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ABSTRACT

With this first systematic review of specific literature about diaspora marketing, it was found that this emerging literature focuses
mainly on opportunities related to trade, tourism, and the acculturation between countries with different languages in only one
host country. This research contributes toward a greater understanding of diaspora buying behavior using the construal level
theory, specifically regarding the purchase of nostalgic products and services, examining the case of Venezuelan diaspora in
the broader international context of five host countries: Colombia, Peru, Chile, Ecuador, and Panama Another contribution is the
use of e-WOM metrics derived from advertising posts on Instagram. The results show that diaspora consumers in host countries
that have higher levels of individualism, less masculinity, and are further geographically from their homeland seek to consume
greater amounts of nostalgic products.

KEYWORDS | Diaspora marketing, e-WOM, cultural dimensions, nostalgic products, construal level theory.

RESUMO

Esta primeira revisdo sistemdtica da literatura sobre marketing de didspora revela que os emergentes estudos tém por principal
foco as oportunidades relacionadas ao comércio, turismo e a aculturagdo de pessoas em didspora origindrias de diversos
paises com idiomas diferentes em relacdo a apenas um pais anfitrido. Esta pesquisa contribui para uma maior compreensdo do
comportamento de compra de comunidades em didspora, especificamente em relag@o a produtos e servigos nostdlgicos, usando
a Teoria do Nivel de Interpretagdo e considerando o caso da comunidade venezuelana em didspora no contexto internacional
mais amplo de cinco paises anfitrides: Colombia, Peru, Chile, Equador e Panamd. Outra contribui¢do do estudo € o uso de
meétricas e-WOM derivadas de postagens de publicidade no Instagram. Os resultados mostram que consumidores em didspora
vivendo em paises com niveis mais elevados de individualismo, menor masculinidade e maior distancia geogrdfica de sua terra
natal, tendem a apresentar maior consumo de produtos nostdlgicos.

PALAVRAS CHAVE | Marketing de didspora, e-WOM, dimensées culturais, produtos nostdlgicos, teoria do nivel de interpreta¢do.

RESUMEN

Através de esta primera revision sistemadtica de la literatura especifica del marketing de la didspora, se encontré que ésta literatura
emergente estd enfocada en las oportunidades de comercio, turismo y aculturacion entre personas de paises con diferentes
idiomas en un solo pais anfitrién. Esta investigacion contribuye a comprender el comportamiento de compra de la didspora,
especificamente con respecto a productos y servicios nostdlgicos, en un contexto internacional mds amplio considerando cinco
paises anfitriones: Colombia, Perd, Chile, Ecuadory Panamad, y utilizando la teoria del nivel de conceptualizacion. Otra contribucion
es la utilizacién de las métricas e-WOM derivadas de publicaciones publicitarias en Instagram. Los resultados muestran que los
consumidores de la didspora de los paises anfitriones con una mayor cultura individualista, una menor masculinidad y una
mayor distancia geogrdfica de su tierra natal prefieren el consumo de productos nostdlgicos.

PALABRAS CLAVE | Marketing de la didspora, e-WOM, dimensiones culturales, productos nostdlgicos, teoria del nivel de
conceptualizacién.
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INTRODUCTION

The flow of people between different countries is an age-old phenomenon that has attracted global attention due
to the tremendous increase in the number of people moving from their home countries to settle in a host nation.
In the last three decades or so, the world has witnessed an unprecedented movement of people. Statistics on
global migration show that in 2018, 258 million people were residing in a country other than their country of birth,
an increase of 49.1% compared to 2000, and 153% compared to 1980 (Vidal & Tjaden, 2018). This phenomenon,
known as "diaspora," is defined by Safran (as cited in Tambiah, 2017, p. 169) as "expatriate minority communities
that keep nostalgia or fantasy about their homeland."

The term “diaspora,”, was first used around 250 BCwhen the Hebrew Bible was translated into Greek. This
translation, the Septuagint, used the verb diaspeirein and the noun diaspord to refer to the condition of spiritual
agony accompanying the banishment of the Jews by an angry God. Currently, several different terms, such as

” ¢ ” ¢

“immigrant,” “ethnic community,” “refugee,” “exile,” and “overseas community,” share the same rough meaning
(Tambiah, 2017).

Since 2014, Venezuela has been experiencing a massive wave of emigration. As of April 2019, more than 1.2
million Venezuelans were living in Colombia and 728,000 in Peru, the two largest diaspora concentrations in the
region, followed by Chile, Ecuador, and Panama with 288,000, 263,000, and 94,000 Venezuelans, respectively
(R4V, 2019). This scenario, the largest migratory exodus in Latin American (LA) history, is an opportunity to
undertake research into diaspora marketing.

Legal and political restrictions have surrounded the Venezuelan exodus. In 2015, neither visas nor passports
were required for these migrants thanks to regional integration agreements (the Andean Community and Mercosur).
This situation changed in August 2017, however, when Venezuela was suspended from Mercosur and lost immigration
benefits. Specifically, the member countries of these regional communities accused the Venezuelan government
of having violated the “democratic clause” of the agreement (R4V, 2019), and from that moment on each country
determined its own immigration policy. In October 2017, Panama was the first country to request that Venezuelans
present a passport and visa upon entry. Peru, Chile, and Ecuador implemented passport and visa requirements
in 2019. Colombia allowed only temporary entry permits, always with a passport. But Venezuelans report that
obtaining a Venezuelan passport is difficult due to the high cost and bureaucracy. Before 2017, most Venezuelan
immigrants entered these countries illegally, so Colombia, Peru, and Ecuadorimplemented regularization policies
with temporary permits that allowed Venezuelans to work and obtain access to healthcare and primary education
for children. Current policies discourage legal migration, and a humanitarian visa is the only legal route available
to Venezuelans, but many humanitarian visa requests are not being granted (R4V, 2019).

Nevertheless, over 5 million Venezuelans live abroad (R4V, 2019), and understanding how these diasporas
fulfill their needs is essential. Unfortunately, systematic literature review results on diaspora marketing show that
relevant studies are mostly qualitative and descriptive; only 23% of the selected articles are quantitative with
some theoretical support. Some studies aim to explain the impacts of diasporas from an economic perspective,
such as the enhancement of trade opportunities between countries due to the advantage migrants have of knowing
the needs of both countries (Artal-Tur, Ghoneim, & Peridy, 2015; Kumar & Steenkamp, 2013; Tien & Luan, 2015).
Other studies focus on the tourism opportunities involved in taking migrants back to visit their homeland (Morgan,
Pritchard, & Pride, 2003; Murdy, Alexander, & Bryce, 2018; Weaver, Kwek, & Wang, 2017; Yousaf & Samreen, 2016).
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This study, which focuses on the Venezuelan case, aims to explain how the psychological distance created
by the different social, spatial, and time contexts (that are specifically cultural differences) of the home and host
countries of a diaspora leads to the consumption of nostalgic products. “Nostalgia” is described as “a sentimental
longing or a wistful affection for a period in the past” (Oxford Dictionary, n.d.).

This research makes three contributions to the emerging literature on diaspora marketing. First, a detailed
literature review of diaspora marketing, the first literature review on this topic, was undertaken to distinguish
this perspective from that of other disciplines that also study diasporas. Second, the Construal Level Theory (CLT)
(Liberman, Trope, & Wakslak, 2007) is extended to a new domain to help explain the behavior of diaspora consumers
in a broad, international context. Focusing on five host countries was innovative, as prior studies focused on only
one, which means that theoretical external validity has been extended. Third, this study uses e-WOM metrics to
confirm hypotheses about diaspora consumers’ search for nostalgic products. The following section presents a
literature review undertaken to summarize the most commonly studied themes of diaspora marketing.

LITERATURE REVIEW

This literature review aims to analyze the literature on diaspora marketing specifically, not with regard to diaspora
in general. To focus on the domain target, a systematic search was carried out to identify relevant articles published
on the subject, and therefore the major bibliographic databases and search engines, like WoS, EBSCOhost, Science
Direct, Emerald, JSTOR, and SpringerLink, were consulted. Only articles published in the fields of communications,
hospitality, leisure, sports, tourism, economics, management, and business were selected. After reading the
articles to make sure they fit into the diaspora marketing domain, the final review comprised 35 articles (Exhibit
1). This literature review helped this study target the main research topics in diaspora marketing. It also helped
identify the evolution of diaspora marketing, relevant theories, conceptual perspectives, and the methodologies
used, and it helped to confirm the gap in the literature that this article addresses.

Exhibit 1. Representative research in diaspora marketing organized by year

Author(s) Methodology Theoretical/ Conceptual Perspective Home and host countries

Quinn and . . .

Devasagayam Quantitative Acculturation anq §elf identified Indian diasporas in the USA
ethnicity

(2005)

Frank et al. (2012) Quantitative Customer Satisfaction Index structure Chinese diasporas in Japan

Kumarand Qualitative Acculturation Theory Indian diasporas in the USA

Steenkamp (2013)

Nostalgia approach and sociological,
Holak (2014) Qualitative historical, and cross-cultural Russian diaspora in New York, USA
perspectives

Filipino, Mexican, Taiwanese, Chilean,
Australian, Iranian, Belarussian,
Mixed Cultural Capital Theory Vietnamese, and South African
diasporas married to a spouse born in
the USA

Cross and Gilly
(2014)

Continue
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Exhibit 1. Representative research in diaspora marketing organized by year

Concludes

Author(s)

Methodology

Theoretical/ Conceptual Perspective

Home and host countries

Demangeot et al.
(2015)

Qualitative

Acculturation Theory

Artal-Tur et al.
(2015)

Quantitative

Network approach in trade-migration
relationship

Egyptian diasporas in France

Badinella and
Chong (2015)

Qualitative

Economic sociology, social
embeddedness, and social relations

Black African diasporas in London, the
UK

Brillon (2015)

Qualitative

Political economy

Filipino diasporas worldwide and in the
Philippines

Tien and Luan
(2015)

Quantitative

International trade theories

Chinese diasporas in Taiwan

(Czhoalr;(;rasen Quantitative Acculturation Theory International students in the UK
2;2;(1 Chen Qualitative Acculturation Theory Asian diasporas in the USA
Yousaf and Pakistani diasporas in Chinese and

Samreen (2016)

Quantitative

Country Brand Perspective

Malaysian universities

Dey et al. (2017)

Qualitative

Acculturation Theory

Asian diasporas in the UK

Guzman et al.
(2017)

Quantitative

Self-concepts

Mexicans in Mexico City and Mexican
diasporas in the Dallas/Fort Worth, USA
metro area

Papadopoulos et

Quantitative

Product-Country Image and Animosity

Egyptian diasporas in Canada

al. (2017) Theory

Weaver et al. S Cognitive, affective, and conative Tourists of Chinese ethnic origin in
Qualitative . . .

(2017) reactions mainland China

Henthorne et al.
(2018)

Quantitative

Social identification theory

People of African descent in South
Africa, Brazil, and the USA

Zhao et al. (2018)

Quantitative

Cultural effects

Chinese-American consumers

Dey et al. (2019)

Qualitative

Acculturation Theory

Ethnic consumers in London, the UK

The concept of diaspora marketing is recent and emerging: academic interest in diaspora marketing had

grown slowly until four years ago, after which 71% of the articles were published. Of the papers selected, 54%
are qualitative, 43% are quantitative, and 3% used mixed methods. Moreover, 56% use theoretical support: 20%
Acculturation Theory, 11% economic theories, 11% country and cultural theories, 6% psychological theories, and
6% sociological theories, while the remaining 44% are descriptive and empirical without any theoretical support.

One of the theoretical approaches used in this domain is Acculturation Theory (AT) and the consumer
acculturation process (Penaloza, 1994). Brown (1980) suggested that the diaspora acculturation process comprises
four stages. Kumar and Steenkamp (2013) segmented diaspora consumers to help emerging market companies
build international brands. Demangeot, Broderick and Craig (2015) explained the process of multicultural adaptation
in geographic marketplaces. Based on the level of acculturation, Kim and Chen (2016) explained the diaspora's
response to localized or de-ethnicized product strategies. Dey, Balmer, Pandit, Saren and Binsardi (2017) explained
the diaspora's dual acculturation process of adoption and integration. Dey et al. (2019) also conceptualized how
consumption of ethnic products affects a diaspora's acculturation. Quinn and Devasagayam (2005) adapted and
validated the Suinn-Lew ethnicity scale from social psychology to measure diaspora acculturation.
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Studies based on economic theories, on the other hand, mostly tried to explain how networks of migrants
help homeland businesses (Brillon, 2015; Artal-Tur et al., 2015; Tien & Luan, 2015). Badinella and Chong (2015)
used economic sociology, social embeddedness, and social relations to study black diaspora esthetic practices
in the art market. Frank, Abulaiti and Enkawa (2012) explored differences in customer satisfaction, repurchase
intent, and word-of-mouth intent between Chinese-born and locally born consumers in Japan. Yousaf and Samreen
(2016) studied the influence of the media on Pakistani brand reputation. Most recently, Papadopoulos, Banna
and Murphy (2017) evaluated the effect of affinity, animosity, and images of the homeland on purchase intentions.

From a sociological standpoint, Henthorne, Williams and George (2018) examined the African diaspora’s
complaining behavior based on the Social Identification Theory. Holak (2014) studied nostalgic evocation through
traditional Russian cuisine. Finally, empirical and descriptive papers were dedicated to studying diaspora tourism
(Murdy et al., 2018), the international penetration of products by way of diaspora networks (Bundas, 2018),
diaspora consumer behavior (Morgan et al., 2003), food (Mostafa, 2018), consumer acculturation and retailing
(Bundy, 2017), and damage to diaspora image caused by bad press (Ogunyemi, 2018).

Regardless of the theoretical foundation used to study diaspora behaviors, cultural factors seem to be a
key element. To illustrate the effect of cultural factors, Cross and Gilly (2014) found that families with bicultural
immigrant spouses engaged with the host culture faster than monocultural families. Another study based on
Hofstede’s cultural dimensions showed the influence of cultural gender roles (Zhao, Sun, Devasagayam, &
Clendenen, 2018). Similarly, Guzman, Paswan and Fabrize (2017) showed that brand perception is different for
Latinos residing in their home country than for immigrants because of cultural differences. Weaver et al. (2017)
found that Chinese diaspora members have a higher degree of cultural connectedness with China.

Since the systematic literature review was concluded, other papers have been recently published, but they do
not change the conclusions of the review. These papers focused on the influence of diaspora networks on product
diffusion (Elo, Minto-Coy, Silva, & Zhang, 2020; Matejowsky, 2020), and how levels of diaspora acculturation
are related to leisure travel motivations and desired experiences in the motherland (Preez & Govender, 2020).

This review shows that diaspora marketing literature focuses primarily on explaining business impacts,
drivers, and opportunities, and attaches little importance to understanding the diaspora’s purchase of nostalgic
products. This is a gap in the literature.

Anotherimportant topic to review is word of mouth (WOM), which is the way consumers share information
about goods, services, brands, or companies with other consumers. Electronic word of mouth (e-WOM) refers to
when this information is shared on the Internet (for example, via likes, reviews, comments, tweets, blog posts,
etc.) (Rosario, Sotgiu, Valck, & Bijmolt, 2016). Evidence of the positive relationship between e-WOM and sales is
abundant (see Rosario et al., 2016), and for this reason, measuring e-WOM is a valid way of estimating purchase
behavior. eWOM includes non-textual communication, such as “liking” or “re-tweeting”, as well as comments.
It can be defined as a potential or actual client’s positive or negative assessments of an ad, brand, or company.
Moreover, an Instagram user, instead of writing a comment or sharing a post, can click the “like” button as a quick
way of showing their approval, because Instagram’s primary interaction and communication method is through
images and likes. The literature on internet communication considers liking and commenting on a post to be
e-WoM, because when liking or commenting a user expresses a public opinion (Vries, Gensler, & Leeflang, 2012).
Specifically, Rosario et al. (2016), in their meta-analysis, found that the number of e-WOM likes is more powerful
for affecting sales than any other qualification metric, either positive or negative (valence).
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THEORETICAL BACKGROUND AND HYPOTHESIS DEVELOPMENT

Different theoretical frameworks were used to explain diaspora marketing, and they mostly focused on AT and
theories from economics, psychology, and sociology. These studies (Table 1), however, were mainly carried out
in contexts with significant language barriers and a huge cultural distance between the host and home countries
(Chandrasen, 2016; Dey et al., 2017, 2019; Kim & Chen, 2016), The context of the Venezuelan case is different:
specifically, there is no language barrier, since Spanish is the official language in all the studied countries. Neither
are these countries experiencing military or religious conflicts, which are conditions that usually generate brand
animosity (Papadopoulos et al., 2017). Theoretically, AT is used to describe the diaspora’s process of adaptation
and assimilation into the host country’s culture (Brown, 1980). The purchase of nostalgic products indicates the
opposite phenomenon: the diaspora’s culture of origin is being affirmed, signaling the lack of an acculturation
process. De-Juan-Vigaray, Garau-Vadell, and Sesé (2021) found a relationship between the length of residence and
acculturation and, subsequently, shopping acculturation, which refers to the level of attachment to businesses
associated with one’s ethnic origin. In this case, the shorter the length of residence, the less the Venezuelan
diaspora should be acculturated; this would mean less shopping acculturation to the host country, and maintenance
of an attachment to the home country. Consequently, AT describes only the diaspora’s adaptation process and
does not possess the mechanisms for explaining a preference for nostalgic products, which the CLT does (Heinberg,
Katsikeas, Ozkaya, & Taube, 2019).

Table 1. Research on diaspora marketing using acculturation theories

Cultural Distance
Host / Home country Language ) Authors
(Kogut & Singh, 1988)

USA/India English/Hindi 75.4 Quinn and Devasagayam (2005)
Japan/China Japanese/Mandarin 79.8 Frank et al. (2012)
England/Nigeria English/Hausa 87.2 Badinella and Chong (2015)
France/Egypt French/Modern Standard Arabic 85.0 Badinella and Chong (2015)
USA/China English/Mandarin 112.1 Kim and Chen (2016)
USA/Philippines English/Tagalog & English 84.2 Kim and Chen (2016)
USA/Mexico English/Spanish 87.1 Guzman et al. (2017)

English & French/Modern
Canada/Egypt . 100.0 Papadopoulos et al. (2017)
Standard Arabic

England/China English/Mandarin 100.7 Dey et al. (2019)

Note: The calculation of Cultural Distance was made using the indicators of Hofstede (2019)

Forthis reason, the present study uses the CLT as its framework (Liberman et al., 2007), which helps explain
how people think of "distant" events and why they prefer nostalgic brands and products, which are associated
with socially, spatially, and temporally distant events (Heinberg et al., 2019).

According to the CLT, construal is an interpretation of events. To represent "near" events, individuals use
concrete, low-level construal, unstructured, incidental features, and rich details. In contrast, to represent distant
events individuals use high-level construal abstraction and schematic, decontextualized representations, omitting
secondary and incidental features (Trope, Liberman, & Wakslak, 2007). It has been found that there exists a
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relationship between psychological distance and abstraction, specifically temporal difference in abstraction,
and this provides evidence of the relationship between construal and the dimensions of spatial distance, social
distance, and the probability that an event will occur (Trope et al., 2007). Specifically, interpersonal similarity is
a form of social distance: previous studies have found similar people are perceived as being socially closer to
oneself than dissimilar ones, who are associated with social distance (Liviatan, Trope, & Liberman, 2008).

Venezuelan diasporas are socially, spatially, and temporally distant from their homeland. The absence
of relatives and friends leads to social distance. The fact that they are far from their homeland indicates spatial
distance, and the fact that time has passed since their childhood leads to temporal distance. In turn, distance
can evoke a longing for diaspora homeland brands, products, services, and forms of entertainment.

The CLT states that psychological distance changes people’s mental representations of events (Liviatan
et al., 2008). Differences in cultural dimensions are a form of social distance. The more similar someone is to
others, the more socially nearthey seem. The opposite is when people in one social group feel they cannot relate
to another group; in this case, a diaspora would perceive a greater psychological distance from people both in
their homeland and their host country (Liviatan et al., 2008).

Hofstede (2019) defines culture “as the collective mental programming of the human mind which distinguishes
one group of people from another” (p. 6), meaning that cultural differences between a diaspora’s homeland and
the host country should create social distance, as indicated by the CLT. The three psychological distances: social,
spatial, and temporal, are associated with the decision to purchase nostalgic products (Heinberg et al., 2019).
Emotional brand attachment refers to the affective connection consumers form with brands, and this corresponds
to the social aspect of the CLT (Heinberg et al., 2019). As a result, social distance is associated with a preference
to consume nostalgic products (Heinberg et al., 2019).

The cultural dimension differences between the homeland and the host country also create a social distance
for diasporas that leads to a preference to consume nostalgic products. Social distance results when the host
country possesses a higher level of individualism than the diaspora homeland, because in collectivist societies
people belong to tightly-knit in-groups that take care of them in exchange for loyalty, while in individualistic
societies people are supposed to look after themselves (Hofstede, 2019). This can make a diaspora uncomfortable
due to greater social distance, which, in turn, leads to a preference for nostalgic products. Furthermore, there is
evidence that collectivist countries (like Venezuela) prefer hedonic products (Talay, Akdeniz, Obal, & Townsend,
2019) and local brands (Krautz & Hoffmann, 2017). Consequently, the following hypothesis is posited:

H1: In host countries where individualism is higher than in the homeland, diasporas’ purchases of nostalgic products are
greater than they are in host countries where individualism is equal to that of the homeland.

Likewise, when there is a difference between the diaspora’s homeland and the host country in terms of
the cultural dimension of masculinity, increased social distance may be felt. High levels of masculinity indicate
that a society is driven by competition, achievement, and success, while high levels of femininity mean that the
dominantvalue in society is caring for others, that quality of life is an important sign of success, and that standing
out from the crowd is not admirable (Hofstede, 2019). We suggest that diasporas from countries that are high in
masculinity living in a feminine country might tend to consume products from their homeland as a sign of success.
For people from a masculine country like Venezuela, success and recognition are an inherent part of societal
norms (Hofstede, 2019). For masculine groups, buying expensive products and the latest fashions in different
specialty stores is a way of showing success and status (Kumar & Pansari, 2016). Nostalgic evocation through
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traditional homeland cuisine can establish a social connection (Holak, 2014), so buying nostalgic products will
signal success because they are imported and expensive, and the consumption of foreign products is a proxy for
success (Talay, Townsend, & Yeniyurt, 2015). Hence, the following hypothesis is posited:

H2: In host countries where masculinity is lower than in the homeland, diasporas’ purchases of nostalgic products are
greater than they are in host countries with masculinity equal to that of the homeland.

Newcomers still need to find ways to generate enough income to attend to their basic needs, such as food,
housing, healthcare, and education. Despite their common Spanish heritage, Latin American countries have
different levels of economic development (Vassolo, Castro, & Gomez-Mejia, 2011).

A country's economic development (ED) influences all its economic agents. Lower ED means firms will have
fewer clients, fewer distribution channels, less infrastructure, fewer business opportunities, and higher risks
that influence the decisions taken by Latin American people (Palomino-Tamayo, Timana, & Cervifio, 2020). A
country’s ED also influences consumer brand decisions and brand performance (Talay et al., 2015). Lower economic
development in Latin American countries is characterized by a lack of employment and increased difficulty in
finding work, and people then resort to informal jobs to survive (Vassolo et al., 2011). This lower ED context
creates personal economic hardship, sparks animosity toward buying foreign products (host country products)
and results in a preference for group-related products (Leonidou, Kvasova, Christodoulides, & Tokar, 2019). This
animosity consequently creates a social distance of belongingness among Venezuelan diasporas, which leads to
a preference to consume nostalgic products, as CLT predicts. Thus, the following hypothesis is posited:

H3: In host countries with lesser (greater) economic development than the homeland, diasporas’ purchases of nostalgic
products are greater (less) than they are in those host countries in which economic development is higher (lower) than
in the homeland.

Geographic proximity lowers transportation and communication costs and facilitates personal interaction,
the exchange of information, and international trade (Ghemawat, 2001). Greater geographic distance between
the home and the host country increases spatial distance, which distorts perceptions (Choi & Yeniyurt, 2015),
causing a feeling of homesickness, which members of the diaspora try to assuage by consuming nostalgic products
(Heinberg et al., 2019). Therefore, diasporas in countries that are geographically distant from their homeland tend
to seek to consume nostalgic products to a greater degree. Consequently, the following hypothesis is posited:

H4: In host countries at a greater geographic distance from the homeland, diasporas’ purchases of nostalgic products are
greater than they are in geographically less distant host countries.

METHODOLOGY

Data source and sample

On social media platforms like Facebook, Twitter, and Instagram, users can follow other users, comment on their
posts, and track the “likes” and comments their own posts receive. While Facebook and Twitter do incorporate
images, users also rely heavily on text, shared posts, and other types of non-imaged interactions. Images dominate
on Instagram, however, and its users rely on “likes” as the primary means of interaction and communication
(Schmeichel, Kerr, & Linder, 2020).
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Instagram’s exclusive focus on images differentiates it from other platforms and is the reason Instagram
was chosen as the data source for this research. The use of photographs and images means that one of the
frequently recurring subjects is the relationship between Instagram and nostalgia. Several authors attribute this
relationship between Instagram and nostalgia to the esthetics of Instagram’s filters, which can easily reproduce a
combination of film textures, framing formats, tones, patinas, and vintage effects, including warm colors and the
square format of Kodak and Polaroid cameras, color tinting, and border formats reminiscent of analog technology
(Wagner, 2018). In summary, Instagram is the most suitable platform for studying nostalgia.

Equally important, and in contrast to Facebook, it is common for users on Instagram to follow, view, like,
and comment on photos of people they do not know personally. But the number of strangers followed and
higher posting frequency are associated with depression (Reece & Danforth, 2017), and due to the acculturation
processes that diasporas experience, depression is common among them (Brown, 1980). Instagram’s association
with depression makes it an appropriate data source for this study.

Many people in the Venezuelan diaspora on Instagram often look for information about immigration status
and view Venezuelan-oriented advertising (see Table 2). The Instagram profiles shown in Table 2 were selected
because they have the largest number of followers in each host country and have advertising posts that can be
analyzed.

Table 2. Online Venezuelan diaspora communities by country

COUNTRY | INSTAGRAM SOCIAL NETWORK | FOLLOWERS | LINK

COLOMBIA | Tu Pana en Colombia 72.2k https://www.instagram.com/tupanaencolombia/

PERU Peruzuela 150 k https://www.instagram.com/peruzuela/?hl=es-la

CHILE Venezolanos en Chile 411 k https://www.instagram.com/venezolanosenchile/

ECUADOR | Venezolanos En Ecuador 21.8 k https://www.instagram.com/venezolanosenecuadoroficial/?hl=es-la

PANAMA Panazolanos 39.7k https://www.instagram.com/panazolanos/?hl=es-la
Measurements

As explained in the literature review, e-WOM likes are a powerful metric affecting sales (Rosario et al., 2016). Thus,
this study considers the number of likes of advertising posts to be a measure of e-WOM among online Venezuelan
Instagram communities in Colombia, Peru, Chile, Ecuador, and Panama.

Hofstede’s indices were used (Hofstede, 2019) for measuring cultural dimensions. To classify each host
country using the masculinity/femininity and individualism dimensions, cultural distance (CD) was used (Kogut
& Singh, 1988). In this case, it was only used for classification purposes, with only one dimension per grouping.
The CD between the host country and Venezuela shows if the country is higher or lower than Venezuela in the
cultural dimension. Hofstede’s cultural model was used in this research because it is appropriate at the country
level, according to the seminal author. Schwartz’s model is defined for the individual level, which is not the case
in this study (for further discussion, see Fischer, Vauclair, Fontaine, & Schwartz, 2010).

To measure economic development distance, the percentage difference in the 2018 GDP per capita between
Venezuela and the host country was used (Palomino-Tamayo et al., 2020). The source of the GDP per capita
information was the central bank of each country.
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Finally, to measure geographic distance, the distance between the capital city of Venezuela and the capital city of
the host country was used, in terms of their geographic coordinates as recorded in the GeoDist database, CEPII (2019).

Atotal sample was obtained of 44 advertising posts in Colombia, 40 in Peru, 40 in Chile, 84 in Ecuador, and
50 in Panama, from a search run from May to October 2019. The final sample was 258 ads, which received 30,785
e-WOMs (averaging 119 e-WOMs per ad). Two researchers reviewed all of the advertising posts and classified
them into ten different categories. The researchers were marketing professors with knowledge of advertising.
They were not otherwise involved in this study and in order to avoid bias they had no previous information about
the study's title, objectives, or hypotheses. Ads were easily classified because of the graphic nature of Instagram
ads and the directness of the accompanying text. The researchers and authors defined the category names and
consolidated all services into only one category, “services related to Venezuela,” because of the broad types of
service found. One of the researchers divided the “help wanted” category into two sub-categories: “specialized
help wanted” and “general help wanted.” In other words, after agreeing on the category names, the second
researcher split the first researcher’s single category into two sub-categories. The main difference between the
researchers' classification was the names they assigned to the categories, but because they were very similar, it
was not hard to come to an agreement in the end.

A second review was then conducted to categorize the ads as either “nostalgic” or “economic”. When the
authors disagreed on the classification, they reviewed the ad in order to come to an agreement. The nostalgic
products and services related to the homeland that were the main focus of the study included Venezuelan food
(arepas, tamales, chocolates, ham bread, etc.), Venezuelan entertainment (parties or concerts with Venezuelan
music and artists), services related to Venezuela (services for sending gifts and medicine to parents in Venezuela,
food importation, and air or bus tickets from the host country to Venezuela), and money transfer (due to the
Venezuelan government’s restrictions, these services offered to send remittances to relatives in Venezuelan
currency). Economic products included help wanted ads (ads placed by employment agencies; ads for job fairs
targeting Venezuelans; and general help wanted ads for manual labor, sales, and administrative positions that
did not require any previous training), specialized help wanted ads (help wanted ads looking for technicians
and professionals, such as electricians, barbers, bakers, and engineers with some degree of specialization and
experience), ads for educational opportunities (technical courses or programs to obtain host country certifications),
ads for basic consumer products (computers, mobile phones, over-the-counter medicines), and ads for financial
services (mortgages and loans for vehicle purchases).

RESULTS

Three of the ten identified advertising categories received the majority of the likes: Venezuelan entertainment,
Venezuelan food, and help wanted ads, but varied somewhat depending on the host country. Table 3 displays
the e-WOM descriptive statistics for each ad category and summarizes the e-WOM behavior of the Venezuelan
diaspora. Ads for Venezuelan entertainment generated the most e-WOM in Peru, mean=255(SD=252) and Ecuador,
mean=124(SD=159). They were also important in Panama, mean=13(SD=7), Colombia, mean=104(5D=66), and
Chile, mean=309(SD=141). The help wanted ads were the most important in Colombia, mean=204(SD=78), the
second most important in Chile, mean=433(5SD=162), and somewhat relevant in Ecuador, mean=57(SD=35) and
Panama, mean=6(SD=7). Another category that generated high e-WOM across all countries was Venezuelan food,
especially in Colombia, mean=149(SD=39), Peru, mean=118(SD=68), Ecuador, mean=92(SD=73), and Panama,
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mean=12(SD=10). There were some exceptional cases: in Panama, ads for education generated the most e-WOM,
mean=15(SD=2), while in Chile, financial services generated the most e-WOM, mean=804(SD=478).

Table 3. Descriptive e-WOM statistics by country and advertising category

MEAN STD. DEV. MIN MAX
COLOMBIA
Help Wanted 204 78 110 315
Venezuelan Food 148 59 65 226
Venezuelan Entertainment 104 66 51 178
Work Consulting 44 14 28 70
Services Related to Venezuela 36 11 20 43
Money Transfer 29 12 13 49
PERU
Venezuelan Entertainment 255 252 24 602
Education 142 133 32 517
Cellular Phone Gift 121 93 39 362
Venezuelan Food 117 68 41 173
Services Related to Venezuela 91 49 18 146
CHILE
Financial Services 804 478 294 1243
Help Wanted 433 162 194 643
Venezuelan Entertainment 309 141 134 593
Services Related to Venezuela 187 81 29 274
Specialized Work 145 57 76 238
ECUADOR
Venezuelan Entertainment 124 159 23 855
Services Related to Venezuela 94 72 15 258
Venezuelan Food 92 73 30 236
Education 58 52 4 195
Help Wanted 57 35 2 114
Specialized Work 46 15 30 66
Money Transfer 30 2 32 119
PANAMA
Education 15 2 13 17
Venezuelan Entertainment 13 7 7 20
Venezuelan Food 12 10 2 22
Help Wanted 6 7 1 24
Basic Consumer Products 5 3 2 12
Services Related to Venezuela 4 3 1 12
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To test the hypotheses, an ANOVA and Welch’s t-test were conducted, in which the dependent variable
for each group of host countries was the e-WOM of the ads. First, the host countries were classified (using % CD
difference) as having higherindividualism than Venezuela (Peru CD=+33% and Chile CD=+92%), or individualism
of a similar level to that of Venezuela (Colombia CD=+8, Ecuador CD=-33%, and Panama CD=-8%). The results
indicate differences between the groups that are consistent with H1: countries with higher individualism than
Venezuela, mean 205(SD=38.8), have greater e-WOM than countries with equal individualism, mean=74(5D=9.7)
(see Figure 1—A). The difference is significant and positive (Mdiff=131, SDdiff=39.9, Welch’s DF=39.7, t=-3.27, p<.01)
and supports Hypothesis H1. As a robustness check, the estimation was run without Ecuador. The results indicated
that the other countries still had about the same level of individualism (mean=43, SD=57). The difference remained
significant and positive (Mdiff=162, Welch’s DF=38.1, t=-4.099, p<.0001); therefore, the results remain valid.

Second, host countries were classified (using % CD difference) as being lower in the masculinity dimension
(Peru=-42%, Chile=-62%, and Panama=-40%), or similar in masculinity to Venezuela (Colombia CD=-12% and
Ecuador CD=-14%). Here, too, there are differences in the results (Figure 1-B) between countries with lower
masculinity than Venezuela, mean=118(SD=16.2), which have greater e-WOM, and countries with equal masculinity,
mean=67(SD=11.4). In the same way, the difference is significant and positive (Mdiff=51, SDdiff=19.1, Welch’s
DF=133.2, t=2.59, p<.01), in agreement with Hypothesis H2.

Third, to test H3, host countries were classified as countries with a higher economic development distance
than Venezuela (Chile and Panama) or a lower economic development distance than Venezuela (Peru, Colombia,
and Ecuador). In this case, there were very slight differences in the results (Figure 1—C). Host countries with a
higher economic development distance, mean=131(SD=45.4), have e-WOM values similar to those of countries
with a lower economic development distance, mean=100(SD=10.6). In this case, the difference is not significant
(Mdiff=31, SDdiff=46.6, Welch’s DF=-34.6, t=-0.65, p=.74), and so Hypothesis H3 is not supported.

Fourth, host countries were classified by their geographic distance from the homeland. Colombia and
Panama were less geographically distant from Venezuela, while Ecuador, Peru, and Chile were more geographically
distant. Host countries at a greater geographic distance, mean=144(SD=18.9), had higher e-WOM values (see
Figure 1—D) than host countries that were closer, mean=43(SD=7). The difference was significant and positive
(Mdiff=101, SDdiff=20.5, Welch’s DF=118.7, t=4.92, p<.001), so Hypothesis Hg is supported.

Finally, the ATE of the population was estimated (Table 4) based on a direct comparison between treatment
and control diaspora groups that received different levels of observationally matched treatment; such a comparison
can be interpreted causally (Imbens & Rubin, 2015). First, the treatment effect for diaspora groups in countries
with high individualism was estimated using the e-WOM metric, and masculinity, economic development distance,
and geographic distance were used as co-variables. The result shows a significant and positive treatment effect
for host countries with high individualism (ATE=70, z=2.62, p=.009). Then, when the group of host countries with
lower levels of masculinity was placed in the treatment group and the equally masculine host countries were kept
as the control group, with individualism, economic development distance and geographic distance as co-variables,
there was a significant and positive effect for countries with low levels of masculinity (ATE=48, z=2.58, p=.010).
Similarly, when geographic distance was the treated variable and masculinity and economic development distance
were co-variables, a significant and positive effect was found for the diaspora group in a geographically more
distant country (ATE=114, z=4.04, p¢<.001). These results are in harmony with Hypotheses H1, H2, and Hz.
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Figure 1. ANOVA results, e-WOM ads of nostalgic products from host countries
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Table 4.Results: Average Treatment Effect (ATE) on population (e-WOM effect)

eWOM Coef. Std. error z p Hypotheses
. L. . . . H1
Higher Individualism vs. Equal Individualism 70 27 2,62 ,010 Supported
Equal Masculinity vs. Lower Masculinit -48 1 -2,58 ,010 Ha
4 yvs. y 4 9 5 ’ Supported
. H3 Not
Higher Econ. Dev. vs. Lower Econ. Dev. -.27 29 -,01 %10 Supported
. . Hyg
Greater Geog. Dist. vs. Lesser Geog. Dist. 114 28 4,02 <,001 Supported

The ATE methodology can be used to interpret causal effects (Imbens & Rubin, 2015). For the diasporas in
the lower economic development host country group, estimation of the treatment effect with individualism and
geographic distance as the co-variables exhibits no significant effect (ATE=-.27, z=-.01, p=.993). Hence, a causal
inference for Hypothesis H3 cannot be made. As mentioned, these effects are estimated for ads for nostalgic
products. For diaspora groups in host countries with a greater economic development distance (with masculinity
and geographic distance as the co-variables), a significant and positive treatment effect was found (ATE=123,
7=3.11, p=.002).

To evaluate design validity, Gliner, Morgan, and Leech’s (2011) recommendations were followed. First, a
database and all data available were used. There was no observer, no observer bias, common method bias, or
sample bias present. Second, the independent variables of culture and geographic distance were stable over
time: no external change impacted these variables. Third, the robust results of two estimation methods (ANOVA
and Welch’s t-test) gave the study precedence confirmation. Fourth, the matching procedure allows for a causal
interpretation instead of the mere observation of an association, without an endogenesis concern (Imbens &
Rubin, 2015).

Fifth, the measurements are used, in a similar nomological context, supported by high-quality literature that
provides the overall internal design with good internal validity. Finally, because the study covered five countries,
it provided adequate external validity that exceeded that of previous research on the topic.

DISCUSSION

This research proves that, as CLT predicted, social distance favors immigrants’ preference for products originating
in the home country due to nostalgia. This contrasts with the results of previous studies, which only referred to
brands being positioned as “nostalgic”, but not necessarily associated with the home country (Heinberg et al.,
2019). Similarly, the results show the host country’s spatial distance from the homeland influences the diaspora’s
preference for products from its country of origin. According to the literature review and as far as can be told, no
previous research has covered this topic. These results are significant because they open up market opportunities
in coming years forhomeland products for diasporas and for next-generation families by taking advantage of this
nostalgic appeal resulting from social and spatial distance.
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CONCLUSIONS

The results offer interesting implications for the theory on international consumer behavior because they illustrate
how psychological distance drives diaspora behavior in a multicountry scenario. The findings show how cultural
differences (Hofstede’s individualism/collectivism and masculinity/femininity dimensions) between the homeland
and the host country produce social distance for the diaspora that incentivizes them to purchase nostalgic products.
Using CLT, these cultural dimensions explain the influence of culture on the development of psychological distance.
Prior literature, in contrast, focused mostly on how language differences created stress among diasporas. These
results can be extended to include cases of intraregional migration where there are no differences in language.
Venezuelan entertainment and Venezuelan food are considered to be social bonds that connect people to their
homelands through nostalgia.

The results are also consistent with the CLT-based idea that geographic distance creates spatial distance. If
the host country is far from the homeland, the spatial distance is greater and leads to the diaspora’s consumption
of more nostalgic products.

Contrary to what was argued in Hypothesis H3, the results showed that there was no preference for nostalgic
products among diasporas in countries with different levels of economic development distance. This result could
be because the diasporas’ psychological factors are not necessarily related to the host country’s economic status.

The purchase of nostalgic products and services can create demand for them that the consumer food
packaging industries from the diasporas’ host country can exploit, by targeting this growing segment of products
and services that perhaps host country consumers might like and adopt, as well.

This research can guide the decisions of governments and international organizations for mitigating the
effects of psychological distance. In fact, they could consider promoting the commercialization of homeland (in
this case, Venezuelan) products to help diasporas, because migration is a social problem for the host country
and a psychological one for the migrant.

Although this study contributes by elucidating diaspora behavior regarding the consumption of nostalgic
products, it has its limitations. One of the limitations of this study is the online context and the use of Instagram
likes as a measure. Most Venezuelan immigrants were young people, as were Instagram users in general. However,
this meant that older people were not considered in the sample. It would be ideal to extend this research to
involve the offline diaspora community.

Second, as Hofstede (2019) states, using cultural dimensions in an analysis “does not imply that everyone
in a given society is programmed in the same way” (p. 6). As such, an examination of how the host country culture
influences individual culture is a fruitful avenue for research.

As traditional literature argues, another limitation of the study is that diaspora acculturation is a process
that has different psychological stages (Brown, 1980). These stages can influence diaspora consumption patterns.
However, as the Venezuelan sample is a relatively new migrant community, it can be assumed that most of them
are newcomers. Studying the difference in time according to the CLT could be fruitful, starting with psychological
time distance (Liberman et al., 2007).

To conclude, this literature review helps distinguish between the general topic of diaspora and the more
specific topic of diaspora marketing. As such, it may act as a starting point for marketing researchers to examine
new ideas for future work in this emerging field of research.
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