively associated with Taiwanese clothing brand 



101 

 

consumption at a significant level of 0.008.  Although cosmopolitans are more 

willing to engage with other cultures, past research have also found that 

cosmopolitans are more acculturated to the global consumer culture.  Hence, the 

more cosmopolitan a person is, the more acculturated to the global consumer 

culture, and the less consumption of Taiwanese brands.  Hence, hypothesis H4b is 

not supported.   

 

4.3.10 Consumer Acculturation: Clothing Product Category 

To study how Taiwan clothing brand preference influences Taiwan clothing 

purchase intention and Taiwan clothing consumption behavior, the correlation 

matrix was used (shown in Table 4.36).   

 

Table 4.36 Taiwan Clothing Consumer Acculturation 

Correlation Matrix 

Pearson Correlation Prefer Taiwan clothing brand (p-value) 

Taiwan clothing purchase intention .3277 (.001**) 

Taiwan clothing style consumption .4908 (.000**) 

Taiwan clothing brand consumption .3457 (.000**) 

** Significant at 0.05 

 

Table 4.36 indicates positive associations between Taiwan clothing brand 

preference and all consumer acculturation variables including Taiwan clothing 

purchase intention (with a Pearson correlation of 0.3277), Taiwan clothing style 

consumption (with a Pearson correlation of 0.4908), and Taiwan clothing brand 

consumption (with a Pearson correlation of 0.3457).  

These support hypothesis H9a and H9b.   
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4.4 HYPOTHESIS TEST 

The following section recaps all the analyses results and hypotheses tests of 

the previous section.   

 

4.4.1 Food 

In terms of the food product category, the analyses results are divided into 

food items and beverages.  Table 4.37 summarizes the hypotheses test for food 

brand preference, Table 4.38 summarizes the hypotheses tests for food item 

product and brand consumption, and Table 4.39 summarizes the hypotheses test 

for beverages product and brand consumption.  

Table 4.37 Hypotheses Test for Taiwan Food Brand Preference 

Hypothesized relationship Verification 

H1a. Use of the host culture language is positively associated to 

the preference for host culture brands. 
Not supported 

H2a. Exposure to host culture media is positively associated with 

host culture brand preference. 
Not supported 

H3a. Host culture social interaction is positively associated with 

host culture brand preference. 
Not supported 

H4a. Cosmopolitanism is positively associated with host culture 

brand preference. 
Not supported 

H4c. Perceived discrimination is negatively associated with host 

culture brand preference. 
Not supported 

H5a. Permanent residence intent is positively associated with 

host culture brand preference. 
Not supported 

H5c. Duration of stay is positively associated with host culture 

brand preference. 
Not supported 

H6a. Previous travel experiences are positively associated with 

host culture brand preference. 
Not supported 

H6c. Interaction with other cultures in one’s home country is 

positively associated with host culture brand preference. 
Not supported 
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Table 4.37 Hypotheses Test for Taiwan Food Brand Preference (Continued) 

Hypothesized relationship Verification 

H7a. Marketing tactics in English or Spanish or featuring Latin 

ethnicity individuals are positively associated with host 

culture brand preference. 

Not Supported 

(Significant, 

Opposite 

relationship) 

H8a. Having host culture companions during consumption is 

positively associated with host culture brand preference. 
Supported 

 

From the results above, the researcher discovered that host culture 

companionship during consumption is positively associated to Taiwan food brand 

preference by Latin American visitors.  Hence, in terms of food brand preference, 

only hypothesis H8a is supported.  Hypothesis H7a not supported by analyses 

results.  Although significant, marketing tactics in English or Spanish or featuring 

Latin ethnicity individuals display an opposite relationship than that proposed by 

the hypothesis.  Hence, marketing tactics that employ English, Spanish, or Latin 

components are not positively associated with host culture brand preference.  In 

fact, research findings indicate a negative association.  All other hypotheses, 

H1a-H6a, were not significant, thereby not supported.   

Table 4.38 Hypotheses Test for Taiwan Food Product/Brand Purchase intention 

Hypothesized relationship Verification 

H9a. Taiwan brand preference is positively associated with 

Taiwan product/brand purchase intention. 
Supported 

  

Based on the analyses results, a positive association was discovered between 

Taiwan food brand preference and Taiwan food product/brand purchase intention.  

Hence, hypothesis H9a is supported.   
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Table 4.39 Hypotheses Test for Taiwan Food Item Product/Brand Consumption 

Hypothesized relationship Verification 

H1b. Use of host culture language is positively associated to the 

consumption of host culture products and brands. 
Not supported 

H2b. Exposure to host culture media is positively associated 

with the consumption of host culture products and brands. 
Not supported 

H3b. Host culture social interaction is positively associated with 

the consumption of host culture products and brands. 

Supported for 

Food brands 

H4b. Cosmopolitanism is positively associated with the 

consumption of host culture products and brands. 
Not supported 

H4d. Perceived discrimination is negatively associated with the 

consumption of host culture products and brands. 
Not supported 

H5b. Permanent residence intent is positively associated with 

the consumption of host culture products and brands. 
Not supported 

H5d. Duration of stay is positively associated with the 

consumption of host culture products and brands.   

Not supported 

for Food brands 

(significant, 

Opposite 

relationship) 

H6b. Previous travel experiences are positively associated with 

the consumption of host culture products and brands. 
Not supported 

H6d. Interaction with other cultures in one’s home country is 

positively associated with the consumption of host culture 

products and brands. 

Not supported 

H7b. Marketing tactics in English or Spanish or featuring Latin 

ethnicity individuals are positively associated with the 

consumption of host culture products and brands. 

Not Supported 

(Significant, 

Opposite 

relationship) 

H8b. Having host culture companions during consumption is 

positively associated with the consumption of host culture 

products and brands. 

Supported for 

Food products 

H9b. Taiwan brand preference is positively associated with 

Taiwan product/brand consumption behavior. 
Supported 

 

According to the analyses results, social interaction with Taiwanese is 

positively associated with Taiwanese food brand consumption (supporting 
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hypothesis H3b) and having host culture companions during consumption is 

positively associated to Taiwan food item product and brand consumption.  Hence, 

in terms of food item consumption, hypothesis H8b is supported.   

Duration of stay is discovered to be negatively associated with Taiwan food 

brand consumption.  Hence, hypothesis H5d is not supported.   

Marketing tactics using English or Spanish or the featuring of Latin ethnicity 

spokespersons was discovered to be significant and negatively associated with 

Taiwan food item product and brand consumption.  Therefore, in terms of food 

item consumption, hypotheses H7b is significant but not supported.   

An analysis of the relationship between Taiwan food brand preference and 

Taiwan food product/brand consumption behavior revealed a positive association, 

thereby supporting hypothesis H9b.   

A study of Taiwan beverage product and brand consumption is summarized in 

Table 4.40. 

Table 4.40 Hypotheses Test for Taiwan Beverages Product/Brand Consumption 

Hypothesized relationship 
Verification 

H1b. Use of host culture language is positively associated to the 

consumption of host culture products and brands. 
Not supported 

H2b. Exposure to host culture media is positively associated with 

the consumption of host culture products and brands. 
Not supported 

H3b. Host culture social interaction is positively associated with 

the consumption of host culture products and brands. 
Not supported 

H4b. Cosmopolitanism is positively associated with the 

consumption of host culture products and brands. 
Not supported 

H4d. Perceived discrimination is negatively associated with the 

consumption of host culture products and brands. 
Not supported 

H5b. Permanent residence intent is positively associated with the 

consumption of host culture products and brands. 

Supported for 

Beverage 

products 
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Table 4.40 Hypotheses Test for Taiwan Beverages Product/Brand Consumption 

(Continued) 

Hypothesized relationship Verification 

H5d. Duration of stay is positively associated with the 

consumption of host culture products and brands.   
Not supported 

H6b. Previous travel experiences are positively associated with 

the consumption of host culture products and brands. 
Not supported 

H6d. Interaction with other cultures in one’s home country is 

positively associated with the consumption of host culture 

products and brands. 

Not supported 

H7b. Marketing tactics in English or Spanish or featuring Latin 

ethnicity individuals are positively associated with the 

consumption of host culture products and brands. 

Not supported 

H8b. Having host culture companions during consumption is 

positively associated with the consumption of host culture 

products and brands. 

Supported for 

Beverage 

brands 

H9b. Taiwan brand preference is positively associated with 

Taiwan product/brand consumption behavior. 
Supported 

 

The analyses of Taiwan beverage product and brand consumption revealed 

that permanent residence intent is positively associated with Taiwan beverage 

product consumption.  Hence, in terms of beverage consumption, hypothesis H5b 

is supported for beverage product consumption.  Results indicate that host culture 

companionship during consumption is positively associated with both Taiwan 

beverage brand consumption.  Hence, hypothesis H8b. is supported.   

In terms of the relationship between Taiwan food brand preference and 

Taiwan beverage product/brand consumption, the regression analysis revealed a 

significant positive relationship, thereby supporting hypothesis H9b.   

 

4.4.2 Clothing 

Clothing product category analyses are divided into Taiwan clothing brand 
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preference shown in Table 4.41, Taiwan clothing style/brand purchase intention 

shown in Table 4.42, and Taiwan clothing style/brand consumption behavior shown 

in Table 4.43. 

 

Table 4.41 Hypotheses Test for Taiwan Clothing Brand Preference 

Hypothesized relationship Verification 

H1a. Use of the host culture language is positively associated to 

the preference for host culture brands. 
Not supported 

H2a. Exposure to host culture media is positively associated with 

host culture brand preference. 
Not supported 

H3a. Host culture social interaction is positively associated with 

host culture brand preference. 
Not supported 

H4a. Cosmopolitanism is positively associated with host culture 

brand preference. 
Not supported 

H4c. Perceived discrimination is negatively associated with host 

culture brand preference. 
Not supported 

H5a. Permanent residence intent is positively associated with 

host culture brand preference. 
Supported 

H5c. Duration of stay is positively associated with host culture 

brand preference. 
Not supported 

H6a. Previous travel experiences are positively associated with 

host culture brand preference. 
Not supported 

H6c. Interaction with other cultures in one’s home country is 

positively associated with host culture brand preference. 
Not supported 

H7a. Marketing tactics in English or Spanish or featuring Latin 

ethnicity individuals are positively associated with host 

culture brand preference. 

Not supported 

H8a. Having host culture companions during consumption is 

positively associated with host culture brand preference. 
Supported 

 

Results indicate that permanent residence intent and host culture 

companionship during consumption are positively associated with Taiwan clothing 

brand preference.  Hence, hypotheses H5a and H8a are supported.  The other 

hypotheses were not supported because the models generated indicated a lack of 
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significance.   

Table 4.42 Hypotheses Test for Taiwan Clothing Style/Brand Purchase intention 

Hypothesized relationship Verification 

H9a. Taiwan brand preference is positively associated with 

Taiwan product/brand purchase intention. 
Supported 

  

The analysis of this research indicates that Taiwan clothing brand preference is 

positively associated with Taiwan clothing style/brand purchase intention.  

Therefore, hypothesis H9a is supported.   

Table 4.43 Hypotheses Test for Taiwan Clothing Style/Brand Consumption 

Hypothesized relationship Verification 

H1b. Use of host culture language is positively associated to the 

consumption of host culture products and brands. 
Not supported 

H2b. Exposure to host culture media is positively associated with 

the consumption of host culture products and brands. 
Supported 

H3b. Host culture social interaction is positively associated with 

the consumption of host culture products and brands. 
Not supported 

H4b. Cosmopolitanism is positively associated with the 

consumption of host culture products and brands. 

Not supported 

(Significant, 

Opposite 

relationship) 

H4d. Perceived discrimination is negatively associated with the 

consumption of host culture products and brands. 

Supported for 

clothing style 

H5b. Permanent residence intent is positively associated with the 

consumption of host culture products and brands. 

Supported for 

clothing style 

H5d. Duration of stay is positively associated with the 

consumption of host culture products and brands.   
Not supported  

H6b. Previous travel experiences are positively associated with 

the consumption of host culture products and brands. 
Not supported 

H6d. Interaction with other cultures in one’s home country is 

positively associated with the consumption of host culture 

products and brands. 

Not supported  
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Table 4.43 Hypotheses Test for Taiwan Clothing Style/Brand Consumption 

(Continued) 

Hypothesized relationship Verification 

H7b. Marketing tactics in English or Spanish or featuring Latin 

ethnicity individuals are positively associated with the 

consumption of host culture products and brands. 

Not supported  

H8b. Having host culture companions during consumption is 

positively associated with the consumption of host culture 

products and brands. 

Supported for 

clothing style 

H9b. Taiwan brand preference is positively associated with 

Taiwan product/brand consumption behavior. 
Supported 

 

Based on the analyses, exposure to Taiwanese media is positively associated to 

both Taiwan clothing style and brand consumption, thereby supporting hypothesis 

H2b.  Perceived discrimination, permanent residence intent, and increased 

consumption of host culture clothing when with Taiwanese friends all display the 

hypothesized relationship for Taiwan clothing style consumption.  Hence, 

hypotheses H4d, H5b, and H8b are all supported.   

Research results indicate that cosmopolitanism is negatively related to both 

Taiwan clothing style and brand consumption.  Hence hypotheses H4b proves to 

be significant, but display a relationship opposite than hypothesized.   

Finally, in terms of the relationship between Taiwan clothing brand preference 

and Taiwan clothing style and brand consumption, a positive association was 

discovered, thereby supporting hypothesis H9b.   

 

4.4.3 Comparison of the Two Product Categories 

Paired sample T-test (shown in Table 4.44) was used to verify whether 

consumption acculturation varied for the two different product categories.  

Results indicate that consumer acculturation is significantly different for food and 
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clothing products in terms of purchase intention and product/brand consumption.  

Brand preference for the two product categories is not significantly different.  

Hence, hypotheses H10b and H10c are supported, but hypothesis H10a is not 

(Table 4.45).   

Table 4.44 Paired-Samples Test (Consumer Acculturation) 

 t df 
Sig. 

(2-tailed) 

Purchase intention: food – clothing 8.542 95 .000 

Taiwan brand preference: food – clothing 1.353 95 .179 

Taiwan product consumption: food – clothing 10.383 95 .000 

Taiwan brand consumption: food – clothing 3.952 95 .000 

Taiwan product consumption: beverage – clothing 10.988 95 .000 

Taiwan brand consumption: beverage – clothing 4.766 95 .000 

 

Table 4.45 Hypotheses Test for Product Category Consumer Acculturation 

Difference 

Hypothesized relationship Verification 

H10a Preference for host culture brands will vary for clothing 

product consumption and food product consumption. 
Not supported 

H10b. Purchase intention of host culture products and brands will 

vary for clothing product consumption and food product 

consumption. 

Supported 

H10c. Consumption of host culture products and brands will vary 

for clothing product consumption and food product 

consumption. 

Supported 

 

According to Table 4.46, purchase intention for food is higher than for clothing.  

Consumption of Taiwan food products and brands are also higher than Taiwan 

clothing style and brand consumptions.  Consumption of Taiwan beverage 

products and brands are also higher than Taiwan clothing style and brand 

consumptions.  In short consumer acculturation is higher for food products than 
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clothing products.   

The smaller amount of Taiwanese clothing consumption can be explained by 

the fact that clothes are durable goods and visitors can bring their clothing with 

them from their home countries.  Unlike foods, which are less durable, even if 

visitors bring food with them, their supply will soon run out and visitors will have to 

consume food products from Taiwan, thereby explaining why food consumption is 

higher than clothing consumption.   

The researcher believes that past studies have shown that food consumption 

was less acculturated because past research studied immigrants who lived in host 

cultures in family units.  Unlike those studies, this research studies visitors who are 

not accompanied by their family members in Taiwan, thereby leading to less 

cooking opportunities, which will lead to less consumption of home culture foods.  

Furthermore, since the visitors studied are students, they live in campus 

dormitories that do not have kitchens.  This also justifies less cooking, less 

consumption of home culture foods, and more consumption of host culture foods.   

Table 4.46 Paired Samples Statistics 

  Mean Std. Deviation 

Pair 1 
Taiwan food purchase intention 3.95 1.200 

Taiwan clothing purchase intention 2.49 1.399 

Pair 2 
Taiwan food brand preference 2.44 1.024 

Taiwan clothing brand preference 2.29 .994 

Pair 3 
Taiwan food product consumption 48.10 22.793 

Taiwan clothing style consumption 20.32 20.716 

Pair 4 
Taiwan food brand consumption 41.05 25.586 

Taiwan clothing brand consumption 28.88 25.073 

Pair 5 
Taiwan beverage product consumption 53.18 26.563 

Taiwan clothing style consumption 20.32 20.716 

Pair 6 
Taiwan beverage brand consumption 45.67 29.388 

Taiwan clothing brand consumption 28.88 25.073 
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Although preference for Taiwanese brands does not differ between food and 

clothing products, it is apparent that the Latin American student visitors sampled 

do not have a preference for Taiwanese brands as indicated by the respective mean 

scores below 3.  It is possible that this lack of preference may be associated with 

the short period of time visitors have spent in Taiwan.  With increased time spent 

in Taiwan, visitors may form a preference for Taiwanese brands.  It is possible that 

during their short stay in Taiwan, although the visitors have not yet formed a 

preference for Taiwanese brands, they might already developed positive attitudes 

toward Taiwan brands.   

4.4.4 Duration of Stay and Acculturation 

To determine whether acculturation in both product categories vary among 

visitors who have different duration of stays, one-way ANOVAs were used to 

compare means for the acculturation variables between visitors who have stayed in 

Taiwan for 0 to 2 years and visitors who have stayed in Taiwan for more than 2 years.  

The first group, duration of stay under two years, consists of 73 cases, whereas the 

second group, i.e. with a duration of stay above two years, consists of 23 cases.   

Results in Table 4.47 indicate that the two groups (duration of stay above two 

years and duration of stay below two years) do not have significantly different 

consumer acculturation for the two product categories.   
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Table 4.47 Comparison of Consumer Acculturation  

Using the Duration of Stay Variable 

 
Mean 

(Group 1) 

Mean 

(Group 2) 
F1,94 Sig. 

Taiwan food purchase intention 3.89 4.13 .698 .406 

Taiwan clothing purchase intention 2.52 2.39 .148 .701 

Taiwan food brand preference 2.40 2.57 .468 .496 

Taiwan clothing brand preference 2.26 2.39 .302 .584 

Taiwan food product consumption 48.01 48.39 .005 .945 

Taiwan food brand consumption 41.90 38.34 .337 .563 

Taiwan beverage product consumption 54.38 49.35 .626 .431 

Taiwan beverage brand consumption 44.51 49.35 .472 .494 

Taiwan clothing style consumption 20.89 18.52 .227 .635 

Taiwan clothing brand consumption 30.30 24.35 .986 .323 

N1=73   N2=23 

 

4.5 FURTHER ANALYSIS OF ACCULTURATION PATTERNS 

To determine whether the respondents of this study can be divided in groups 

that share common properties within groups and differ from other groups, cluster 

analysis was performed.  Hierarchical cluster analysis was first performed.  

Clusters were classified using acculturation influence variables: use of Mandarin 

language, exposure to Taiwanese media, social interaction with Taiwanese and 

non-Taiwanese, 2 year plan of stay, permanent residence intent, cosmopolitanism, 

perceived discrimination, home country foreign acquaintance, and previous travel 

experience.  Based on the coefficient percentage change of the agglomeration 

schedule, the researcher decided to generate four clusters.  Using the K-means 

cluster analysis, four clusters were generated.  Cluster 1 has 18 cases, cluster 2 has 

20 cases, cluster 3 has 19 cases, and cluster 4 has 39 cases.  The following section 

expands on how these four clusters vary in terms of acculturation influence 
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variables, situational and marketing variables, and consumer acculturation.  The 

researcher named the four clusters based on the acculturation influence variable 

characteristics of each cluster, which coincide with Berry’s acculturation patterns.   

4.5.1 Acculturation Influence Variable Characteristics 

A one-way ANOVA using acculturation influence variables was conducted on 

these four clusters.  According to the one-way ANOVA results, two variables 

(perceived discrimination and past travel experience) were not significant.  Table 

4.47 compares the four clusters using the mean of the significant variables of the 

one-way ANOVA.  Figure 4.1 is a graphical presentation Table 4.48. 

Table 4.48 Cluster Analysis Results 

 

C1 C2 C3 C4 

Statistical 

Comparison 

(Post Hoc Tests) 

Use of Mandarin 
Language (.000**) 

5.42 3.03 4.55 2.5 (1,3)>(2,4) 

Exposure to Taiwan 
Media (.000**) 

3.54 2 4.33 1.81 (3,1)>(2,4) 

Social Interaction with 
Taiwanese (.000**) 

5.47 2.4875 5.82 2.28 (3,1)>(2,4) 

Social Interaction with 
Latin Americans (.000**) 

2.32 7.61 5.75 3.66 2>3>4>1 

Social Interaction with 
Foreigners (.000**) 

3 7.1375 6.68 3.12 (2,3)>(4,1) 

Prior 2 Year Plan Stay 
(.010**) 

3 3.9 4.63 3.72 3>1>(2,4) 

Permanent Residence 
Intent (.043**) 

2.61 2.25 3.32 2.38 3>(1,4,2) 

Home Country Foreign 
Acquaintance (.003**) 

2.43 1.9 2.72 1.78 (3,1)>(2,4) 

Cosmopolitanism 
(.027**) 

4.33 4.63 4.75 4.13 (3,2,1)>4 

Perceived Discrimination 
(.336†) 

1.58 1.68 2.21 1.97 (3,4,2,1) 

Previous Travel 
Experience (.283†) 

2.14 2.63 2.84 2.30 (3,2,4,1) 

• Responses for the first 5 variables are in 10% intervals, where 1=0-10%, 2=11-20%, and so on. 

• Responses for the latter 6 variables are in the Likert 5-point scale, with 1 representing “strongly 

disagree” and 5 representing “strongly agree.” 

† Not significant at 0.05 level or marginally significant at 0.10 level.  
** Significant at 0.05 

* Significant at 0.10 

Cluster 

Acculturation  

Influence Variables (Sig.) 
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Figure 4.1 Acculturation Influence Variable Means for Clusters 

 

Based on this analysis, the researcher grouped the variables into two big 

dimensions: contact with host culture and contact with home/other cultures.  In a 

sense, contact with home/other cultures signifies the visitors’ need to maintain 

his/her cultural values and roots, thereby is equivalent to culture maintenance in 

Berry’s (1997) acculturation pattern matrix.  Contact with host culture is 

measured by the acculturation influence variables of use of Mandarin language, 

exposure to Taiwan media, and social interaction with Taiwanese, whereas contact 

with home/other cultures is measured by the variables social interaction with Latin 

Americans and foreigners and home country foreign acquaintance.  By assigning 

high and low degrees to the two dimensions, a four sector matrix is created.  

According to the cluster analysis, the four clusters are plotted onto the matrix 

based on the respective degrees of host culture contact and home/other culture 

contact.  The result is congruent with Berry’s acculturation patterns.  Hence, the 

researcher uses Berry’s taxonomy to name the four clusters.   
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From the four clusters, the first cluster exhibits high levels of contact with host 

culture (in terms of language use with a score of 5.21, media exposure with a score 

of 3.54, and social interaction with a score of 5.47), low levels of contact with 

fellow Latin Americans or other foreigners in host culture (with scores of 2.32 and 

3), and display low levels of intent to stay in host culture (mean score of 2.61).  

Relative to other clusters, this cluster has a relatively high home country foreign 

acquaintance score (2.43).  With a high level of contact with the host culture and 

a low level of contact with home/other cultures, this cluster is called the 

assimilationist cluster. 

The second cluster exhibits extreme high levels of contact with Latin 

Americans and foreigners (mean scores of 7.61 and 7.14), very minimal contact 

with Taiwanese people, media, and language (mean scores of 2.49, 3.03, and 2), 

little contact with foreigners in home country (mean score of 1.9), and low levels of 

permanent residence intent.  With a high level of contact with home/other 

cultures and a low level of contact with the host culture, this cluster is called the 

separatist cluster. 

The third cluster is characterized by the highest contact with the host culture 

(in terms of language, media, and people with the mean scores of 4.55, 4.33, and 

5.82), the highest in contact with Latin Americans and other cultures (in Taiwan 

and in home country with the mean scores of 5.75, 6.68, and 2.72), the strongest 

permanent residence intent (mean score of 3.32), and the highest level of 

cosmopolitanism (mean score of 4.75).  With high levels of contact with the host 

and home/other cultures, this cluster is called the integrationist cluster. 

The fourth cluster has minimal contact with host culture (in terms of language, 

media, and people with the mean scores of 2.5, 1.81, and 2.28), little contact with 
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Latin Americans and with other cultures (in Taiwan and in home country with the 

mean scores of 3.66, 3.12, and 1.78), small permanent residence intent (mean 

score of 2.38), and the lowest cosmopolitanism score (4.13).  With low levels of 

contact with host and home/other cultures, this cluster is called the 

marginalizationist cluster. 

  

 

 

 

 

 

 

 

 

 

 

4.5.2 Situational and Marketing Tactics Variable Characteristics 

A one-way ANOVA (shown in Table 4.49) on situational and marketing tactics 

variables revealed a number of significant and marginally significant variables.  

Two variables proved to be non-significant: increased consumption of Taiwanese 

food when with Taiwanese friends and decreased consumption of Taiwanese 

clothing when with foreign companions.   

 

 

 

Figure 4.2 Acculturation Clusters 
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Table 4.49 Situational Variable and Marketing Tactics Means 

 

C1 

Assimilationists 

C2 

Separatists 

C3 

Integrationists 

C4 

Marginalizationist 

Statistical 

Comparison 

(Post Hoc 

Tests) 

Decreased food 

consumption when with 

Latin American friends 

(.000**) 

2.56 4.20 2.47 3.46 2>4>(1,3) 

Decreased food 

consumption when with 

foreigner friends (.000**) 

2.67 4.25 2.42 3.18 2>4>(1,3) 

Increased clothing 

consumption when with 

Taiwanese friends (.064*) 

1.83 1.45 2.26 1.56 (3,1)>(4,2) 

Decreased clothing 

consumption when with 

Latin American friends 

(.090*) 

2.22 3.35 2.32 2.49 2>(4,3,1) 

Food marketing tactics 

(.000**) 
2.46 4.18 3.20 3.32 2>(4,3)>1 

Clothing marketing tactics 

(.000**) 
2.24 3.70 2.83 2.65 2>(3,4)>1 

Increased food consumption 

when with Taiwanese 

friends (.687†) 

4.00 3.80 4.05 3.69 (3,1,2,4) 

Decreased clothing 

consumption when with 

foreigner friends (.245†) 

2.22 3.10 2.68 2.38 (2,3,4,1) 

Responses for all variables are in the Likert 5-point scale, with 1 representing “strongly disagree” and 5 representing “strongly 

agree.” 

† Not significant at the 0.05 level or marginally significant at the 0.10 level. 

** Significant at 0.05 

* Significant at 0.10 

 

In terms of food products, separatists and marginalizationists score high in 

decreased consumption of Taiwanese food products when with Latin American and 

foreign friends, meaning that these two groups will consume less Taiwanese food 

products when they are with non-Taiwanese individuals.  Integrationists and 

assimilationists exhibit the opposite.  Their means for these two variables are the 

Clusters 

Variables (Sig.) 
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lowest, signifying that their consumption of Taiwanese foods will not decrease as a 

result of being with non-Taiwanese friends during consumption.   

A similar situation occurs for clothing situational variables.  Separatists and 

marginalizationists score highest for decreased consumption of Taiwanese clothing 

when with Latin American friends.  Hence, they will consume less Taiwanese 

clothing when with non-Taiwanese friends.  As shown in their lowest scores for 

decreased consumption when with Latin American friends, integrationists and 

assimilationists will consume more Taiwanese clothing when with non-Taiwanese 

friends.   

Although the four groups exhibit significant differences in the variable 

(p=0.064) “increased consumption of Taiwanese clothing when with Taiwanese 

friends,” their scores are all below 3, indicating that they all disagree with the 

statement: “when I am with my Taiwanese friends, I will wear more Taiwanese 

clothing styles.”  Hence, no group will consume more Taiwanese clothing when 

with Taiwanese friends.   

In terms of food and clothing product marketing tactics employing 

English/Spanish/Latin components, separatists exhibit the highest mean scores, and 

hence is the most responsiveness to such marketing tactics (mean score above 

3.70).  All other groups have mean scores that indicate indifference to or 

disagreement with the effectiveness of such marketing tactics, with assimilationists 

displaying the least responsiveness with the lowest mean scores.   

 

4.5.3 Consumer Acculturation Characteristics 

To discover how consumer acculturation varies for these four clusters in the 

two different product categories, further analyses were conducted (Table 4.50).  A 
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multivariate analysis was conducted to identify whether covariates as gender, age, 

and income have significant influence over the variables studied in this research.  

Results of the multivariate test indicate that only age has a significant relationship 

(significance of 0.014) with the dependent variables Taiwan brand preference, 

purchase intention, and consumption behavior for both food products and clothing 

products in the four clusters generated above.  Taiwan clothing brand preference 

and Taiwan beverage product/brand consumptions are not significant.   

Table 4.50 Consumer Acculturation Means 

 
C1 

Assimilationists 

C2 

Separatists 

C3 

Integrationists 

C4 

Marginalizationists 

Statistical 

Comparison 

(Post Hoc 

Tests) 

Taiwan food brand 
preference (.060*) 

2.89 2.00 2.53 2.41 (1,3,4)>2 

Taiwan food purchase 
intention (.027**) 

4.44 2.75 4.37 3.62 (1,3)>(4,2) 

Taiwan clothing 
purchase intention 

(.040**) 
2.50 1.95 3.21 2.41 3>(1,4,2) 

Taiwan food product 
consumption (.008**) 

62.50 37.95 47.88 46.77 1>(3,4)>2 

Taiwan food brand 
consumption (.001**) 

53.78 22.75 40.67 44.74 1>(4,3)>2 

Taiwan clothing style 
consumption (.009**) 

27.22 11.25 30.36 16.95 (3,1)>(4,2) 

Taiwan clothing brand 
consumption (.003**) 

27.25 11.81 37.79 34.03 (3,4)>1>2 

Taiwan clothing brand 
preference (.548†) 

2.39 1.90 2.63 2.28 (3,1,4,2) 

Taiwan beverage 
product consumption 

(.760†) 
54.17 47.75 56.58 53.85 (3,1,4,2) 

Taiwan beverage 
brand consumption 

(.216†) 
54.72 36.20 41.58 48.33 (1,4,3,2) 

• Responses for the brand preference and purchase intention are in the Likert 5-point scale, with 1 representing 

“strongly disagree” and 5 representing “strongly agree.” 

• Responses for consumption behavior are in percentages, e.g. 62.50=62.50%. 

† Not significant at the 0.05 level or marginally significant at the 0.10 level. 

** Significant at 0.05   

* Significant at 0.10 

 

 

In terms of Taiwan brand preference for food products, separatists have the 

Clusters 

Variables (Sig.) 



121 

 

lowest Taiwan food brand preference, while integrationists, assimilationists, and 

marginalizationists have higher Taiwan brand preferences.  As for clothing brand 

preference, all four groups do not prefer Taiwan clothing brands, as shown in their 

approximate mean scores of 2.   

In terms of purchase intention, assimilationists and integrationists have higher 

intentions of consuming Taiwan foods, whereas separatists and marginalizationists 

have less intention to try Taiwan foods.  As for Taiwan clothing purchase intention, 

the mean score for integrationists is the highest (3.21) and also significantly 

different from the other three groups.  The other three groups have low mean 

scores, indicating little or no intention of consuming Taiwanese clothing.   In both 

clothing and food products, separatists have the lowest Taiwan product purchase 

intentions of all other clusters.   

In terms of food consumption, the mean percentage of Taiwan food product 

and brand consumption during the visitors’ stay in Taiwan is not significantly 

different between separatists and marginalizationists.  In both food product and 

brand consumption, assimilationists display the largest mean percentage, with 

integrationists following in lead, while separatists display the lowest mean 

percentage.   

As for clothing consumption, integrationists have the highest consumption 

percentage for both Taiwanese styles and brands, while separatists have the lowest 

consumption frequencies.  Compared to food consumption, all groups exhibit 

lower clothing consumption.   

Based on these analyses results, it is clear that acculturation, in terms of brand 

preference, purchase intention, and consumption behavior, vary across clusters, 

with integrationists and assimilationists exhibiting highest levels of consumer 
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acculturation and separatists exhibiting least consumer acculturation.  In terms of 

product categories, food products display higher means for purchase intention and 

consumption behavior for all clusters.  Hence, the researcher believes that 

acculturation for food products occurs to a greater extent than acculturation for 

clothing products.  However, each cluster displays the same acculturative 

tendencies across the two product categories.   

 

 

 

 

 

 

  


