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Abstract

This research focuses on consumer identity of two under-researched but growing immigrant communities in
Australia via the lens of the body image construct. Consistent with an emerging stream of research, body image
is viewed as a part of identity. Given the variety of goods and services that have an impact on consumers’
perceptions of their body, and because consumers use products to create and convey desired identities, body
image is also viewed as a part of consumer identity. Considering literature on identity, body image, and
acculturation, exploratory research was undertaken to determine the impact of immigration on the identities of
both immigrants and natives. Specifically, focus groups were conducted on two generations of Filipino- and
Indian-Australian women as well as Anglo-Australian women. It was found that second generation immigrants
have dual consumer identities where they balance the values, attitudes and lifestyles of both their home (i.e.,
native or heritage) and host cultures whereas first generation immigrants tend to retain their native consumer
identity even if they appear to adopt values, attitudes, and lifestyles of the host culture. The impact of immigrants
on consumer identities of native residents who are typically in the majority (i.e., the Anglo group) was not
evident. Theoretical and practical implications including recommendations for marketing practitioners are then
discussed followed by suggestions for future research.
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1. Introduction

Whilst in consumer research, body image is not usually viewed as part of the identity domain (Dittmar, 2008),
there is support to locate it there (Dittmar, 2008; Schouten, 1991; Venkatesh et al., 2010). Previous research
identified body image as the subjective concept that a person holds of their body as part of their
self-representation (Halliwell & Dittmar, 2006) or self-concept (Schouten, 1991). Also, Venkatesh et al. (2010),
connect body image to identity formation that is associated with a person’s reception or interpretation of
fashionable adornments such as clothing.

The identity of many women and girls has centred on issues such as appearance, beauty, and the perfect body
(Dittmar, 2008). These issues are reflected in advertising and other imagery aimed at this audience who often
feel pressured to make decisions about what products to consume (eat, drink, wear, etc.) in order to not only
achieve and maintain but also communicate their desired identity, or what is viewed as being the desirable ideal,
within their reference group or subculture. The issue of body image is not limited to women. Increasingly, men
are feeling the pressure to look a certain way via exposure to image portrayals in social media. However, the
focus of this research is women who, as found in a recent Dove Global Study, hate their body more than ever
before with image issues reaching a “critical level” globally (Brown, 2016). Despite the abundant research on
this demographic, including on native and immigrant women, body image issues of Indian- and Filipino-
Australian women is scant, at best. These two immigrant groups in Australia are under-researched yet growing in
population. This study attempts to fill this research gap.

Although the beauty and clothing industries, for example, influence women’s identity by portraying what is
considered to be ideal, women’s cultural heritage as well as exposure to values, attitudes and ideals of a different
culture also have an impact (Furnham & Alibhai, 1983). Hence, immigrant women who are potentially exposed
to ideals of the host culture in which they reside are being investigated along with native (non-indigenous)
women.
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Given the variety of goods and services that have an impact on consumers’ perceptions of their body, and
because consumers use products to create and convey desired identities (Belk, 1988), this research also views
body image as a part of consumer identity. Studying the identity of immigrants via the lens of body image is
important because they are growing in number and as consumers provide market potential for marketers of
body-focused goods and services. Thus, the purpose of this research is to explore the impact of immigration on
native and ethnic consumers’ identity, where consumer identity is examined through the lens of the body image
construct. In so doing, it addresses a gap in the identity literature that has examined ethnic identity of immigrants
but not particularly investigated body image as a part of their identity.

Exploratory research via focus groups is conducted on the under-researched and growing immigrant groups in
multicultural Australia, namely, Filipino- and Indian- Australians (Filipino- 120,533; Indian- 147,101; ABS,
2006 Census) (Filipino- 225,100; Indian- 397,200; ABS, 2013-2014), and specifically, older and younger
generations of women. Implications and suggestions for future research are then discussed.

2. Background
2.1 Identity and Body Image

Identity can be defined as the subjective concept (or representation) which a person holds of himself or herself
(Vignoles et al., 2006). It is not a static construct given that individuals can hold different identities in different
contexts and at different points in time. In this sense, identity is concerned with the multifaceted and dynamic
self (Hogg et al., 1995). For example, ethnic consumers who migrate to another country could form different
identities as a result of their acculturation experience, i.e., the process of change in their values, attitudes, and
societal standards when they move to, and are in continuous contact with, another culture (Berry, 1990). This is
consistent with Becker (2004, p. 535) who suggests that identity “is “co-constructed” by the local social world in
such a way that individuals draw heavily on cultural resources and symbols to construct, understand, and
represent who they are (McKinley, 1997)”. She suggests that “self-identity” in the Western world is created as a
process of competitively positioning oneself via manipulation of cultural symbols such as by displaying
consumption of material goods or decking the body in culturally salient ways. This could then be extended to
body shape and size as well, which make up one’s body image.

An individual could also hold multiple identities within a culture such as an identity at home, at work, with peers,
and with family, to name a few. This is in line with both identity theory (e.g., Stryker, 1968) and social identity
theory (e.g., Tajfel & Turner, 1979; in Hogg et al., 1995) because they not only address the social nature of self
as formed by society and avoid perspectives that treat self as independent of society but also view the self as
differentiated into multiple identities that reside in bounded practices (e.g., norms, roles) (Hogg et al., 1995).

As aforementioned, a part of identity is body image although it has not been traditionally viewed as such.
However, Belk (1988) alludes to this when suggesting that those who have altered their body via plastic surgery
for example, are likely to view the affected body parts as being a part of their self. Besides being viewed as a part
of identity, body image can be viewed as a part of consumer identity given the varied consumption contexts with
which it is associated, including but not limited to goods and services that are body-focused such as those in the
diet and clothing industries.

Body image is a multidimensional construct characterized by perceptions of, and attitudes toward, the body
(Cash & Brown, 1989). Due to the social influences on body image (Tiggemann & Polivy, 2010), or put
differently, because body image is socially constructed, it must be studied within its cultural context Grogan
(2008). [For a detailed account of the effects of cultural influences on body image, refer to Grogan (2008)].

Given that body image is a part of one’s self-representation (Dittmar, 2005) as well as an internal representation
of one’s own outer appearance (Thompson et al., 1999), it can be viewed as a part of identity. Moreover, body
image can be linked to consumer identities such as: “I am an apple shape and can only wear certain clothes™ or “I
am body confident and not worried about what I eat”. This is because in some consumption categories (e.g., diet,
apparel, cosmetic surgery), there is at least an implicit, if not, explicit connection to the body, and hence one’s
body image. Relatedly, Schouten (1991) notes that when consumers’ lives are in flux or transition following
major life events including relocation, plastic surgery is a means of reintegrating the self-concept. This supports
the view that body image issues are linked to one’s sense of self or identity and suggests that consumer identity
and body image can be viewed as being associated with each other.

2.2 Immigration and Its Impact on the Identity of Migrants
2.2.1 Culture, Identity, and Body Image

As aforementioned, issues of appearance, including those related to the body are central to the identity of many
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women and girls (Dittmar, 2008) and are revealed in advertising as well as media. According to Groesz et al.
(2002), media communicate our culture’s standards for thinness. However, “culture shapes our bodies, thoughts,
feelings, desires, and values” (Venkatesh et al., 2010, p. 465). Culture plays a role in women’s internalization of
mainstream ideals for appearance (Henrickson, 2006) and is likely to play a role in understanding body
experiences in ethnic women (Henrickson, 2006). In other words, immigration, and thus, moving to, and
experiencing another culture, has a potential role to play in the adoption of these ideals by ethnic groups who are
born overseas and resettle in a foreign (i.e., host or non-native or receiving society’s) culture.

2.2.2 Ethnicity/Ethnic Identity and Body Image

Ethnic identity has been defined as “a dynamic, multidimensional construct that refers to one’s identity or sense
of self as a member of an ethnic group” (Phinney, 2003, p. 63).

Extensive research has been conducted in the area of ethnicity and body image, ranging from the effects of
exposure to Western media (McCabe et al., 2005; Pompper & Koenig, 2004), to the impact of sociocultural
influences (Abrams & Stormer, 2002), to comparative studies of general body dissatisfaction across cultures
(Sheffield et al., 2005; Yates et al., 2004). Studies have found that many cultures value body image in quite
distinct and contrasting ways. It has been found that many non-Western cultures value larger body shapes and
sizes in comparison to the Western slim ideal (e.g., Farrales & Chapman, 1999).

Yates et al. (2004) suggested that combining various ethnic groups under a single category such as an “Asian”
category conceals important group difference. Therefore, this research aims to explore one Asian culture, namely,
the Filipino culture, and another culture that is sometimes considered Asian, the Indian culture.

2.2.3 Acculturation and Body Image

Acculturation is the process of change an individual experiences when they are in continuous contact with
another culture (Berry, 1990). Values, attitudes and society standards are adopted within this process, impacting
upon the individual’s development of ethnic identity.

Abrams et al. (1993) suggest that ethnic women who identified less with their heritage or native culture and more
with the host culture, i.e., those who had higher levels of acculturation, had significantly greater body image
issues as reflected in their controlled eating habits and greater levels of body dissatisfaction, for instance.
Relatedly, in an Australian study, Tranter & Hanson (2015) found that people born overseas are more than twice
as likely to have had cosmetic surgery as Australian-born respondents.

Past research that has investigated the relationship between acculturation and body image has largely been
quantitative (Ball & Kenardy, 2002). Generational status is a common proxy variable utilised in quantitative
acculturation research studies. It is employed on the basis that later generations experience acculturation at a
much faster rate, whilst the first generation tend to maintain and hold on to their ethnic values and attitudes,
keenly. First-generation immigrants are those born overseas, second-generation immigrants are those who were
born in the host country but their parents were born overseas and third or greater generation immigrants are those
who were born in the host country along with their parents (Valentine, 2001). In order to gain a deeper
understanding of the acculturation process, generational status is employed in this research in a qualitative
manner. In so doing, it has enabled the exploration of how first and second generation immigrants have dealt
with the acculturation process and the extent to which the adoption of Australian attitudes and values has
affected the development of their body image, i.e., consumer identity. Therefore, the Filipino- and
Indian-Australian informants in this research study comprised of both first- and second-generation immigrants.

2.3 Immigration and Its Impact on the Identity of Natives (i.e., those who are typically in the majority in the
receiving society)

The process of change that an Anglo-Australian has experienced due to the influx of migrants and the new
multicultural society they now find themselves living in, could be viewed as “domestic” acculturation. Berry
(1990) defines acculturation as the process of change an individual experiences when they are in continuous
contact with another culture. Values, attitudes and society standards are adopted within this process, impacting
upon the individual’s development of ethnic identity. This Anglo-Australian acculturation experience has been
termed “domestic acculturation” as they too, as natives or locals, might have had to adopt new values, attitudes
and societal standards, which could then impact their view of their “Australian” identity. Thus, an
Anglo-Australian adopting practices of some immigrant groups such as yoga and vegetarianism could hold
different consumer identities as a result.

The foregoing background to the study of immigration’s impact on consumer identity has pointed to the need to
consider not only an under-researched and growing group of immigrants but also an under-researched aspect of
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identity, namely, body image. The next section describes the methodology used to explore the impact of
immigration on the identities of immigrants, as well as natives who could potentially be affected by immigration,
via the lens of body image.

3. Methodology

The challenge of capturing the dynamic and multi-dimensional nature of the constructs of consumer identity,
acculturation, self and body image, determined the adoption of a qualitative focus group study (Creswell &
Miller, 2000). Additionally, it was important to ensure that, as a group, similarities and differences were revealed.
This is because even though the informants had specific individual experiences, issues, and perspectives that
were generally represented and were relevant for, their cultural group as a whole, had to be established.

3.1 Sample

Eight focus groups were conducted. Groups were segregated in terms of both culture and generation and
comprised of Older Filipino, Older Indian, Younger Filipino, or Younger Indian Australians, and there were two
groups each of the older and younger Anglo Australians. The total sample size was 36.

The population from which the focus group participants were drawn consisted of two generations of Australian
females with Anglo, Filipino, or Indian heritages who either had or were studying for a university degree. Whilst
all of the participants were Australian citizens, the older, non-Anglo generations had to be born and educated in
the Philippines or India, whereas, all the younger generations had to be born in Australia. As aforementioned,
immigrants from the Philippines and India were selected because they are under-researched yet growing
immigrant groups.

In this qualitative research, “generational status” was employed to deeply explore the acculturation experience of
immigrants and its impact on their consumer- and self-identity. Therefore, one of the Filipino-Australian focus
groups comprised of first-generation immigrants, and the other, comprised of second-generation immigrants. The
same was true of the Indian-Australian focus groups.

To allow for the possibility that observed differences may be due to other external, non-cultural influences, all
the female participants in the younger focus groups were aged between 20 and 25 years approximately to ensure
they fit Generation Y characteristics and all the female participants in the older groups were aged between 43 and
55 years approximately to ensure they held the demographic characteristics of the Baby Boomer generation. This
enabled control for a cohort or generational effect. The definition of a cohort as used in this research is the
generational difference caused by the socio-cultural variables unique to their time in which the different
generations were raised, i.e., a mother and daughter would have been exposed to different image ideals during
their formative years (Forbes et al., 2005). Moreover, it was a requirement for the older Filipino and older Indian
group members to have been born, and spent their formative years in the Philippines, and India, respectively.
This was a criterion to ensure that they had thorough exposure to their native culture before migrating to
Australia. In addition, all the participants were required to be either currently attending university or university
educated, to ensure that education was not a variable that could have affected results. Finally, in order to prevent
the study of body image perceptions from getting distorted by the religious differences (e.g., between Indian
Hindus and Indian Muslims) and geographic dispersion (indicated by Fiji Indians and Malay Indians, for
example) of the Indian diaspora, the older Indian group only consisted of Hindus (pre- and post-marriage) from
India. The younger Indian group also consisted of Hindus.

It should be noted that the three cultures examined in this research can be characterised in terms of Hofstede’s
(1980) “Individualism” dimension (Oyserman et al., 2002) which is related to the concept of identity.

3.2 Focus Group Data Collection and Analysis

To facilitate focus group research, a discussion guide was utilised which primarily consisted of open-ended
questions and various stimulus materials (advertisements and other images). A flexible approach to moderating
the focus groups was taken, as none of the questions were “fixed” but rather utilised as a guide to ensure that all
the major themes were covered throughout the duration of the focus groups. Focus groups ran for almost two
hours, and were audio visually recorded. Recordings were transcribed, annotated and subsequently analysed. The
analysis was both intra- and inter-group allowing reflection and interpretation of the key subsets in the data as
well as the data set as a whole (Spiggle, 1994).

4. Findings

The examples of comments and observations from the focus groups that are provided below reflect the impact of
immigration on identity and body image which, as earlier discussed, are linked to consumer identity. It should be
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noted that during the focus groups, some informants concurred with other informants’ viewpoints either verbally
or non-verbally (via a nod of the head, for instance) and this is not always specified below.

4.1 Younger Filipino-Australians (YFA)

Overall, the YFAs believed that their ethnic identity was Australian and saw their Filipino heritage as an “added
bonus”. They felt that they held the same Australian values and attitudes, and are experiencing the same
Australian lifestyle as an Anglo-Australian but just had an “added” culture on top. Nevertheless, it was observed
that many of the participants found it difficult to grapple with the discrepancy between their ethnic identity (of
being and feeling Australian) and their ethnic appearance (looking Filipino). This discrepancy appeared to affect
their body image, personal identities and their sense of self in their everyday lives.

When talking about body image, YFAs used their peers as a standard for comparison, which affirms the social
identity theory. When questioned as to whether or not they were influenced by their peers, one of the YFAs
responded:

“Sometimes I am. Like I’m the fattest out of you guys and I’'m always like, oh damn, I’ve got to lose weight, got
to lose it.”

All YFAs placed particular importance on longer legs and generally being taller in stature. They found this
physical trait to be attractive, and one which they used to compare themselves with Anglo-Australian females in
their peer group. This was reflected in their description of their drawings of their desired body image:

YFA3: “I wanted her to be tall and ...”
YFA2: “...big boobed.”

Via projective techniques, it was revealed that YFAs would worry about their body image as an Anglo-Australian
would, and would additionally worry about their education and familial responsibilities as a typical Filipino girl
would.

Based on the foregoing it is evident that second generation Filipino women have dual identities which they
balance in their day to day life. Their concerns about body image mirror those of their Australian peer group yet
they are mindful of other aspects of the Filipino culture.

4.2 Older Filipino-Australians (OFA)

When questioned about their ethnic identity, they described themselves as “Filipino-Australians”. However, it
can be inferred from the tone of the discussion that being “Filipino” came from the heart, whereas being
“Australian” was due to citizenship and circumstance—with neither having lesser value, rather pride was
expressed for both cultures.

The OFAs were questioned as to whether they tried to maintain Filipino values and culture in Australia. A typical
response was:

OFAL1: “You try to maintain, but you still have to adopt you know, Australia...”

With respect to body image, OFAs commented that when they were growing up in the Philippines, they lived on
the very basics and were not concerned with body image and appearance to the same extent as their daughters
born in Australia. An Australian activity of going to the beach was shunned to not only avoid getting tanned but
also avoid exposing the body. With respect to the latter, they do share some similarity with some Australian
women who avoid the beach. However, polls reveal that this is because some of them are ashamed of their body
(Weaver, 2007) unlike the Filipino informants who appear to have inhibitions due to their cultural background.
They felt that a Filipino woman would be too self-conscious to wear a bikini unlike Australian women who were
“braver” because they wore bikinis even if they were ageing, large in stature, or had wrinkles. A Filipino woman
would instead cover her body with “loose clothing” and “long sleeve shirts”. This is because, as mentioned by
one of them, “We still have our inhibitions from back home.”

Thus, it appears that first generation (older) Filipino immigrants tend to retain their native consumer identity
even if they appear to adopt values, attitudes, and lifestyles of the host culture. With respect to body image issues,
the older group hold on to the inhibitions (or values) of their homeland whereas the younger group strive for
more Western ideals of being longer legged and bigger boobed.

4.3 Younger Indian-Australians (YIA)
With respect to their identity, YIAs relayed the following:

YIAL: “...for me, when [ am in India, I feel like I’'m Australian ...it’s kinda like people can tell or people will be
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like, oh yeah, where are you from?, and then when I am in Australia, it’s kinda like, oh where are you from?, and
I’ll be, like Sydney, and (they say), no, where are you really from? And it’s like...oh, ok, India.”

YIAL: “In terms of cultural values and stuff there is a bit of both....it’s a bit of a mix.”

With respect to body image related issues, which were often revealed in terms of clothing issues that involved
exposing or covering up the body, YIAs revealed the following:

YIAL: “...if I'm buying a dress, I'm not sure if I should get my mum’s opinion over my best friend’s
opinion...and I want her approval of it...she doesn’t really comment on my actual body so I don’t really
know...whereas with my friends I’d be more worried with them.”

YIA2: “I think it’s a combination of friends and media (in terms of who influences my body image).”

YIA1: “I think it’s very important...that male opinion. My dad is always complimenting me.....and when he says
something like, “where’s the rest of that dress?” (all laugh) or “why don’t you wear some pants under that?” then
I’m kinda like, “oh my gosh”, like what have I done...... that kind of thing. At the same time, I’ll blow him off
about it, when [ think it’s a perfectly nice dress.”

Based on the above, it is evident that second generation Indian women have dual identities which they balance in
their daily life. Their issues surrounding body image reflect those of their Australian peer group given that they
value the opinion of their friends and appear to be influenced by Australian media. This was revealed when
describing the process of purchasing clothing. Yet they did not completely discount the opinion of their parents
who had more traditional views of appropriate clothing. In so doing, they are trying to balance their dual
identities of being Australian and Indian.

4.4 Older Indian-Australians (OIA)
With respect to their identity, an OIA commented:

OIA4: “We adopt the ways of life here and we adapt ourselves to the environment but somewhere deep down, I
guess our past stays the way they are.”

When talking about body image, the reference groups for OIAs were predominantly Australian and Hollywood
celebrities rather than Bollywood, i.e., Indian movie celebrities. Examples of celebrities included: Megan Gale
(Australian model), Michelle Pfeiffer, Meryl Streep, & Salma Hayek. Interestingly, the reference groups
comprised mainly of celebrities of European ancestry. It could be argued that due to immigration, OIAs are more
attuned to imagery in Australia, which includes those of predominantly Australian or Hollywood celebrities.
Indirectly, this suggests that immigration has played a role in their consideration of ideal body image ideals
which may be reflected in the celebrities they have named. Further, with respect to body image, OIAs relayed the
following:

OIA3: “What I feel is that, for us, we are not the priority, like we have not been brought up like that; it’s always
been our family, our parents, our brothers and our sisters (OIA1 nods in agreement). It’s never about us. It’s
never about ...I need to look good, I need to look pretty; it’s about what my family needs first, I come second. 1
never come first.”

OIAS: “In Australia, we have adopted the Australian lifestyle in dress sense and things like that; I guess our
focus is on our surroundings and our families than ourselves (OIA2 and OIA4 nod in agreement).”

OIAS: “...as Indian women we are not obsessed with our body shape (OIA2 and OIA4 nod in agreement)... |
guess what I feel different with my colleagues is that we don’t watch every little thing we eat in terms of calories,
we are not bothered about what it will do to our tummy (laughs).”

Based on the foregoing, it appears that first generation (older) Indian immigrants tend to retain their native
consumer identity, i.e., deep down they retain their past, even if they appear to adopt values, attitudes, and
lifestyles of the host culture. With respect to body image issues, they appear to hold on to the values of their
homeland by not focusing on themselves or their body but instead prioritising others in their family and other
aspects of their life whereas the younger group, like their Western counterparts, tend to not focus so much on
their family and their opinion especially when it comes to dressing their body and instead turn to their peers. The
older generation appears to be more conservative in dress choices for the younger generation, who do not view
clothing in the same traditional way as their parents. Thus, first generation (older) Indians are much less
Australian compared to the second generation; for example, when it comes to conservative versus skimpy
clothing and therefore body image presentation. This is in spite of the fact that the older generation believe that
they themselves have adopted the Australian way of dressing.
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It should be noted that the older immigrant groups’ ideals and values, i.e., identity could have changed during
acculturation through imitation and identification rather than through exploration and construction (Schwartz et
al., 2006). Given that collectivist (rather than individualist) cultural values are more compatible with identity
formation through imitation and identification (Schwartz et al., 2006), we believe that the older Filipino- and
Indian- Australians continue to exhibit their pre-existing collectivist cultural values by conforming to the ideals
and values of their new home. So, on the surface it appears that they have adopted their host culture’s values
when in reality this may be due to the fact that they are retaining their home country’s collectivist cultural values
by imitating and identifying with the dominant culture of Anglo-Australians.

4.5 Anglo-Australians (AA4)

One of the major themes to emerge from the focus groups was the issue of “domestic acculturation”; the process
of change an Anglo-Australian has experienced due to the influx of migrants and the new multicultural society
they now find themselves living in. Domestic Acculturation was particularly evident in the older rather than the
younger Anglo-Australian focus group. The feelings of resentment, dislike, and offence were expressed in
politically correct language towards ethnic immigrants who they perceived were “not making an effort” to
integrate into Australian society and culture. OAA1 stated: “If someone’s making a real effort to be a part of our
culture, then they’re sort of given a “fair go” (an Australian expression for giving someone an equal opportunity
or chance); as long as they’re trying.”

The OAA group, in particular, demonstrated evidence of the concept of “domestic acculturation” due to the
change they have experienced as a result of the influx of migrants and the new values, attitudes and society
standards they have had to adopt; this has also influenced their perception of their identity of being “Australian”
in the new multicultural society they find themselves living in. However, immigrant influence on their identity in
terms of body image was not evident. This might be attributed to differences in physical appearance among the
three cultural groups, with the Anglo natives therefore possibly discounting any influence on their identity by
Filipino- and Indian- Australians especially with respect to body shape and size. Or it could be attributed to the
fact that although Filipino- and Indian- Australians are increasingly represented in the Australian population,
they are not yet a large enough or highly visible group to impact on the native Australian group’s identity with
respect to body image. Using the example of clothing, it is likely that the Anglo group saw no real value in
adopting the Indian and Filipino ideals and in fact it is the latter two who are more likely to adopt the ideals of
the Anglo group in order to assimilate with them in line with their collectivist cultural values.

In summary, it was found that second generation immigrants have dual consumer identities where they balance
the values, attitudes and lifestyles of both their home (i.e., native or heritage) and host cultures whereas first
generation immigrants tend to retain their native consumer identity even if they appear to adopt values, attitudes,
and lifestyles of the host culture. The impact of immigrants on consumer identities of native residents who are
typically in the majority (i.e., the Anglo group) was not evident.

5. Theoretical and Practical Implications

Viewing body image as part of the identity domain is not the norm, and this paper has contributed to this
evolving stream of literature by considering the impact of immigration on consumer identities reflected in body
image for under-researched, growing migrant groups in a multicultural society.

Understanding the impact of immigration on consumer identity, assessed in the context of body image issues,
will enable local and global marketers to develop and offer relevant goods and services more effectively to
consumers in multicultural countries around the world like Australia. For example, marketers of vehicles of
consumer-based identities such as clothing (Thompson & Hirschman, 1995) could offer specific products that
enable consumers from different backgrounds to communicate or enhance their identities which might not
necessarily be the same as their ethnicity. Moreover, these products could be promoted using imagery that does
not alienate but resonates with them. Arguably, depending on their experiences with immigration, some new
settlers will not be expecting or desirous of seeing their native stereotypes featured in advertising because, for
example, their consumer identity is now that of a “typical” Australian. In this case, a “one size fits all (natives
and immigrants)” imagery might be effective, and especially for marketers in terms of economy or efficiency.
For other settlers, employing a “typical” or “one size fits all” imagery might not be effective especially if they
are trying to balance their culture’s traditional values with the mainstream values. This might be particularly true
if this balancing act of some immigrants occurs alongside some natives who, while trying to maintain or
reinforce their identity, might perhaps even adopt some of the values or lifestyles brought to their homeland by
immigrant groups. Although discussed as an example, clothing marketers are not the only ones that need to
understand and respond to the influence of immigration on consumption and shopping behaviours of immigrants
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and the receiving society (i.e., natives). Given that advertisements play important roles in shaping consumers’
ideal self-images (Belk & Pollay, 1985), advertisers across a broad spectrum of industries need to understand and
reflect the cultural nuances of both immigrant and native groups in order to appeal to them in advertising. In the
context of body image, this would mean reflecting different body shapes and sizes in ads that would resonate
with rather than alienate both groups. An under-utilised method for marketing to immigrants in Australia is
ethnic media and it would serve advertisers well to cater to specific cultural groups via placement of ads in such
media even if they have acculturated into Australian society. This is because, as revealed by this research, some
immigrants balance both host and home cultures and by reaching them via not only mainstream but also ethnic
media, advertisers might be able to better engage them with their marketing messages. This is especially because
the tone of these ethnic publications might resonate with them more strongly than mainstream Australian media,
even if they are in the English language (Ross, 2012).

6. Limitations and Future Research

Body image is an issue that is potentially linked to values and attitudes of people from different religious groups.
Although religion was a variable that was controlled within an immigrant group in this research, i.e., only Hindu
Indian-Australians were researched, future research could, for example, consider Muslim Indian-Australians as
well in order to explore the role of religion in influencing consumer identities including those tied to one’s body
image.

This research considered women; however, future research could consider consumer identities of men within the
same ethnic groups of immigrants. Although our focus was on immigrants in Australia, it would be useful to
understand if the same observations can be drawn from immigrants in other countries such as Canada, Sweden or
Brazil where there is a strong localized body ideal. This would enable marketing and advertising practitioners in
these countries to determine if it is necessary to feature a range of ethnicities in their advertising or if it would be
perceived as being unnecessary or even unwelcome tokenism amongst both the native and immigrant
populations. This research study facilitates the expansion of this area of research because the exploratory
findings provide a basis for addressing the role of immigration on a consumer identity domain of body image on
a larger scale with a wider variety of immigrant groups across other western countries besides Australia that have
many and diverse immigrants.
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