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1. INTRODUCTION
Considerable research has been conducted to un-

derstand of consumer acculturation, its antecedents 
and indicators, agents that influence its process (e.g. 
Askegaard et al,, 2005; Ustuner et al., 2007; Penalo-
za, 1994; Ger et al., 1998). Most of the research in this 
field studied migrations of people from less develo-
ped countries/regions to the developed ones pursu-
ing a quest for a more affluent life. Since ethnic flows 
mostly occur toward the more affluent western part 
of the world, researchers mostly studied immigrants’ 
adaptation to Western consumer cultural environ-
ments.  In these studies, immigrants have taken their 
decision to migrate in a context of free will, although 
driven mostly by economical problems. 

Despite all the great deal of research effort, there 
remains a dearth of research that examines the accul-
turation of consumers who had or needed to migrate 
because of a negative ethnic and religious environ-
ment, as well as socio-economical problems, in their 
home country. Past and ongoing ethnic and religio-
us conflicts at home are suggested to institute natio-
nalist narratives and heighten interest in ethnic roots 
(Lieberman, 2006) and a sense of ethnic self-defense 
whether immigrants face real discrimination in host 
country or not. As a result of this, different patterns of 
consumer acculturation might be observed. The pre-
sent study attempts to fill this gap by exploring con-

sumer acculturation of Bosnian immigrants in Turkey. 
Makrides (2007) remarked that Bosnian Muslims’ gre-
at suffering due to ethnic cleansing attempts during 
the 1992-1995 war rendered their claim to a Europe-
an Muslim identity even stronger. 

The research questions are as follows: to what ex-
tent are Bosnian immigrant consumers who migra-
te due reasons but ‘free’ will and who have ongoing 
ethnic and religious conflicts at their home country 
acculturated to Turkish consumer culture, what is the 
relationship between immigrant’s tendency of origi-
nal cultural maintenance and acculturation to Turkish 
culture and what are the antecedents that influence 
their acculturation? The second question is desig-
ned help to develop inferences about the influence 
of socio-historical proximity on their acculturation to 
Turkish culture. 

2. CONSUMER ACCULTURATION
Acculturation is a process of cultural and psycholo-

gical change that follows intercultural contact (Berry, 
2003). As a result of intercultural and continuous first 
hand contact, original culture patterns of either mino-
rity or both minority and dominant groups do change 
(Ogden et al., 2004). Ustuner and Holt (2007) remark 
that acculturation refers generally to what happens 
when people socialized in a minority culture migrate 
and so come into continuous first-hand contact with 
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a new dominant culture.  

Consumer acculturation, a subset of acculturation, 
refers to a socialization process in which an immig-
rant learns the consumption related behaviors, at-
titudes and values of the host culture and integrate 
them with their original culture (Penaloza, 1994; Og-
den et al., 2004). The study of consumer acculturation 
primarily focuses on cultural adaptation as manifest 
in the marketplace and examines the consumer lear-
ning processes that are affected by the interactions 
between two or more cultures (Penaloza, 1994; Ucok 
et al., 2006). 

Berry et al. (1989)’s framework tries to explain ac-
culturation based on the tendency of the accultura-
ting group to maintain its cultural identity, i.e. origi-
nal culture maintenance (OCM), and/or to develop 
cultural contact with the hosting group, i.e. host cul-
ture adherence (HCA). Orientations of the accultura-
ting group are categorized into four groups; assimi-
lation, integration, separation, and marginalization. 
Assimilation occurs when immigrants can proactively 
adopt the host culture by getting in close contact 
and do not seek to maintain their cultural identity. 
When immigrants choose both cultural maintenance 
and inter-group contact with the hosting group, they 
are said to be integrated. Integration occurs when im-
migrants develop inter-cultural contact on their free 
will and the hosting group is tolerant and open to cul-
tural diversity. Integration is a bi-directional process, 
which acknowledges that both cultures change over 
time, while assimilation is unidirectional, towards the 
dominant group (Jun et al., 1994). Separation is the 
way when cultural maintenance is sought while avo-
iding involvement with others. Marginalization exists 
when immigrants distance themselves from both 
cultures and do seek neither cultural maintenance 
nor interaction with others. Immigrants can become 
marginal mostly in situations when they are segrega-
ted, discriminated and/or when there is little chance 
to maintain cultural identity (Berry, 1997; Berry et al., 
2006; Palumbo et al., 2004; Gronhaug et al., 1993; Wil-
son, 2007; Shoham et al., 2009; Ustuner et al., 2007; 
Sandikci et al., 2006). The hosting group’s attitude to-
ward the acculturation process of immigrants can oc-
cur in ways of “melting pot” idea, multi-culturalism, 
discrimination, and segregation. Sandikci et al. (2006) 
and Penaloza (1994) noted that Berry’s acculturation 
model has emerged as the dominant conceptual fra-
mework guiding consumer acculturation studies.

Berry’s framework is criticized because it perceives 
acculturation as a linear process with four possible 
outcomes and use a dichotomous (host and ethnic 
minority) perspective, rather than a continuous pers-

pective (Sandikci et al., 2006; Askegaard et al., 2005; 
Jun et al., 1993; Jun et al., 1994; Ucok et al., 2006). Ba-
sed on the findings of her ethnographic study, Pena-
loza (1994) showed that consumer acculturation does 
not necessarily lead to assimilation and proposed an 
alternative to this framework. Based on the proposal 
that immigrants go through a process in which they 
move, translate and learn to live in the host culture, 
she suggested four consumer acculturation practi-
ces: resistance (against the practices of the host gro-
up), acculturation (adopt practices of the host group 
while maintaining their identity), assimilation (adopt 
practices of the host group while leaving their iden-
tity), and physical (spatial) segregation. Supporting 
the idea of that rather than conforming to one cul-
ture, people constantly negotiate cultural identities, 
i.e. “swap culture” (Oswald, 1999), she found that im-
migrants’ consumption patterns might indicate assi-
milation at some occasions and resistance at some 
others. Some other studies also demonstrated that 
consumers can move between different social worlds 
without necessarily conforming to one culture and 
immigrants commingle various consumption practi-
ces in different ways to form identities (e.g. Askega-
ard et al., 2005; Ger et al., 1998; Penaloza, 1994). Jun 
et al (1994) suggested that the acculturation process 
starts from the “home” culture but does not head li-
nearly for the “host” culture, as it may progress rapidly 
on occasion or it may move backward at any time du-
ring the process. Consistent with this perspective, 
Lindridge (2009) and Sandikci et al (2006) demons-
trated that the acculturating group alters behavior 
to adapt across consumption contexts. Their findings 
reveal that acculturation is a “dialogical process that 
involves a constant moving back and forth betwe-
en incompatible cultural positions (Sandikci et al., 
2006)”. Furthermore, Askegaard et al. (2005) challen-
ged Berry’s framework and introduced ‘postassimila-
tionist view’, that regards consumer acculturation as a 
dynamic and multidimensional process that includes 
ongoing cultural negotiation. 

A distinction between behavioral acculturation 
and attitudinal acculturation is also made in the con-
sumer acculturation literature (Gentry et al., 2002; 
Jun et al., 1993). Jun et al. (1993) proposed that the 
process of behavioral acculturation may not coincide 
with the process of attitudinal acculturation; i.e. one’s 
consumption pattern could be close to the host’s cul-
tural values while the ethnic identification is close to 
the old culture. They found that “cultural/ethnic iden-
tification” (attitudinal in nature) and “level of accul-
turation”, i.e. the degree to which an individual con-
forms to the host culture, (behavioral in nature) are 
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distinct constructs. Jun et al. (1994) also noted that 
behavioral acculturation is expected be faster than 
attitudinal acculturation (self-identification). Besides, 
immigrants can be rather acculturated to the host 
culture but still maintain strong ethnic identification 
(Ogden et al., 2004).

2.1. Antecedents and Indicators of 		
Consumer Acculturation

Some factors, either individually or in combinati-
on, that have been considered as antecedents and/or 
indicators of consumer acculturation are ethnic iden-
tification, cultural pride and heritage, language and 
media usage, intercultural contact, area and length 
of residence, perceived discrimination, religion, soci-
al class, and demographic factors such as age, gene-
ration, and income (e.g. Ogden et al., 2004; Berry et 
al., 2006; Penaloza, 1994). 

While ethnicity is an objective description and re-
fers to a group with common national or religious 
backgrounds, ethnic identity is more subjective and 
refers to individuals’ self-identification and affiliation 
with a cultural group (Ogden et al., 2004). Ogden et 
al. (2004) used the term “objective ethnicity” to de-
fine ethnicity which can be observed through some 
objective measures, such as similarities in language, 
surname, region of origin, or visual phenotypical dis-
tinctions (skin color, and hair color etc.), yet with a 
warning that although objective, using these measu-
res often lead to misclassification. Instead of it, ethnic 
self-identification is suggested to reflect a ‘sense’ of 
real identity (Askegaard et al., 2005) i.e. the beliefs of 
individuals about their perception of cultural reality 
(Ogden et al., 2004). 

Askegaard et al. (2005) suggested the term post-
assimilationist ethnicity and asserted that through 
ongoing cultural negotiation or “culture swapping”, 
ethnicity becomes a consumer choice, albeit not a 
free and unconstrained one. Some researchers obser-
ved consumer ethnic identities are fluid and diverse 
and combine both minority and dominant cultures 
during immigrants’ various encounters with the do-
minant culture.(e.g. Cherrier et al., 2009). Some other 
researchers, argued for a concept of hybrid identities 
(e.g. Askegaard et al., 2005) that can be formed thro-
ugh “the junction of multiple and diverse cultural and 
subcultural forces, groups, and same-different tensi-
ons (Ger et al., 1998)”. Sandıkcı et al. (2006) argued 
that consumer acculturation is a “dialogical process 
that involves a constant back and forth movement 
between incompatible cultural positions”. Similarly, 
the conceptualization of dynamic inbetweeness sup-
ports dialogical perspective (Anderson, 2008). 

Several studies revealed that individuals’ sense of 
cultural pride and ethnic belongingness, and ten-
dency to retain the identification of the culture of ori-
gin cut down their adoption of the host culture (e.g. 
Berry et al., 2006; Shoham et al., 2009; Wilson, 2007; 
Jun et al., 1994; Ogden et al., 2004). Wilson (2007) no-
ted that cultural pride does not require one to have 
specific knowledge of one’s culture and their culture’s 
artifacts (i.e., cultural heritage) but rather simply a 
claimed ancestry. Immigrants who have high level of 
cultural pride and/or maintained their cultural herita-
ge are more likely to maintain their original culture.  

Since language is the primary medium for the flow 
of cultural elements, language preference and profi-
ciency are viewed as one of the most important in-
dicators of acculturation (Ogden et al., 2005). Immig-
rants who prefer their ancestral language in daily life 
are found to be less likely to adhere to host culture 
and more likely to maintain their original culture (e.g. 
Berry et al., 2006; Quester et al., 2001; Palumbo et al., 
2004; Wilson, 2007; O’Guinn et al., 1985).  As long as 
the immigrant uses the language of the host culture 
in most life themes, develops intercultural contacts, 
and use mainstream media, s/he is exposed to the 
host culture, and learns it (Chung, 2000).  

The extent of intercultural contact is derived by the 
length and depth of the contact. Several studies reve-
aled that the longer immigrants are in the new cul-
ture, the more they are attitudinally and behaviorally 
acculturated or the less they have difficulty adapting 
to the new culture (e.g. Berry et al., 2006; Penaloza, 
1994; Shoham et al., 2009). Yet, length of stay do not 
necessarily determine adaptation; immigrants who 
live in neighborhoods with a greater similar ethnic 
density and a close-knit community, and who prefer 
contact with their peers instead of ethnically different 
people are also found to be less acculturated(Wilson, 
2007; Ustuner et al., 2007; Jun et al., 1994).  The amo-
unt of interaction with the host culture is found to be 
lower than if they lived in an interracial neighborho-
od (Hmida et al., 2009; Tari et al., 2008). Furthermore, 
immigrants who are in closer contact with people li-
ving in their country rather than members of the host 
country may be less acculturated. On the other hand, 
as Penaloza (2008) demonstrated, cultural changes 
may occur at both parties; she observed that “as Non-
Latino/a consumers consume Mexican American cul-
ture at many of the sites, they exert profound social 
legitimizing effects supporting and validating Mexi-
can American cultures” (p.34). 

In addition to immigrant’s ethnic self-identification, 
others’ designation of the individual as member of 
certain ethnic group is also found to influence one’s 
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felt affiliation with one ethnic group (Penaloza, 1994). 
Those who occupy socially recognized designations 
continue to acculturate to the host and/or dominant 
culture (Ogden et al.. 2004). On the other hand, those 
who ever felt alienated because of their race or ethnic 
background may withhold themselves in the process 
of acculturation (e.g. Wamwara-Mbugua et al., 2006). 
In a study, immigrants who have felt discriminated 
are found to be more likely to purchase products that 
are advertised in their own language (Wilson, 2007). 
Another reaction against felt discrimination is to in-
ternalize the stigma of being main-stream’s “other” 
and try to decrease their differences by assimilating 
products in an attempt to fit in (Penaloza, 1994). 

Demographics may impact consumer accultura-
tion. Past findings suggest that male, young, more 
affluent, and higher educated immigrants learn the 
new culture and acculturate faster than female, old, 
less affluent, lower educated immigrants (e.g. Berry, 
1997; Palumbo et al., 2004; Jun et al., 1993; Penaloza, 
1995). Furthermore, immigrants who arrive at early 
ages and members of the second generation who 
were born in the host country learn the language and 
acculturate rapidly (e.g. Palumbo et al., 2004; Berry et 
al., 2006; Hmida, 2006). 

2.2. Agents of Consumer Acculturation
Factors that act as essential elements, i.e. agents, 

in the process of consumer acculturation are the hou-
sehold, institutions, media, marketing activities, glo-
bal consumer culture, and socio-cultural structures 
such class position and conflicting ideologies, histo-
rical factors (Askegaard et al., 2005; Penaloza, 1994; 
Ucok et al., 2006; Ustuner et al., 2007; Hmida et al., 
2009). A household brings together individuals of va-
rious characteristics, resources and skills, who socially 
support each other (Penaloza, 1994). In a study, it was 
observed that household provisioning is a vehicle 
through which old and new culture is shared, cons-
tructed and maintained (Crockett et al., 2004). Additi-
onally, as the immigrant chooses to participate in the 
institutions (e.g. school, stores etc.) other than family, 
he/she acculturate faster.

Marketing activities and marketplace operate 
as effective cultural change agents (Penaloza et al., 
1999). Penaloza (1994) demonstrated how marketers 
facilitate the institutionalization of the culture of the 
immigrants in the host country by targeting them 
with market offerings associated with their culture. 
Marketplace serves not only the site for market tran-
sactions, but also for the negotiation of intercultural 
relationships (Penaloza et al., 1999). Media enables 
immigrants to gain a better understanding of the so-

ciety. Moreover, media relevant to their ethnic cultu-
ral community give them the opportunity to rema-
in in contact with their country and culture of origin 
(Hmida et al., 2009).

The immigrants’ identity constructs are influenced 
by competing ideologies of home and host cultures 
on consumption patterns. A third agent, as sugges-
ted by Askegaard et al (2005), is the transnational 
consumer culture. In consumer culture, consumption 
has become a signification and communication tool 
(Baudrillard, 1997). Products are consumed as social 
signifiers, not only as material objects. In a quest to 
construct their actual and ideal social self, maintain 
specific life themes and reach desired life projects, in-
dividuals, ascribe meanings to products and negotia-
te them. These meanings are embodied and negotia-
ted by consumers in particular social situations, roles 
and relationships (Arnould et al., 2005). Via consump-
tion they also differentiate themselves among their 
environment. Askegaard et al. (2005) revealed that 
transnational consumer culture is experienced as a 
sort of neutral cultural ground and an enrichment of 
consumption opportunities accessible to people of 
the host country and immigrants alike.

Social and historical factors are acculturative 
agents as well (Ustuner et al., 2007; Ozcaglar-Toulouse 
et al., 2009). In their ‘dominated consumer accultura-
tion’ model, Ustuner et al. (2007) demonstrated that 
socio-cultural structures such as lack of economic, 
social, and cultural capital, ideological conflicts and 
modern consumer culture are central in the process 
of consumer acculturation. Additionally, Ozcaglar-
Toulouse et al. (2009) also revealed that immigrants’ 
acculturation is also influenced by historical tensions 
between the host and home countries, and stigmas 
associated with each other’s cultures. 

3. FIELD STUDY
Despite all the great deal of research effort, there 

remains a dearth of research that examines the accul-
turation of consumers who had or needed to migrate 
because of instable and negative political and religi-
ous environment, as well as socio-economical prob-
lems, in their home country. Past and ongoing ethnic 
and religious conflicts at home are suggested to ins-
titute nationalist narratives and heighten interest in 
ethnic roots (Lieberman, 2006) and a sense of ethnic 
self-defense whether immigrants face real discrimi-
nation in host country or not. As a result of this, diffe-
rent patterns of consumer acculturation might be ob-
served. The present study attempts to fill this gap by 
exploring consumer acculturation of Bosnian immig-
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rants in Turkey. Makrides (2007) remarked that Bos-
nian Muslims’ great suffering due to ethnic cleansing 
attempts during the 1992-1995 war rendered their 
claim to a European Muslim identity even stronger.

The research questions are as follows: to what ex-
tent are Bosnian immigrant consumers who migrate 
due reasons but ‘free’ will and who have ongoing eth-
nic and religious conflicts at their home country ac-
culturated to Turkish consumer culture, what is the re-
lationship between immigrant’s tendency of original 
cultural maintenance and acculturation to Turkish cul-
ture and what are the antecedents that influence the-
ir acculturation? By answering the second question, it 
is intended to develop inferences about the influence 
of socio-historical proximity on their acculturation to 
Turkish culture. 

Bosnia-Herzegovina is seen as a stage for encoun-
ters, confrontations, symbiosis, transition and/or conf-
lict between different religions, national mythologi-
es, and concepts of statehood (Velikonja, 2003).After 
the conquest of Bosnia in 1463, the Ottoman Empi-
re ruled for three centuries. Bosnia was gone under 
Austro-Hungarian Rule in 1878. Following the World 
War I, Bosnia and Herzegovina joined the Kingdom 
of Serbs, Croats and Slovenes (soon renamed Yugos-
lavia) in 1918 (Riedlmayer, 1993). Following conquest 
of Nazi forces and turbulent years, at the end of the 
World War II the Socialist Federal Republic of Yugosla-
via was established and Bosnia and Herzegovina be-
came one of six constituent republics. With the fall of 
the Soviet Union, Yugoslavia started to break-up and 
nationalistic movements took precedence. Soon after 
Bosnia and Herzegovina’s declaration of sovereignty 
in 1992 and a tense period of escalating tensions and 
sporadic military incidents, war began in Sarajevo (Ri-
edlmayer, 1993) and lasted until 1995. Research and 
Documentation Center (RDC) statistics revealed that 
Bosniaks suffered more than Croat and Serbs did. Eth-
nic cleansing and civil rights violations against non-
Serbs were documented during the war. 

Because of South Slavs’ encounters with Islam and 
Turkish culture, monarchy and socialist regimes, fre-
quent conquests and wars, the population’s compo-
sition has changed. A native Slavic-speaking Muslim 
community emerged, and the area has experienced 
several religious and political instable periods. Du-
ring the history, the area has undergone tensions 
and turbulences, resulting in several mass immigra-
tion movements. According to Wood (1994), Bosnia 
and Herzegovina’s has the highest forced immigrati-
on rates (57%) in the world in 1993.  Bosnians migra-
ted to Anatolia in the year of1804, between 1806 and 
1812, and in 1826, and between 1950 and 1970. Anot-

her mass immigration to Turkey took place during 
the Bosnian war. The figures about their immigration 
are not so clear, yet, According to Acma (2008), more 
than 1,6 million immigrants settled in Turkey betwe-
en 1923 and 1990s and more than 90 percent of all 
immigrants arrived from the Balkan countries. Since 
Bosnians shared the historical and cultural heritage 
of the Ottoman Empire and are regarded as close to 
the Turkish cultural identity, they are seen as natural 
members of Turkish nation by both parties (Cavusog-
lu, 2007; Ulker, 2007; Hajdarpasic, 2008) and their im-
migration actively encouraged by the state (Kirisci, 
2007). Their immigration to Turkey was conceived as 
a factor strengthening the cohesion and homogene-
ity of Turkish nation. In order to facilitate assimilation 
on the basis of Turkish language and culture, Balkan 
immigrants were granted full citizenship upon their 
arrival in Turkey and settled among Turkish speaking 
population in Marmara and Aegean regions and to a 
lesser extent in central Anatolia. The state provided re-
sources, land and employment opportunities for im-
migrants until early 1970s (Kirisci, 2007; Acma, 2008; 
Ulker, 2007). Since their immigration mostly took pla-
ce based on the rules set by the public authority, they 
were usually not considered by natives as “a major 
problem” (Erder, 2006). In a study, Bosnian immigrants 
are found to embrace Ottoman-Turkish ethnic iden-
tity and heritage more that Turks do (Alparslan, 2006). 
Despite that, immigrants’ life was not without prob-
lems (Cetin, 2008). For instance, some of those immig-
rants who are initially settled in rural areas moved to 
urban areas due to acceptance and unemployment 
problems (Doganay, 1996). 

Embracing a diverse population with various eth-
nic and religious backgrounds, Izmir, Turkey’s third 
most populous city, is best known for its westerni-
zed consumptionscape in Turkey. As an exemplar of 
westernized Turkish consumer culture, the cultural 
context of Izmir provides a rich source for data col-
lection. The data were collected in Çamdibi, a neigh-
borhood where 5850 Bosnians accommodate. They 
can be defined as a close-knit community.  A ques-
tionnaire survey has been conducted with 382 Bos-
nians in 2009. The questionnaire involves questions 
about acculturation, consumer culture, immigration 
and demographics. Questions about acculturation, 
cultural identification and consumer culture are de-
veloped by researchers based on personal interviews 
with fifteen Bosnian immigrants, ten managers of Bal-
kan, Bosnian specifically, immigrant associations, se-
ven mukhtars (elected heads of the Bosnian neigh-
borhoods) in Çamdibi and the honorary consulate of 
Bosnia-Herzegovina in Izmir and based on literature 
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(e.g. Jun, Ball and Gentry, 1993; Penaloza, 1994; Ger et 
al., 1998; Ustuner and Holt, 2007; Ustuner et al., 2007; 
Berry, 1997; Berry et al., 2006; Wilson, 2007; Tari et al., 
2008; Sandikci et al., 2006). Acculturation items inclu-
de statements such as “I think we have maintained our 
original culture”, “I prefer being friends with both Turks 
and Bosnians”, “I prefer our own cusine to the local cu-
isine”, “I want to live in harmony with Turkish culture 
while maintaining ours”, “I raise my children according 
to both our own and Turkish culture”, “I can easily in-
tegrate into the host culture”, “I believe that members-
hip in Bosnian associations is important”. Internal con-
sistency reliability coefficient Cronbach alpha is 0,756. 
Items about encounters with local consumer culture 
include statements such as “Through consumption of 

some brands, people try to convey meanings of pres-
tige and modernity”, “I like to indulge in luxury”, “Ha-
ving a credit card is a matter of an esteemed social sta-
tus”, “Immigrants in the neighborhood prefer branded 
goods in order to communicate their social status”, “ 
would like to live just like celebrities I see in movies “,”I 
prefer products/brands that suit my lifestyle”, “I purc-
hase products only when really needed”, “I prefer bu-
ying foreign and global brands”, “I am attracted to a 
western consumption culture” and “Shopping centers 
are indispensable in my life”. Internal consistency reli-
ability coefficient Cronbach alpha is 0,865.	

Since race of the Bosnian immigrants in Turkey is 
varied and not well-known by the respondents owing 
to the fact that both ethnic groups mingled during 

Table 1: Demographic and Socio-Economic Characteristics of the Sample

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Variables N Valid Percent Variables N Valid Percent 
Sex Marital Status 
Female 
Male 
Total 

215 
167 
382 

45,9 
54,1 
100 

Married 
Single 
Divorced/Widow(er) 
Total 

131 
139 
112 
382 

57,1 
35,1 

7,9 
100 

Age (Mean=38,19  Std.Dev.=14,24) Education 
16-34  
35-54 
55 + 
Total 

173 
148 

61 
382 

45,3 
38,7 
16,0 

100,0 

Illiterate 
Primary School 
Secondary School 
High School 
Undergraduate 
Graduate and higher 

level 
Total 

11 
69 
54 

141 
104 

3 
382 

2,9 
18,1 
14,1 
36,9 
27,2 

0,8 
100 

Income Employment Status 
Lower 
Medium 
Upper 
Total 

107 
199 

76 
382 

28,0 
52,1 
19,9 
100 

Manager 
Private Sector 

Employee 
Public Sector 

Employee 
Self-employed 

Profession 
Small-scale trader 
Student 
Retired 
Housewife 
Unemployed 
Other 
Total 

10 
70 
44 
11 
55 
54 
48 
50 
22 
18 

382 

2,6 
18,3 
11,5 

2,9 
14,4 
14,1 
12,6 
13,1 

5,8 
4,7 

100 

Birth Place Self-Identification 
Turkey 
Yugoslavia 
Other 
Total 

341 
40 

1 
382 

89,2 
10,5 

0,3 
100 

Bosnian - Immigrant 
Turkish (Türkiyeli) 
Bosnian and Turkish 

(Türkiyeli) 
Missing  
Total 

202 
67 

112 
1 

382 

53,0 
17,6 
29,4 

-- 
100 

Migration Period Family Structure 
1882-1890  
1923-1949  
1950-1955  
1965-1978  
1989-1995  
Other 
Total 

30 
106 
124 

69 
11 
42 

382 

7,9 
27,7 
32,5 
18,1 

2,9 
11,0 
100 

Nuclear Family 
Large Family 
Other 
Total 

254 
118 

10 
382 

66,5 
30,9 

2,6 
100 
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the Ottoman Empire dynasty in Bosnia, questions 
about race are not included in the questionnaire. Ins-
tead, a nominal scale of ethnic self-identification with 
three categories is included. Categories include Bos-
nian immigrant, Turkish (Turkiyeli), Bosnian and Tur-
kish (Turkiyeli). The term “Turkiyeli” is used instead of 
Turk with the intention of avoiding the ambivalences 
about race. After a pilot test, the questionnaire was re-
vised so that inapplicable questions and ambiguous 
wording could be avoided.

Majority of the respondents are male and mar-
ried (Table 1). Majority identify themselves Bosni-
an immigrants (53%), whereas others identify them-
selves as Turkiyeli (17,6%), and Bosnian and Turkiyeli 
(29,4%). Most of the respondents migrated during pe-
riods 1923-1949 and 1950-1955. Political tensions 
between Turkish Republic and Kingdom of Serbs, Cro-
ats and Slovenes (and soon after Yugoslavia), in addi-
tion to economical problems, were the main causes 
of the immigration movement in 1923-1949 (Oksuz, 
2006). Soon after the Balkan Pact of 1953 signed by 
Greece, Turkey, and Yugoslavia, Yugoslavia granted 
permission to free movement of Bosnians across bor-
ders. Thus, thousands of Bosnians migrated to Turkey. 
Furthermore, most of the respondents are born in Tur-
key. Hence, it can be proposed that the sample mostly 
include immigrants who are not first-generation im-
migrants. 

4. FINDINGS
Findings of one sample t-tests about the respon-

dents’ involvement and acculturation in consumer 
culture experienced in Izmir reveal that Bosnian im-
migrants share only some of consumer cultural values. 
Although, in general, Bosnian immigrants seem to be 
aware of the consumer cultural values, they, behavio-
rally and attitudinally, separate themselves from the 
host consumer culture. This may be because of the-
ir tendency to maintain and defend their own culture 
from consumer culture experienced in Izmir. They, for 
instance, agree that one can express and negotiate his/
her personality (t(381)=4,73 p<,05) through consump-
tion. They also agree that products and brands can be 
used as means to construct and demonstrate one’s li-
festyle (t(381)=18,99 p<,05) and through consumpti-
on of some brands, people try to convey messages of 
prestige and modernity (t(381)=5,70 p<,05. On the ot-
her hand, they do not agree that shopping centers are 
indispensable in their lives (t(381)=5,76 p<,05). They 
also do not prefer brands on the basis of the brand’s 
performance in providing them popularity and an es-
teemed standing in society (t(381)=-7,81 p<,05). They 

do not believe that immigrants in their neighborhood 
prefer branded goods in order to communicate the-
ir social status (t(381)=-3,23 p<,05). They do not pre-
fer foreign branded goods specifically (t(381)=-4,59 
p<,05) and indulge in luxury (t(381)=-7,71 p<,05), 
and are not attracted to a western consumption cul-
ture (t(381)=-7,92 p<,05). Instead, they purchase pro-
ducts only when really needed (t(381)=25,67 p<,05), 
try to live up to their income (t(381)=23,56 p<0,05), 
and prefer products/brands that suit their lifestyle 
(t(381)=18,99 p<,05). They rely on their family for advi-
ce in their consumption decisions (t(381)=3,52 p<,05), 
not on commercials (t(381)=-3,23 p<,05) or on other 
referents, such as celebrities that are marketed as role 
models in consumption society (t(381)=-9,99 p<,05). 
Furthermore, they are neither deeply engaged in po-
pular media and TV shows that are intensely used by 
companies as means of product placement (t(381)=-
3,11 p<,05) nor use Internet for shopping experience 
(t(381)=-11,35 p<,05). 

Respondents’ tendency to maintain their home 
culture reveals itself in some other findings. The fin-
dings show that they maintain their home culture va-
lues and customs (t(381)=10,08 p<,05) and they place 
importance on being a member of Bosnian associati-
ons and groups in Turkey (t(381)=6,69 p<,05). Despite 
that, it is not possible to suggest that their tendency 
to maintain their cultural heritage is extremely strong. 
They, in general, do not profoundly tend to use pro-
ducts/brands that express their Bosnian identity and 
have large numbers of belongings that relate to the-
ir past and Bosnian culture. Respondents, mostly, try 
to integrate into general Turkish culture both attitudi-
nally and behaviorally while maintaining their home 
culture and trying to avoid the consumer culture. They 
believe that they were not subjected to ethnic discri-
mination (t(381)=9,19 p<,05) and try to integrate into 
the host culture (t(381)=8,32 p<,05). For instance they 
prefer being friends with both Turks and Bosnians 
(t(381)=10,69 p<,05), raise their children according 
to both their own and Turkish culture (t(381)=20,82 
p<,05), live in harmony with Turkish culture while ma-
intaining theirs (t(381)=19,99 p<,05), and enjoy both 
Turkish media and media of their origin (t(381)=8,32 
p<,05). These findings also show that Bosnian immig-
rants have an integrative attitude toward Turkish cul-
ture. It could be because of the mutual history of Bos-
nians and Turks under the Ottoman Empire. However, 
they try to shield their community from consumer cul-
ture experienced in Izmir, as well.
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4.1. Differences in Attitudes and Behaviors 
Based on Ethnic Self-Identification

The findings show differences between respon-
dents who identify themselves as immigrants and 
respondents who do not identify themselves as im-
migrants. Respondents who identify themselves as 
immigrants are comparably more conservative than 
others. Their tendency to maintain and defend their 
own culture from consumer culture experienced in Iz-

mir is significantly higher than the respondents who 
do not identify themselves as immigrants. For instan-
ce, they believe that immigrants in their neighborho-
od prefer branded goods in order to show-off (t=2,055 
df=344 p<0,05). and to communicate their social sta-
tus (t=2,019 df=381 p<0,05) comparably stronger 
than the respondents who do not identify themselves 
as immigrants. Their tendency to purchase products 
only when really needed (t=3,003 df=381 p<0,05), try 

Table 2: Differences in Attitudes and Behaviors Based on Ethnic Self-Identification

 N Mean Std. Dev. 
Bosnian 202 4,30 ,983 
Turkish 67 3,93 1,020 

Both 112 4,22 ,975 

I try to live up to my income  
F=3,581  df=2/378 p=,029 
  

Total 381 4,21 ,994 
Bosnian 202 2,54 1,289 
Turkish 67 2,79 1,052 

Both 112 2,95 1,251 

I prefer buying foreign and global brands. 
F=4,083 df=2/378 p=,018  

Total 381 2,70 1,250 
Bosnian 202 2,09 1,105 
Turkish 67 2,87 1,205 

Both 112 2,39 1,269 

Having a credit card is a matter of an esteemed social status. 
F=11,220 df=2/378 p=,000   

Total 381 2,32 1,204 
Bosnian 202 3,16 1,158 
Turkish 67 2,75 1,119 

Both 112 3,17 1,090 

I have large numbers of belongings that remind me my Bosnian 
identity and heritage. 
F=3,792  df=2/378 p=,023 

Total 381 3,09 1,140 
Bosnian 202 3,27 1,218 
Turkish 67 3,10 1,046 

Both 112 3,58 1,045 

Through consumption of some brands, people try to convey 
meanings of prestige and modernity  
F=4,266 df=2/378 p=,015 

Total 381 3,33 1,150 
Bosnian 202 2,18 1,149 
Turkish 67 2,55 1,145 

Both 112 2,65 1,221 

I would like to live just like celebrities I see in movies  
F=6,749  df=2/378 p=,001 

Total 381 2,38 1,188 
Bosnian 202 2,92 1,121 
Turkish 67 2,61 ,920 

Both 112 3,30 1,177 

I usually use products/brands that express my Bosnian identity.  
F=8,794 df=2/378 p=,000  

Total 381 2,98 1,128 
Bosnian 202 3,80 1,189 
Turkish 67 3,34 1,188 

Both 112 3,66 1,277 

I prefer being friends with both Turks and Bosnians  
F=3,603 df=2/378 p=,028 

Total 381 3,68 1,224 
Bosnian 202 4,19 ,949 
Turkish 67 3,60 1,060 

Both 112 4,07 ,937 

I raise my children according to both our own and Turkish culture  
F=9,468 df=2/378 p=,000 

Total 381 4,05 ,987 
Bosnian 202 3,63 1,207 
Turkish 67 3,03 1,000 

Both 112 3,91 1,045 

I think we have maintained our original culture. 
F=12,913  df=2/378 p=,000 

Total 381 3,61 1,162 
Bosnian 202 3,59 1,157 
Turkish 67 2,97 1,218 

Both 112 3,63 1,040 

I can easily integrate into the host culture  
F=8,699  df=2/378 p=,000 

Total 381 3,49 1,158 
Bosnian 202 3,30 1,193 
Turkish 67 3,04 1,173 

Both 112 3,68 1,187 

I prefer our own cusine to the local cuisine. 
F=6,666 df=2/378 p=,001 

Total 381 3,36 1,206 

*1= strongly disagree, 5=stongly agree **Insignificant results are not reported.
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to live up to their income (t=2,138 df=381 p<0,05), 
have large numbers of belongings that remind Bosni-
an identity and heritage (t=3,157 df=381 p<0,05) and 
their belief that they have maintained their original 
culture (t=3,745 df=381 p<0,05) are also stronger. Ne-
vertheless, this tendency does not indicate separation 
or marginalization.

Those who identify themselves as Bosnians appear 
to be more conservative than others. Their tendency 
to maintain and defend their own culture from con-
sumer culture experienced in Izmir is significantly hig-
her than others (Table 2). Yet, this tendency does not 
indicate separation. This findings support the hypot-
hesis that immigrants who have stronger ethnic self-
identification are more likely to maintain their cultu-
ral heritage. Those who identify themselves Turkish 
have adopted consumer cultural values experienced 
in Izmir and tend to move away from their origins at a 
higher degree than others. Those who identify them-
selves Bosnian and Turkish at the same time reveal 
interesting attitudes and behaviors. Although they 
seem to have integrated into the Turkish consumer 
culture, they also maintain their Bosnian culture and 
identity. These respondents seem to have a hybrid 
identity (e.g. Ger et al., 1998) that can be formed thro-
ugh interaction of both cultures and identities. These 
findings may also indicate fluid and diverse nature of 
consumer ethnic identities (e.g. Cherrier et al., 2009).

4.2. Findings Related to Cultural Heritage, 
Cultural Pride, Ethnic Discrimination and the 
Length of Stay 

Respondents who have maintained their cultural 
heritage are more likely to maintain their original cul-
ture. There are positive correlations between posses-
sing large numbers of belongings that relate to the 
ethnic identity and heritage and disliking Turkish con-
sumer culture (r=,17 p<,05), living up to income (r=,16 
p<,05), and purchasing products only when really ne-
eded (r=,52 p<,05). Yet, there is no significant correla-
tion between acculturation to consumer culture and 
maintaining cultural heritage by, for instance, posses-
sing large numbers of belongings that relate to the 
ethnic identity and heritage.

Findings also support the hypothesis that the 
longer immigrants are in the new culture, the more 
they are acculturated (e.g. Berry et al, 2006). Respon-
dents who identify themselves as Turkish have been 
significantly longer in Turkey than those who iden-
tify themselves as Bosnian and Bosnian and Turkish 
(F(2/378)=10,47 p<,05). Although it is found that that 
the longer respondents are in the Turkish consumer 
culture, the more they develop negative attitudes to-

ward consumer culture experienced in Izmir, the age 
of the respondents seem to moderate this relations-
hip. When the age is considered as a control variable, 
this finding becomes insignificant. Another interes-
ting finding is that although respondents who prefer 
contact both Bosnian and Turkish peers have more in-
tegrative attitudes, they have maintained their origi-
nal culture (r=,24 p<,05) yet not fully integrated into 
consumer culture experienced in Izmir. Their integra-
tive attitudes are reveal themselves in terms of their 
willingness to raise their children according to both 
home and host culture(r=,31 p<,05), live in harmony 
with Turkish culture while maintaining theirs (r=,32 
p<,05), and enjoy both Turkish media and media of 
their origin (r=,27 p<,05). The more they contact Bos-
nians in addition to Turkish peers, the less they assign 
credit cards a meaning of social status (r=-,14 p<,05) 
and the more they contend with their income (r=,26 
p<,05) and buy products when needed (r=,22 p<,05). 

Furthermore, immigrants’ frequency of contact 
with their home country also influences acculturati-
on. As expected, the tendency to maintain the origi-
nal culture is stronger among respondents who visit 
Bosnia and Herzegovina more frequently than others. 
For instance, when compared to infrequent visitors, 
frequent visitors have more belongings that relate 
to the Bosnian identity and heritage (F(5/376)=10,36 
p<,05), use products/brands that express their Bos-
nian identity  (F(5/376)=6,23 p<,05), prefer their eth-
nic food at home more (F(5/376)=3,59 p<,05), rely on 
their family for advice in their consumption choices 
(F(5/376)=4,82 p<,05), and stronger tend place impor-
tance on their membership in Bosnian associations 
(F(5/376)=3,82 p<,05). They do not believe that they 
have maintained their original culture as infrequent 
visitors do (F(5/376)=4,64 p<,05). 

Respondents, generally, do not perceive ethnic 
discrimination and there are no significant differences 
between respondents who identify themselves as Tur-
kish, Bosnian and Bosnian and Turkish (F(2/378)=1,07 
p>,05) in terms of perceived ethnic-discrimination. 

4.3. Findings Related to Demographical	  
Factors

Findings about the relationship between gender 
and immigrants’ acculturation differ from the literatu-
re. Male respondents’ beliefs that they have maintai-
ned their culture are stronger than females’. Men tend 
to join Bosnian associations (t(344)=-2,63 p<,05), pos-
sess large numbers of belongings that relate to the-
ir Bosnian identity and heritage (t(380)=-2,54 p<,05), 
and believe that immigrants in their neighborhood 
prefer branded goods in order to show-off (t(380)=-
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1,98 p<,05) stronger than women, whereas women 
agree to the statements “shopping centers are indis-
pensible in my life” (t(380)=2,60 p<,05) and “through 
consumption of some brands, people try to convey 
messages of prestige and modern image” (t(380)=2,90 
p<,05) stronger than men. 

Correlation analyses demonstrate the younger the 
immigrants the more they are acculturated to consu-
mer culture experienced in Izmir (Table 3). Besides, 
there are no significant relation between age and the 
statements about maintaining the home culture.  The 
respondents, in general, try to maintain their original 
culture. The reason may rest on respondents’ heighte-
ned ethnic sensitivity due to the genocide Bosnians 
suffered during Bosnian war between 1992 and 1995. 

Findings reveal that the respondents who are born 
in Turkey are more integrated into Turkish consumer 
culture, whereas respondents who are born in former 
Yugoslavia believe that they have maintained their 
original culture stronger than others, for instance they 
possess large numbers of belongings that relate to 
their Bosnian identity and heritage. Yet, they also try 
to integrate into the Turkish community as well (Table 
4). Similar to the suggestions in the literature, the fin-
dings also suggest that the respondents who were not 
born in Turkey and immigrated at a later age tend to 
maintain their original culture while integrating into 
the Turkish community. They believe that they have 
maintained their original culture (r=,37  p<,05), raise 

their children according to both home and host cultu-
re (r=,36 p<,05), live in harmony with Turkish culture 
while maintaining theirs (r=,26 p<,05), and enjoy both 
Turkish media and media of their origin (r=,45 p<,05).

The more affluent the respondents are, the stron-
ger they believe that they can easily integrate into 
the host culture (r=,12 p<,05) and the less they belie-
ve they are subjected to ethnic discrimination (r=-,17 
p<,05). Respondents who identify themselves as Tur-
kish and Bosnian and Turkish have also more income 
than the respondents who identify themselves as Bos-
nians (F(2/378)=3,93 p<,05). Affluent respondents are 
also more acculturated to Turkish consumer culture. 
The more affluent the respondents are, the stronger 
they believe that they can express and negotiate the-
ir personality through consumption of brands (r=,11 
p<,05). 

The higher educated respondents are more accul-
turated to Turkish consumer culture. When compa-
red to lower educated respondents, higher educated 
respondents stronger believe that they can express 
and negotiate their personality through consump-
tion of brands (F(5/376)=3,75 p<,05), prefer brands 
on the basis of the brand’s performance in provi-
ding popularity and an esteemed standing in society 
(F(5/376)=3,96 p<,05), stronger believe that through 
consumption of some brands, people try to convey 
messages of prestige and modernity (F(5/376)=2,55 
p<,05), like to indulge in luxury more (F(5/376)=2,61 
p<,05), place more importance on keeping track of 
fashion trends (F(5/376)=8,14 p<,05) and stronger be-
lieve that they can easily integrate into the host cultu-
re (F(5/376)=4,19 p<,05). 

Furthermore, single respondents are more accultu-
rated to Turkish consumer culture. When compared to 
married respondents, single respondents stronger be-
lieve that they can express and negotiate their perso-
nality through consumption of brands (t(380)=-2,71 
p<,05), prefer brands on the basis of the brand’s per-
formance in providing popularity and an esteemed 
standing in society (t(380)=-3,75 p<,05), stronger beli-
eve that through consumption of some brands, peop-
le try to convey messages of prestige and modernity 
(t(380)=-3,76 p<,05), like to indulge in luxury more 
(t(380)=-2, 69 p<,05), place more importance on ke-
eping track of fashion trends (t(380)=-3,37 p<,05) and 
stronger believe that they can easily integrate into the 
host culture (F(5/376)=4,19 p<,05). They also tend to 
choose foreign and global brands more than others 
and rely on referents other than their community and 
family members, such as celebrities that are marketed 
as role models in consumption society (t(338)=-2,07 
p<,05). 

Table 3: Correlations Between Age and Some Acculturation 
Statements (N=382)

*Insignificant results are not reported.

 
Pearson 
Correlation Sig. 

Shopping centers are indispensible in 
my life -0,215 0,000 
I prefer brands on the basis of the 
brand’s performance in providing 
popularity and an esteemed standing 
in society -0,211 0,000 
Keeping track of fashion trends is 
important for me -0,294 0,000 
I prefer buying foreign and global 
brands. -0,333 0,000 
I can express and negotiate my 
personality through consumption of 
brands -0,220 0,000 

I like to indulge in luxury -0,199 0,000 
Through consumption of some 
brands, people try to convey 
meanings of prestige and modernity  -0,251 0,000 
I would like to live just like celebrities I 
see in movies  -0,177 0,001 
I can easily integrate into the host 
culture  -0,143 0,005 
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5. CONCLUSIONS 
Past and ongoing ethnic and religious conflicts at 

home are suggested to institute nationalist narratives 
and heighten interest in ethnic roots (Lieberman, 2006) 
and a sense of ethnic self-defense whether immigrants 
face real discrimination in host country or not. As a re-
sult of this, different patterns of consumer acculturati-
on might be observed. The present study aims to cont-
ribute to the existing literature by studying consumer 
acculturation of Bosnian immigrants who had or ne-
eded to migrate because of negative political and re-
ligious environment, in addition to socio-economical 
problems, in their home country. During the history, 
Bosnians faced frequent wars, tensions and several 
political instable periods, resulting in several mass im-
migration movements. The ethnic cleansing attempts 
during the Bosnian war, in recent history, are sugges-

ted to arouse in a stronger European Muslim identity 
among Bosnians (Makrides, 2007). 

Findings reveal that Bosnian immigrants have in-
tegrative attitudes toward Turkish culture while ma-
intaining their original culture. Their integrative attitu-
des may stem from the shared history of Bosnians and 
Turks under the Ottoman Empire.  Since they, in gene-
ral, do not believe that they are subjected to ethnic- 
discrimination, they may have developed integrative 
attitudes as well. Bosnian immigrants also try to main-
tain their original culture. Despite that, it is not possib-
le to suggest that their tendency to maintain their cul-
tural heritage is extremely strong. It is possible suggest 
that despite the heightened ethnic sensitivity due to 
the Bosnian war between 1992- 1995, they do not try 
to separate themselves from Turkish culture. This may 
indicate that social and historical factors are important 

Table 4: Differences in Attitudes and Behaviors According to Birth Place

*1= strongly disagree, 5=stongly agree   **Insignificant results are not reported.

 Birth Place N Mean Std.Dev. 
Turkey 341 3,108 1,434 Immigrants in my neighborhood prefer branded goods in order to show-off (t=2,962 

df=51,599 p<0,05) Yugoslavia 40 2,475 1,261 
Turkey 341 2,701 1,248 Shopping centers are indispensible in my life  

(t=3,249 df=50,598 p<0,05) Yugoslavia 40 2,075 1,141 
Turkey 341 2,607 1,157 I prefer brands on the basis of the brand’s performance in providing popularity and an 

esteemed standing in society   
(t=3,637 df=51,403 p<0,05) 

Yugoslavia 40 1,975 1,025 

Turkey 341 2,965 1,227 Keeping track of fashion trends is important for me   
(t=3,783 df=379 p<0,05) Yugoslavia 40 2,175 1,430 

Turkey 341 4,170 0,994 I try to live up to my income  
(t=-1,981 df=379 p<0,05) Yugoslavia 40 4,500 1,013 

Turkey 341 2,783 1,220 I prefer buying foreign and global brands.  
(t=3,689 df=379 p<0,05) Yugoslavia 40 2,025 1,310 

Turkey 341 4,205 0,960 I purchase products only when really needed  
(t=-2,345 df=379 p<0,05) Yugoslavia 40 4,575 0,781 

Turkey 341 3,349 1,212 I can express and negotiate my personality through consumption of brands (t=2,072 
df=379 p<0,05) Yugoslavia 40 2,925 1,328 

Turkey 341 2,572 1,188 I like to indulge in luxury  
(t=2,224 df=379 p<0,05) Yugoslavia 40 2,125 1,3241 

Turkey 341 3,314 1,354 I rely on my family in my consumption decisions  
(t=3,125 df=51,247 p<0,05) Yugoslavia 40 2,675 1,207 

Turkey 341 2,411 1,213 Having a credit card is a matter of an esteemed social status. (t=5,618 df=59,802 
p<0,05) Yugoslavia 40 1,575 0,844 

Turkey 341 2,877 1,216 Immigrants in their neighborhood prefer branded goods in order to communicate their 
social status (t=4,152 df=51,661 p<0,05) Yugoslavia 40 2,125 1,067 

Turkey 341 3,038 1,088 I have large numbers of belongings that remind me my Bosnian identity and heritage.(t=-
2,325 df=44,596 p<0,05) Yugoslavia 40 3,575 1,412 

Turkey 341 3,384 1,123 Through consumption of some brands, people try to convey meanings of prestige and 
modernity (t=2,129 df=45,989 p<0,05) Yugoslavia 40 2,925 1,309 

Turkey 341 2,455 1,181 I would like to live just like celebrities I see in movies  
(t=2,935 df=379 p<0,05) Yugoslavia 40 1,875 1,181 

Turkey 341 3,628 1,163 I prefer being friends with both Turks and Bosnians  
(t=-2,448 df=379 p<0,05) Yugoslavia 40 4,125 1,604 

Turkey 341 4,015 0,987 I raise my children according to both our own and Turkish culture (t=-2,538 df=379 
p<0,05) Yugoslavia 40 4,425 0,781 

Turkey 341 3,991 1,016 I want to live in harmony with Turkish culture while maintaining ours. (t=-3,069 df=379 
p<0,05) Yugoslavia 40 4,500 0,751 

Turkey 341 3,531 1,149 I think we have maintained our originalculture.  
(t=-3,905 df=379 p<0,05) Yugoslavia 40 4,275 1,062 

Turkey 341 3,337 1,151 I enjoy both Turkish and Bosnian media  
(t=-4,009 df=49,66 p<0,05) Yugoslavia 40 4,075 1,095 
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agents in the acculturation process. During the sha-
red history of Bosnians and Turks under the Ottoman 
Empire, both cultures have developed shared unders-
tandings and some degree of collective consciousness 
based on a belief in shared tradition, history and re-
ligion. Castles and Davidson (2000) remarked that if 
a group is marginalized by strongly negative other-
definitions, it may emphasize its cultural identity as a 
source of resistance, i.e. they develop a stronger ethnic 
self-identification and resist to discrimination and alie-
nation. In the current case, Bosnian immigrants’ strong 
self-identification rest not on perceived/real discrimi-
nation, but on ongoing turbulence in their home co-
untry. Hence, it can be suggested the other-definition 
is not negative, despite the fact that Bosnian immig-
rants’ ethnic self-identification and sensitivity appears 
to be strong. Thus, we can propose that Bosnian im-
migrants have an integrative attitude toward Turkish 
culture while maintaining their original culture. 

Yet, it can also be proposed that they try to shield 
their community from consumer culture experienced 
in Izmir. For instance, it is found that although respon-
dents who prefer contact with both Bosnian and Tur-
kish peers have more integrative attitudes, they have 
maintained their original culture, yet not fully integ-
rated into consumer culture experienced in Izmir. Inc-
reased ethnic sensitivity due to the war conditions at 
home and their tendency to maintain their original 
culture influences their acculturation tendency to con-
sumer culture experienced in Izmir. 

Findings reveal that the immigrants who have stron-
ger ethnic self-identification are more likely to mainta-
in their cultural heritage. Those who identify themsel-
ves as Bosnians appear to be more conservative than 
others. Yet, this tendency does not indicate separati-
on. Those who identify themselves Turkish have adop-
ted consumer cultural values experienced in Izmir and 
tend to move away from their origins more than ot-
hers. Those who identify themselves Bosnian and Tur-
kish at the same time reveal interesting attitudes and 
behaviors. Although they seem to have integrated into 
the Turkish consumer culture, they also maintain their 
Bosnian culture and identity. These respondents seem 
to have a hybrid identity (e.g. Ger et al., 1998; Askega-
ard et al., 2005) that can be formed through interaction 
of both cultures and identities. These findings may also 
indicate fluid and diverse nature of consumer ethnic 
identities (Cherrier et al., 2009). 

The findings about how demographics variables af-
fect consumer acculturation are mostly in line with the 
literature. Younger, single, more affluent, and higher 
educated immigrants have learned the Turkish con-
sumer culture faster than older, married, less affluent, 

and lower educated immigrants. However, we could 
not find any significant relation between age and the 
statements about maintaining the home culture.  The 
respondents, in general, try to maintain their original 
culture. Furthermore, contrary to the suggestions in 
the literature, men have maintained their original cul-
ture stronger than women, whereas women are more 
acculturated to the consumer culture. The reason why 
these findings are inconsistent with the literature may 
also rest on heightened ethnic sensitivity and stong 
ethnic self-identification due to the ongoing turbulen-
ce in their home country.

Some other findings are consistent with the lite-
rature. Immigrants who have maintained their cultu-
ral heritage are more likely to maintain their original 
culture. Furthermore, it is found that the longer im-
migrants are in the host culture, the more they are ac-
culturated. Respondents who identify themselves as 
Turkish have been significantly longer in Turkey than 
those who identify themselves as Bosnian and Bosnian 
and Turkish. Besides, immigrants’ frequency of contact 
with their home country also influences acculturation. 
The tendency to maintain the original culture is stron-
ger among respondents who visit Bosnia-Herzegovina 
more frequently than others. Additionally, there are 
significant relationships between monitoring Bosnian 
media next to Turkish media and statements that rela-
te to original culture maintenance while trying to in-
tegrate into Turkish society.

Findings of the present study may be seen as a 
contribution to the literature.  First, it is demonstrated 
that acculturation of consumers who had or needed 
to migrate because of a negative ethnic and religious 
environment, as well as socio-economical problems, in 
their home country may have different patterns. He-
ightened ethnic self-identification, even in the absen-
ce of ethnic-discrimination in the host country, may 
withhold immigrants in their acculturation process. 
Second, it is also shown that the shared history of Bos-
nians and Turks under the Ottoman Empire, and sha-
red tradition and religion may be drivers of the accul-
turation process of Bosnians in Turkey. 

This study is not without limitations; first, the opera-
tionalization of the variables does not allow exploring 
change in identity projects of Bosnian immigrants in 
depth. Additionally, cross-sectional quantitative data 
did not allow exploring the acculturation process as 
well. A future qualitative study may help to explore 
their acculturation process and identity projects. Mo-
reover, the sample might not represent the general 
Bosnian immigrant population in Turkey. Yet, this study 
can be seen as a preliminary effort to understand ac-
culturation of Bosnian immigrants in Turkey. 
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