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Unstandardized Coefficients Unstandardized Coefficients Unstandardized Coefficients Unstandardized Coefficients

B Std. Error B Std. Error B Std. Error B Std. Error

Socio-demo variables Age 0,007NS 0,009 0,012* 0,009 0,010NS 0,009 0,009NS 0,010

DummyBuddhist -0,036NS 0,306 -0,034NS 0,294 0,138NS 0,297 0,131NS 0,305

DummyChrist 0,013NS 0,318 -0,115NS 0,319 -0,046NS 0,330 -0,060NS 0,358

DummyJew 0,391NS 1,042 0,141NS 0,999 0,984NS 1,094 0,944NS 1,141

DummyIslam 0,369NS 0,422 0,265NS 0,412 0,207NS 0,425 0,213NS 0,437

DummyNonReligious 0,374* 0,285 0,307NS 0,278 0,302NS 0,281 0,292NS 0,287

DummyOtherReligion 0,302NS 1,014 -0,191NS 0,976 -0,165NS 1,004 -0,178NS 1,024

Education 0,027NS 0,075 -0,022NS 0,074 0,005NS 0,075 0,005NS 0,077

Netto income -0,085** 0,037 -0,093*** 0,036 -0,081** 0,036 -0,082** 0,037

Social Class 0,083NS 0,095 0,043NS 0,092 -0,012NS 0,098 -0,009NS 0,099

Media variables AmountMediaExposure -0,073NS 0,149 -0,088NS 0,155 -0,093NS 0,158

Foreign Magazine -0,518*** 0,200 -0,701*** 0,205 -0,690*** 0,210

Foreign Television Channel -0,370** 0,187 -0,244NS 0,195 -0,235NS 0,199

Foreign Radio Frequency -0,061NS 0,182 -0,086NS 0,186 -0,093NS 0,190

Psychographic variables PersonalityOpenness 0,163* 0,120 0,160* 0,122

PersonalityEmotionalStable 0,057NS 0,123 0,058NS 0,125

PersonalityConscientiousness 0,285* 0,146 0,281** 0,151

PersonalityAgreeableness 0,056NS 0,158 0,061NS 0,162

PersonalityExtraversion -0,035NS 0,127 -0,040NS 0,130

ValueConservation 0,038NS 0,067 0,038NS 0,069

ValueSelfTranscendence -0,061NS 0,075 -0,060NS 0,077

ValueOpennessToChange 0,153** 0,075 0,155** 0,077

ValueSelfSelfEnhancement -0,091* 0,056 -0,089* 0,057

SelfEsteem 0,086NS 0,161 0,070NS 0,166

Acculturation variables Assimilation 0,000NS 0,100

Integration -0,004NS 0,093

Seperation -0,036NS 0,119
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Abstract 
The market of skin whitening products is rising each year in Asia and the Middle-East, while some societies in the world do not even know the existence of the phenomenon skin whitening. The studies about cultural group’s attitude towards skin whitening products are limited. Current study will try to contribute to the scientific knowledge in this field.
The aim of this study is to investigate the influence of socio-demographic factors, media factors, psychographic factors and acculturation factors on the attitude towards and consumption regarding skin whitening products for women of Indian and Chinese origin in the Netherlands. In addition, a comparison between the two cultural groups is made in their attitude towards skin whitening products. This study also investigates the effect of first and second generation immigrants concerning their attitude towards these products. 
A sample of 150 Indian and Chinese women was collected and with the use of the statistical program SPSS the most important influencing factors were determined. It appears that the psychographic factors and media factors have a significant impact on the attitude towards skin whitening products. The acculturation factors and the socio-demographic factors, except for the variable income, do not have an impact on women’s attitude towards skin whitening products. With the use of the knowledge acquired from this research, skin whitening firms are provided with relevant information how to influence the attitude of their (potential) customers concerning skin whitening products.
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1.
Introduction
A skin whitening ad of Hindustan Lever Limited (HLL), the Indian subsidiary of Unilever, shows a young, dark-skinned girl's father lamenting he has no son to provide for him, as his daughter's salary is not high enough. The suggestion being made is that she cannot get a better job or get married due to her dark skin. The girl then uses Fair & Lovely cream, becomes fairer and gets a better-paid job as an air hostess, thus making her father happy (Karnani, 2007b, pp. 1353).

Each country has a different perception of skin complexion. In China pure white skin is a beauty symbol. In India a lighter complexion stands for high caste (Li et al, 2008). Moreover, ‘white’ people have the lead roles in Bollywood movies (Indian movies) and portray the more educated, cleaner people, while the darker skinned are portrayed as the lower class, dirty people. In contrast to African American women, who want to be three shades lighter to look like African American personalities such as Beyoncé Knowles, people from India embody intelligence to one’s skin color. Research found that lighter skinned men were viewed to be more intelligent, and lighter skinned women more attractive. Dark skinned men were seen as lacking intelligence and dark skinned women were viewed as less beautiful. (Glenn, 2008) In Southern Asian cultures having a dark skin color is perceived as being less powerful and less beautiful (Philips, 2004). People of darker skin would marry lighter skinned partners in an attempt to raise their social status. These days a beautiful skin has no limits and extends across race, sex, and all age groups (Miyanji de Souza, 2008).

Skin whitening is a cosmetic treatment where chemical materials are used to lighten skin tone by reducing the concentration of melanin. Melanin, a type of pigment made in melanocyte cells, determines a person’s skin color. Many men and women do not regard skin tone as an unchangeable fact. Skin lightening has a long history in many parts of the world. Years ago, many women fabricated their own mixture to lighten their skins. There are various ways to enlighten the skin complexion. Some common approaches are laser treatment, the usage of skin whitening lotions, - soaps and – creams. 

Some ingredients in skin whitening creams appear to be effective in skin whitening, while others can cause serious damages to one’s skin. Many whitening creams contain vitamin A, sunscreen, hydroquinone, kojic acid and azelaic acid. Some of the chemicals can cause irritation and may result in negative side effects. HLL claims that its products do not contain dangerous chemicals like some other skin whitening creams. The use of Fair &Lovely cream should give appliers at least three lighter shades within six weeks (See Appendix 1 for a Fair and Lovely printed ad).

In India Fair & Lovely is the largest selling skin cream. According to anthropologist Runkle (2005), “Fair and Lovely has an estimated sixty million consumers throughout the Indian subcontinent and exports to thirty-four countries in Southeast and Central Asia as well as the Middle East.”. Fair & Lovely is offered in many countries like India, Africa and Asia. In 2006, the market of skin whitening products in India was worth over $ 200 million (Karnani, 2007b). According to HLL, the annual increase in sales of skincare whitening is 21,5%. 

Some details in the usage of skin whitening products is provided by the World Health Organization (WHO, 2012). The highest percentage of women using skin whitening products are Nigerian, (77%) according to the WHO. Second, 61% of Indian women use skin whitening products. China and South Africa have percentages of 40 and 35 respectively. 

Skin whitening (also called skin lightening and skin bleaching) is a very old practice, which is now global in scope. “Skin whitening products and anti-aging cosmetics are growing, lucrative markets whose global reaches are greatly facilitated by new scientific innovations and aggressive Internet and print media advertising”(Mire, 2012). A light complexion not only relates to a woman’s beauty, but also her marital opportunities, job opportunities and social status (Ashikari, 2003). However, it is much more beneficial to one’s health to have a darker skin, because of the protection pigment that melanin gives against the ultraviolet rays of the sun. Nevertheless, the market of skin whitening and lightening products is growing (Karnani, 2007b).

The purpose of this paper is to examine the influence of socio-demographic factors, media factors, psychographic factors and acculturation factors on the attitude towards skin whitening products and the consumption relating to skin whitening products among Indian and Chinese women in the Netherlands. It aims to investigate whether the different factors and its interaction with the attitude and consumption concerning skin whitening products among women of Indian and Chinese origin have a different impact on first and second immigrants. 

1.1 Problem statement
The following research question was formulated: “What factors are important in the attitude and consumption concerning skin whitening products that enhance physical appearance of women of Indian and Chinese origin in The Netherlands?

1.2 Sub questions
In order to answer the research question, the following sub questions have been formulated:
1. What is skin whitening?

2. What socio-demographic factors are important in the attitude and consumption regarding skin whitening products for women of Indian and Chinese origin in The Netherlands?

3. What kind of role do the media play in the attitude and consumption regarding skin whitening products of women of Indian and Chinese origin in The Netherlands?
4. What psychographic factors are important in the attitude and consumption regarding skin whitening products for women of Indian and Chinese origin in The Netherlands?

5. What kind of role does acculturation play in the attitude and consumption regarding skin whitening products of women of Indian and Chinese origin in The Netherlands?

1.3 Academic relevance
This research will analyse the involvement of socio-demographic factors, media factors , psychographic factors and acculturation on the attitude and consumption regarding skin whitening products for Indian and Chinese women in the Netherlands. One of the first steps of this research was reading relevant literature. It must be concluded that there relatively are not a lot of researches done regarding the skin whitening topic. Most of the conducted studies have skin tone as an important variable.
A few studies within the field of skin whitening distinguish themselves by focusing on men and women separately regarding their attitude towards skin tone (Hill, 2002). It can be said that men and women do differ in their attitude towards skin tone. It also becomes clear that the socio-demographic factors education and income have an impact on skin tone. The lighter the skin tone, the higher the level of education and the higher the income (Hunter, 1998).

Self-esteem seemed to be investigated intensively. In general, skin tone has a significant effect on a women’s self-esteem (Thompson & Keith, 2001). It must be said that there is no correlation between self-esteem and skin color when a women has a higher socio-economic status. There appear to be no studies involving the psychographic factors personality and values.

Another rather unstudied element is the effect of media on the attitude and consumption of skin whitening products. The advertisement and sales of skin lighteners is the highest in Europe, North America, East and South Asia and the Middle East (Wong 2004). There are three major companies involved in the skin lightening business. The first major player is L’Oreal, the largest cosmetic company in the world. The second place is for Shiseido, the largest Japanese cosmetics company. The third and last major player is Unilever, a diversified Anglo-Dutch multinational. Unilever has a patent on the lightening cream Fair & Lovely, through its Indian subsidiary Hindustan Lever Limited. Though Watson, Thornton and Engelland (2010) study comes close by investigating African American’s males perception and attitude towards printed advertisement including light skinned and dark skinned models of African American origin. As hypothesized, African American males evaluate light skinned African American females higher on physical attractiveness than darker skinned African American females. They also evaluate ads more positively when they feature lighter skinned African American females compared to darker skinned African American females.
The impact of acculturation on the attitude and consumption concerning skin whitening (products) in my view is an understudied element. However, the study of Hall (1995) proposes that the degree of assimilation is related to the skin color.

This thesis will make a relevant contribution to the scientific knowledge within this field of study. It extends previous work by examining not only one or two specific factors, but a number of factors influencing the attitude and consumption of Indian and Chinese women living in the Netherlands concerning skin whitening products. This thesis particularly analyses the first Indian and Chinese immigrants in the Netherlands compared to the second Indian and Chinese immigrants of the Netherlands. Another major contribution of this thesis is the analysis of the involvement of acculturation on the attitude and consumption regarding skin whitening products for women of Indian and Chinese origin living in the Netherlands.

1.4 Managerial relevance
By understanding the important factors that influence both the attitude and consumption regarding skin whitening products marketers can use this knowledge in the positioning and advertising of skin whitening products. The factors will have a different impact in terms of significance and size on the attitude and consumption regarding skin whitening products. Hence, marketing strategies should be customized in the effort to influence attitude and thus the consumption. By influencing customer’s attitudes the willingness to buy gets influenced (Koubaa, 2011). This paper will try to give a deeper insight in the attitude and consumption concerning skin whitening products for two different cultural groups in the Netherlands. According to Verma (2011, pp. 208): “Significant differences may exist between consumer types in terms of the psychological or social discomforts that stem from dark complexion.

When the relationship between the factors and the attitude and consumption related to skin whitening products become clear, Dutch marketers may use the outcomes of this research for the advertisement of skin whitening products in the Netherlands. Relatively, the market of skin whitening products isn’t that large in the Netherlands. This study also increases awareness, since many are not familiar with the global growing skin whitening business.

1.5 Structure thesis
The first chapter is an introduction to the skin whitening topic. The problem statement and the research questions are defined in this chapter.  In chapter two you can find the theoretical framework of this research. And, more theory concerning this topic along with the predicted hypotheses. The theoretical framework shows the diverse factors which have an influence on the attitude and consumption related to skin whitening products. The following theoretical topics are discussed in this chapter: socio- demographic factors media factors, psychographic factors and acculturation. Chapter three explains the methodology. The sample collection, the dependent and independent variables and the used methods to analyze the data are discussed. The results of the survey will be described and analyzed in chapter four. Furthermore, the hypotheses will be verified. The final chapter covers the conclusion of this research. In addition, the limitations for future research will be addressed.
2.
Theory
Chapter two will provide the reader with a more theoretical basis on the topic of skin whitening covering several academic researches. Firstly, a literature review is provided.

The subsequent paragraphs contain the theory of the influencing factors mentioned in the conceptual framework: socio-demographic factors, media factors, psychographic factors, and acculturation.

2.1 Literature review
Current section will address the diverse studies that are related to the present research.

Recent research revealed that skin tone is a predictor for variables such as educational status, occupational status, family income and self-reflectance. It becomes apparent that there is much focus on the African American society. Many studies that are conducted include the African American population, while there is less focus on other communities. The first two studies describe researches among African American men and women. The third study concerns men and women of Jamaican origin.
While most studies focus on women only, Hill (2002) puts the emphasis on the difference between men and women regarding their attitude towards skin tone. Previous studies assumed that skin tone is equally important for both men and women. The respondents in the age of 18 to 73 were collected from the NSBA by 239 black interviewers. They collected data on physical attractiveness and skin tone. ANOVA models and multiple regression analysis were used to analyze the data. As predicted, the association between skin color and physical attractiveness was higher for females than for males. By adding control variables, age, sex, education, income level, self-reported health status, the perceiver's subjective rating of the target person's weight and friendliness changed slightly during the interview. For women, when skin tone becomes lighter it increases the physical attractiveness for others. For men, the second lightest group significantly increased the physical attractiveness. The variable weight turned out to be the biggest explanatory factor in the variance in attractiveness.
Thompson and Keith (2001) published a paper examining the relationship between gender, skin color and self-concept for men and women in the African American society. This research was done because there were a limited number of researches focusing on the relationship between skin tone and self-image. The sample was selected from the National Survey of Black Americans (NSBA). A total of 2.107 respondents were interviewed face to face to gather information. The two dependent variables were self-esteem and self-efficacy. The various independent variables were skin tone, socio-demographic variables (age, marital status, region of current residence and urban area), socio-economic variables (education, employment and income) and body image (attractiveness, weight and health status). Interviewers rated respondent’s skin tone by use of a color palette. The data was analyzed separately for men and women with the use of OLS regression equations. Skin tone proved to have a significantly positive effect on self-efficacy of both men and women. The effects of skin tone regarding self-esteem were different for men and women. For men, skin tone had no significant effect on self-esteem. However, skin tone did have a significant effect on women’s self-esteem. There is no correlation between skin color and self-esteem if the woman has a higher socio-economic status. The study also put forward the significant increase in self-efficacy for men as skin color lightens. Women have a significant increase in self-esteem as skin color lightens. The data also supports the findings of Hughes and Hertel (1990): ‘Lighter skinned Blacks are economically better off than darker skinned persons.’


Charles (2003) conducted a study involving Jamaican people. The article proposes that self-hate and self-esteem are correlated with the bleaching syndrome. He measured the self-esteem level of 18 selected persons in the age of 13 to 37, including males and females. The Rosenberg Self-esteem scale was used in the questionnaires. The members in the non-bleaching group have a slightly lower self-esteem mean score than the bleaching group. Due to this minor difference, it can be concluded that low self-esteem is not the main reason for skin bleaching. Because of the small sample, these findings aren’t representative for the whole population. 

Researches as mentioned above showed the impact of self-esteem, self-efficacy, self-hate and attitude concerning skin color for both African American men and women. The following articles are focused on women only. Hunter (1998) examines African American women and Koubaa et al (2011) has done research among Chines Singaporean women.

In her study Hunter (1998), focuses on two sides. Skin color hierarchies of African American women and the understanding of skin color in the lives of African American women. The following three hypotheses were tested in this research: 1) lighter-skinned women will have higher educational abilities than darker-skinned women, (2) lighter-skinned women will have a higher average income than darker-skinned women, and (3) lighter-skinned women will be more likely to marry highly educated men than darker-skinned women. The data also was collected from the NSBA and executed by means of interviews. Multivariate regression and cross tabulation were used to test the hypotheses.  Education, personal income, and spousal education were chosen as the dependent variables. The independent variables were skin color and gender. The interviewers, who were trained to rank the respondents skin color from 1 ‘very dark brown skin’ to 5 ‘very light brown skin’, measured skin color. All three hypotheses are accepted in this analysis. It becomes clear that the lighter the skin tone, the higher the level of education and the higher the income. Only a small percentage of African American women are represented in the highest income class. Last but not least, light skin women are more expected to marry high-class men than darker skin women.

Koubaa et al. (2011) have conducted a research about the Chinese Singaporean women. This paper investigates the attitude towards skin beauty and the intention to buy skin care products among Chinese Singaporean women. A total of 370 questionnaires were collected from Singaporean women. The methodology used for this study consists of equation modeling. Various hypotheses were tested in this paper. The hypotheses predicted the importance of consumer’s cultural values in the attitude towards products, in this case skin care products (whitening, smoothing and anti-ageing products), and in turn their buying behavior. By looking at the importance of cultural values the Chinese women were divided into three sets of religions: Confucianism, Buddhism and Daoism. Values were also divided into Chinese values and Singaporean values. As a result, cultural values turned out to be a significant important factor for the attitude towards skin beauty. The attitude towards skin beauty also had a significant impact on the willingness to buy skin care products. The ones with Buddhist, Confucian and Singaporean values were influenced by their values in their attitude and buying behavior for skin whitening products. For skin smoothening products, Buddhist and Singaporean values were the ones with a positive significant impact on the attitude for products designed for the purpose of skin smoothing. Only Singaporean values influence a woman’s attitude and buying behavior for anti-ageing products in a positive significant way.

There are various methods to conduct a study, for example empirical research and literature research. Tummalla – Narra (2007) and Hall (1995) have used diverse academic articles to observe the impact on skin color. 

With the use of a literature study the psychotherapeutic impact of skin color is explored by Tummalla – Narra (2007). By looking at four important zones in identity formation regarding to skin color - skin color as indication of belonging, skin color as indicator of beauty, intelligence and social competence, skin color as cultural identity and racial identity and skin color as influencer on intraphysic procedures - the importance of skin color is discussed in all four of the mentioned zones by referring to academic studies. In the shoes of a therapist, one needs to learn about attitudes towards skin color and analyze race and ethnicity in order to understand the client and his/ her difficulties.

In the paper of Hall (1995), he addresses the assimilation of African American into the American society. The skin tone has an impact upon every stage of life.  The article proposes that the degree of assimilation is correlated with the skin color. Like Hall puts it, there is the dominant culture and the minorities. People who try to assimilate put effort in bleaching, in the hope for being accepted in the dominant culture and the quality of life that goes with the dominant culture. Darker skinned would have the most difficulties assimilating in America. His last note, when skin color is treated like any other psychological characteristic, full assimilation will be achievable.
2.2 Conceptual framework
There are different aspects that could help explain the attitude towards skin whitening products and the consumption regarding these products. The current paragraph will illustrate the conceptual framework that will help identify the most important elements concerning the attitude and consumption of skin whitening products of Indian and Chinese women living in the Netherlands. 








The proposed conceptual framework outlines the socio-demographic connections, the media connections, the psychographic connections and the acculturation connections towards the attitude and consumption related to skin whitening products. 
2.3 Socio-Demographic factors

In the past, people using skin lighteners in Africa mainly consisted of poor women, however, a study by Mictert Marketing Research shows that people using skin lighteners now are cosmopolitan African women with university degrees and rewarding jobs (Glenn, 2008). Skin bleaching is growing among educated women in the Global South (Del Giudice & Yves, 2002; Ntshingla, 2005). This leads to the following hypotheses:

H1a: There is a positive relationship between the level of education and the attitude towards skin whitening products.


H1b: There is a positive relationship between the level of education and the consumption concerning skin whitening products.

At the start of the twenty-first century, the market of skin lightening products improved considerably. The cause of this effect was an increase in the quest for a skin without imperfections. Although a dark skin provides a better protection against skin diseases, the production and marketing of products that offer a lighter and brighter skin has expanded, and the skin lightening business has become a major industry. A reason for the increase in the skin whitening culture around the globe is a mix between the historically colonial ideologies and race, along with new technological improvements for the body (Hunter, 2005). 

In general, there is limited research about other socio-demographic factors than gender and education. Therefore it is hard to draw hypotheses concerning the relationship of socio-demographic factors with the attitude and consumption related to skin whitening products. 
“ According to the article ‘Yearning for Lightness: Transnational Circuits in the Marketing and Consumption of Skin Lighteners (2008)’ one of the reasons for the complexity of the skin lightening business is due to the highly decentralized and segmented market along socio-economics, age, nationality, ethnic, racial and cultural lines. It is hard to predict a positive or negative direction in advance for the socio-demographic factors compared with the attitude towards and consumption of skin whitening products. The analysis of the gathered data will illustrate that afterwards.

2.4 Media factors
There is also limited research about the media factors compared with the attitude towards and consumption of skin whitening. Thus it is hard to draw hypotheses concerning their relationship. I have chosen to analyze the results first and to give clarification afterwards.

2.5 Psychographic factors
2.5.1 Personality
It is also hard to make assumptions about the psychographic factor personality linked with the attitude towards and consumption of skin whitening products. Here, I have also chosen to analyze the data first and to give an explanation afterwards, since there is little to no theoretical background to predict a positive or negative movement between the just mentioned factor and the attitude towards and consumption of skin whitening products.

2.5.2 Values
Schwartz proposes ten basic values that serve as goals in people’s lives. These values are organized in the figure below. “The ten values are derived from three universal requirements of the human condition: need of individuals as biological organisms, requisites of coordinated social interaction and survival and welfare needs of groups” (Schwartz, 1992-2005). All the values are organized by motivational similarities and dissimilarities. So, when there is more distance between values, they are more dissimilar.
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 Figure 1 Theoretical model Schwartz.

In the first dimension ‘openness to change’ is put against conservation’. ‘Openness to change’ emphasizes a person’s independent action and reflection. The values in the section ‘conservation’ define a person’s value for (national) security and respect for traditions. The following hypothesis is rested on the connection between conservation and the attitude towards skin whitening products.

H2 : There is a positive relationship between the score in value dimension ‘conservation’ and the attitude towards skin whitening products. 

The second dimension includes ‘self-enhancement’ versus ‘self-transcendence’.  ‘Self-enhancement’ emphasizes one’s personal success and influence on others. And ‘self-transcendence’ defines a person’s importance in justice and approval to others. Hedonism is connected with both ‘openness to change’ as well as ‘self-enhancement’.

2.5.3 Self-esteem
A definition of self-esteem by Coopersmith is provided in the paper of Taylor (1974): “By self-esteem we refer to the evaluation which the individual makes and customarily maintains with regard to himself: it expresses an attitude of approval or disapproval, and indicates the extent to which the individual believes himself to be capable, significant, successful, and worthy” (Taylor, 1974, pp.56).
It becomes apparent that skin tone has a significant effect on a women’s self-esteem. As skin color lightens women have a significant increase in self-esteem.  Thompson and Keith (2001) also came to that conclusion. However, for men skin tone has no significant effect on self-esteem. 

A citation from Hunter (2011):” Light skin tone can be transformed into social capital (social networks), symbolic capital (esteem or status), or even economic capital (high- paying job or promotion).”In other words, low self-esteem is determined to be one of several causal factors for skin whitening. The next hypothesis is predicted: 

H3: There is a negative relationship between the level of self-esteem and the attitude towards skin whitening products.  

2.6 Acculturation factors
Psychologists prefer the classic definition of acculturation by Redfield, Linton, and Herskovits (1936):”Acculturation comprehends those phenomena which result when groups of individuals having different cultures come into continuous first-hand contact, with subsequent changes in the original cultural patterns or either or both groups.”

Due to immigration, people of different cultural backgrounds came to live together in one varied society. The different cultural societies in The Netherlands are: Turkish society, Moroccan society, Surinam society, Asian society and the African society. There appear to be three factors leading to acculturation: voluntariness, mobility and permanence. Each of the three factors leads to the same acculturation process (Berry, 2007). There are four existing acculturation strategies, which will be discussed below.


	
Integration

	
Assimilation

	
Separation/ Segregation
	
Marginalization


Figure 2 Framework of acculturation.

Integration implies that an immigrant has a relationship with the larger social network, as well as with one’s own cultural integrity. On the other hand, assimilation means that an immigrant has no relationship with the society of origin and feels a strong connection with the society of settlement. Both separation and marginalization don’t have strong connections with the society of settlement. And whereas separation has a strong connection with the society of origin, marginalization has no relationship with the society of origin whatsoever. 

Tummalla –Narra (2007) mentioned a few studies in her paper concerning acculturation. When someone migrates from one country to another it can have an influence on the devaluation of dark skin. “It can potentiate a conscious or an unconscious denial of aspects of one’s ethnic and racial identifications in an attempt to assimilate into mainstream culture” (Tummalla – Narra, 2007). A study among Mexican American students mentioned in her paper revealed that students with a darker skin had significant lower levels of acculturation than students with lighter skin. The suggestion being made that skin color and the attitude of the people of the country of adaption have an impact on acculturation.

When the immigrants and the host people differ in physical features, the assimilation process tends to go slower. A second-generation or immigrant person who is more assimilated, thus more identified with the mainstream culture of the country of adaption, often lacks identification with his/her own cultural background. It is expected that women of Indian and Chinese origin that have a strong connection with their society of origin have a more favorable attitude towards skin whitening products compared with the women of Indian and Chinese origin that have a strong connection with the country of settlement.

H4: Separated individuals will use more/ have more favorable attitudes towards skin whitening products than assimilated individuals, with integrated individuals in between.

Berry (1997) mentioned that some socio-demographic factors have a relationship with the level of acculturation. Age has an identified relation with the level of acculturation. When acculturation starts at an early age, the development of acculturation tend to go without difficulties. There is substantial evidence that education has a positive relationship with adaption (Berry, 1997).


3.
Methodology
Chapter three will give the reader an overview of the type of research and the dependent and independent variables used in this research. Paragraph four contains descriptive information regarding the anticipated respondents. The methods to analyse the data are also discussed in the last paragraph. 

3.1 Type of research
The focus of this study is to explore and understand the main factors that drive the consumption regarding skin whitening products as to explore the attitude towards skin whitening products for women of Chinese and Indian origin living in the Netherlands. This research is an evidence-based research consisting of theoretical literature combined with descriptive research. Articles of several academic journals will be used to back up the theoretical part of this research.  Whereas the first chapters are theoretical, the second part of this research contains the survey and the analysis of the survey along with the conclusion of this paper.

3.2 Pretesting 
Before the survey was activated it was pretested. The pretesting was done by direct contacts, such as family and friends. The main purpose of the pretest was to understand questionnaire problems and to control the validity, accuracy and interpretability of the survey. The evaluation of the surveys was critical to prevent confusions and misinterpretations of the questions. The pretesting led to minor grammatical adjustments in the questions (See Appendix 2 for the survey).

3.3 Measures
3.3.1 Dependent variables
There are two dependent variables of interest in this research, namely the attitude towards skin whitening products and the consumption of skin whitening products. These variables are measured in the last part of the survey with straightforward questions (Do you buy skin whitening products?) and opinion questions (The sales of skin whitening products should be prohibited).

3.3.2 Independent variables

A set of four independent variables have been used in this study, which will be summarized below:

· Socio-demographic variables: age, religion, education, income, social class.
· Media variables: social media, magazines, television, radio.

· Psychographic variables: personality, values, self- esteem.
· Acculturation variables: integration, assimilation, separation, marginalization.

3.3.3 Socio-demographic variables

Age and religion
By examining diverse literature related to skin whitening it became clear that especially the socio-demographic factor gender has an impact on the attitude and consumption regarding skin whitening (products). Since the data only consist of women, the variable gender is irrelevant in this research. The effect of the factor age on the dependent variable has to be examined. Questions about religion were asked in the questionnaire in order to compare the attitudes and consumption of women of Indian and Chinese origin.

Education, income and social class
Social class often is grouped according to education, income and (type of) occupation. These questions were also included in the questionnaire.

3.3.4 Media variables
Social media 
Social media is a relatively new channel to communicate with the target group. This type of media creates new opportunities. It enables communication between firm and customers as well as communication from one customer to another (Mangold and Faulds, 2009).

Magazines, television and radio
Magazines, television and radio are the traditional channels to communicate with the target market. Next to the new communication channel, the old channels must also be examined when looking at their influence on the attitude and consumption regarding skin whitening products.

3.3.5 Psychographic variables
Personality 
Personality affect a person’s behavior and characteristics. The Ten-Item-Personality Inventory (TIPI) is used to measure someone’s personality. The TIPI is a short ten-item version of the Big Five traits. The following subscales are addressed in the Big Five theory of personality: openness to experiences, conscientiousness, extraversion, agreeableness and emotional stability. Personality answers are measured with a five-point scale. 

Values
The existing scale of Schwartz is used to measure values, including the four dimensions ‘openness to change’ versus ‘conservation’ and ‘self-enhancement’ versus ‘self-transcendence’. A nine point scale is used to measure the answers. 

Self-esteem
Self-esteem reflects a person’s attitude towards herself/ himself. The self-esteem scale of Rosenberg (RSE) is one of the mostly used scales to measure self-esteem. (Robins et al., 2001) RSE is revealed to be a reliable and valid measure. The RSE is a ten-item Likert-scale with answers ‘from strongly agree’ to ‘strongly disagree’. A five point scale is used to measure the answers. The scale consists of five negative and five positive statements. 


3.3.6 Acculturation variables
The four acculturations strategies (integration, assimilation, separation and marginalization) were measured through the answers that were given by the respondents about the different topics mentioned in the survey, namely entertainment, furnishing, clothing, food, lifestyle and brands. 

3.3.7 Comparison religion and immigrants
A comparison is being made between Indian and Chinese women in their attitude towards skin whitening products based on their religion. The Hindu religion serves as a baseline in this comparison. Another comparison is being made between first and second generation immigrants and their attitude regarding skin whitening products. Hereby the first generation women, the women who were born in another country than the Netherlands, serve as a baseline.

3.4 Sample and data collection
Data is collected with a survey. The important outcomes of the survey will be analyzed and interpreted. To ensure the validity of the research enough data has to be collected from respondents of different ages from both Indian as Chinese respondents. A minimum of 150 respondents was set.

The respondents were asked to complete a questionnaire consisting of 28 questions. It could be divided into 4 different areas. The first part contained socio-demographic questions. The second part enclosed psychographic information. The third area consisted of acculturation questions. And the last area contained questions about media and skin whitening products.

A sample of 151 women was collected. The women were in the age of 16 to 66 years.  The average age is 32 years old. The sample consists of Dutch speaking women living in the Netherlands (See Table 1 on page 29 for descriptive statistics). [image: image2.emf]0
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 Figure 3 Frequency graph of age.

In total 251 respondents filled in the questionnaire (See Appendix 2 for the survey). Unfortunately, a group of 100 respondents didn’t complete the survey leaving 151 completed surveys. The survey was activated on the digital site qualtrics.com. Via a link, respondents could fill in the questionnaire. The questionnaire was sent to relatives and friends making use of the social network site Facebook. Also several Chinese restaurants were visited in the region of Rotterdam in order to collect data from Chinese respondents. 
Most of the women were born in The Netherlands, namely 54,3 percent.  The remainder were born in Surinam (33,1 percent), China (6 percent), India (2,6 percent and other countries (4 percent). There were six specific cases where the respondents were born in a different county. The following countries were mentioned: British Guyana, Morocco, Somalia and Vietnam. The majority has a Dutch nationality, to be precise 80,1 percent.
As for the religions of these women, the majority were Hindu (68,9 percent). About 10 percent of the women were not religious. 8,6 percent of the women were  Buddhists and 7,3 percent were Christian. A minority of the women were Islamic (4 percent).

A majority of the women have a College degree or are still attending College. The second largest group has a MBO degree or is still attending MBO.  Finally a group of women who participated in the survey have a university degree or are still attending university. 

In general, the women who participated in this study are women with full-time jobs and an average salary of 2.500 euro’s per month. On average they consider themselves as middle class women in this society with approximately 50.000 to 100.000 habitants in their community. A city or village mostly characterizes itself by the number of its population. A city with 10.000 habitants or less is considered a village in this research. A community with more than 10.000 habitants is considered a town.

3.5 Method 
For the statistical analyses the software package SPSS is used. Before any tests were performed, some answers were pooled so they would have the same positive or negative direction with the attached questions. Question 12 (items 6,7,8,9 and 10) and question 14 (items 2,5,6,8,9) were pooled (See Appendix 2 for the complete survey).

Using the Cronbach’s alpha it becomes clear which question items can be united. The Cronbach’s alpha checks the mutual correlation of the items. The value of Cronbach’s alpha should be equal or larger than 0.7 to form a reliable scale. Obviously, the pooled items were used. Item 12.4 and 12.8 were deleted from the scale in order to increase the Cronbach’s alpha to 0.614, this was the highest reachable reliability. The Cronbach’s alpha of question 13, 14, and 15 had a value above 0.7. However, two of the tree items of question 26 were advised to be deleted to increase the reliability. Item 2 and item 3 of question 26 were deleted.

After the above mentioned steps, multiple linear regressions are used to determine the relationship of the independent variables with the dependent variables. A p value of 0.01 or 0.05 indicates that the results are significant. With a p value of 0.10 the results are marginally significant.
	Socio-demographics
	Choices
	Frequency
	Percentage %

	Nationality
	Dutch
	121
	80.1

	 
	Surinam
	15
	9.9

	 
	Indian
	3
	2.0

	 
	Chinese
	7
	4.6

	 
	Other
	5
	3.3

	Country of Origin
	The Netherlands
	82
	54.3

	 
	Surinam
	50
	33.1

	 
	India
	4
	2.6

	 
	China
	9
	6.0

	 
	Other
	6
	4.0

	Religion
	Buddhists
	13
	8,6

	 
	Christian
	11
	7.3

	 
	Jewish
	1
	0.7

	 
	Hindu
	104
	68.9

	 
	Islam
	6
	4.0

	 
	Non religious
	15
	9.9

	 
	Other
	1
	0.7

	Education
	High school
	16
	10.6

	 
	LBO/VMBO
	7
	4.6

	 
	MBO
	49
	32.5

	 
	College
	54
	35.8

	 
	University
	24
	15.9

	 
	Other
	1
	0.7

	Work situation
	Full time
	64
	42.4

	 
	Part time
	45
	29.8

	 
	No work
	10
	6.6

	 
	Sick/ disabled
	1
	0.7

	 
	Retired
	3
	2.0 

	 
	Housewife
	6
	4.0

	 
	Student
	22
	14.6

	Income
	Less than €249,99
	7
	4.6

	 
	€250 till €500
	13
	8.6

	 
	€500 till €1000
	23
	15.2

	 
	€1.000 till €2.000
	41
	27.2

	 
	€2.000 till €3.000
	37
	24.5

	 
	€3.000 till €4.000
	3
	2.0

	 
	€4.000 till €5.000
	1
	0.7

	 
	Private
	26
	17.2

	Habitants
	Less than 10.000
	12
	7.9

	 
	10.000 till 50.000
	31
	20.5

	 
	50.000 till 100.000
	33
	21.9

	 
	100.000 till 500.000
	48
	31.8

	 
	500.000 till 1.000.000
	23
	15.2

	 
	More than 1.000.000
	4
	2.6



Table 1 Descriptive statistics.
4.
Results

This chapter contains the results of the analysis of the gathered data. The formulated hypotheses will be verified in this section.

On page 36, table three shows the multiple regressions of the independent variables with the dependent variable attitude towards skin whitening products. The table consists of 4 models. The first model only contains the socio-demographic variables. The second model shows the socio-demographic variables with the media variables. Third model covers socio-demographic, media and psychographic variables. The last model encloses the three above mentioned variables and the acculturation variables.

4.1 Socio-demographic variables
4.1.1. Education and attitude and consumption 
H1a: There is a positive relationship between the level of education and the attitude towards skin whitening products.

The relationship between the level of education and the attitude towards skin whitening products is investigated. Education showed no significant relationship with the attitude towards skin whitening products. Education has a significance level of 0.720/2 = 0.360, which exceeds the p value of 0.10. Therefore, H1a is rejected. The level of education has no effect on women’s attitude towards skin whitening products. The assumption, the higher the education level, the more favorable one’s attitude towards skin whitening products does not count.

H1b: There is a positive relationship between the level of education and the consumption concerning skin whitening products. 
A binary regression was used to test the relationship between the level of education and the consumption concerning skin whitening products. There was not a significant relationship observed between the two variables, which mean that H1b can be rejected. The level of education does not hold a positive relationship with the consumption of skin whitening products. All the other variables listed in model 4 do not have a significant relationship with the consumption of skin whitening products.

It is hard to look at the relationship between an independent variable and the dependent variable consumption of skin whitening, when the incidence is low. Since the consumption of skin whitening products is not common among the respondents of this research, I have chosen to mainly look at the relationship between the independent variables and the dependent variable attitude. 
4.1.2 Other results
Table three gives us insight in the relationship of the variables age and income with the dependent variable attitude regarding skin whitening products. Age has no significant relationship with the attitude regarding skin whitening products with a significance level of 0.424/2 = 0.212. As for income, it appears to have a negative relationship with the attitude towards skin whitening products (p = 0.024/2 = 0.012). This implies that the higher the level of income, the less favourable one’s attitude towards skin whitening products.

4.2 Media variables
4.2.1. Media and attitude
First was tested whether the amount of media exposure has an effect on the attitude towards skin whitening products. As table three shows, there is not a significant negative relationship between the amount of media exposure and the attitude towards skin whitening (p = 0.624/2 = 0.312). A higher level of media exposure does not indicate a less favorable attitude towards skin whitening products. 

Dummies are created for the variables foreign magazines, foreign television channels and foreign radio frequencies. The categories of the dummy variables have value 1 and the rest of the categories have value 0. There was tested if the foreign media exposure has an effect on attitude towards skin whitening products separately.

As the table shows, foreign magazines (p = 0.01/2 = 0.005) and foreign television channels 
(p = 0.05/2 = 0.025) have a significant negative relationship with the attitude towards skin whitening products. Thus, an individual will have a less favourable attitude towards skin whitening products, when she is more exposed to foreign magazines and foreign television channels. However, foreign radio frequencies do not have a significant negative relationship regarding skin whitening products. 

4.3 Psychographic variables 
4.3.1 Values and attitude
H2: There is a positive relationship between the score in value dimension ‘conservation’ and the attitude towards skin whitening products

Looking at the table on page 36, it illustrates a not significant positive relationship between the dimension ‘conservation’ and the attitude regarding skin whitening products. With a significance level of 0.577/2 = 0.2885, it can be concluded that dimension ‘conservation’ do not affects one’s attitude towards skin whitening products.

The dimension ‘openness to change’ has a significant positive connection (p = 0.044/2 = 0.022) with the attitude towards skin whitening products. When an individual values stimulation and self-direction, she has a more favorable attitude towards skin whitening products. The dimension ‘self-enhancement has a significant negative connection 
(p = 0.106/2 = 0.053) with the attitude regarding skin whitening products. When one values power and achievement, she has a negative attitude towards skin whitening products.
4.3.2 Self-esteem and attitude
H3: There is a negative relationship between the level of self-esteem and the attitude towards skin whitening products.  

Table three must be observed to check the relationship between the level of self-esteem and the attitude towards skin whitening products. There is not a negative relationship between self-esteem and the attitude towards skin whitening.  Table three indicates a positive relation between self-esteem and attitude, only it is not a significant outcome. The significant level is above the 0.10 level, to be precisely 0.597/2 = 0.2985. The outcome indicates that there is not a significant negative relationship between self-esteem and the attitude towards skin whitening products. H3 can be rejected with a valid assumption. 

4.3.3 Other results
Looking at table three, it can be seen that the personality dimensions ‘openness to experiences’ and ‘conscientiousness’ both have a significant positive relationship with the attitude towards skin whitening products. The dimension ‘openness to experiences’ has a
p value of 0.176/2 = 0.088, a value below the 0.10 level. It can be said that the dimension ‘openness to experiences’ has a marginally significant positive relationship with the attitude towards skin whitening products. For the dimension ‘conscientiousness’ there is a significance level of 0.053/2 = 0.0265. As a result the dimension ‘conscientiousness’ has a    significant positive relationship towards attitude. When an individual scores high in the dimensions ‘openness to experiences’ and ‘conscientiousness’ it means she has a more favorable attitude towards skin whitening products.

4.4 Acculturation variables
4.4.1 Acculturation and attitude
H4: Separated individuals will have more favorable attitudes towards skin whitening products than assimilated individuals, with integrated individuals in between.

In the last model the relationship of the four acculturation strategies with one’s attitude towards skin whitening products is tested. The variable Marginalization was excluded from the regression to prevent perfect collinearity between two predicting variables in the model. This variable is the least interesting for this research, because marginalized people have no relationship with the society of origin or society of settlement.

As the table on page 36 shows, Integration has a significance level of 0.966/2 = 0.483 and Separation a significance level of 0.759/2 = 0.3795. The variable Assimilation has a significance level of 0.998/2 = 0.499. Because the significance levels are above the 0.10, there must be concluded that the above mentioned acculturation strategies have no significant impact on the attitude towards skin whitening products. Even if the results were significant, the formulated hypothesis could not be supported. The variables Integration and Separation show a negative relation with the attitude towards skin whitening products. Only Assimilation has a positive relation with the attitude regarding skin whitening products. To conclude, H4 must be rejected. 
4.5 Comparison Indian and Chinese people
As can be seen in table three, a number of dummies related to religion are included in model one.  The dummy related to the religion Hindu is excluded, because that dummy serves as a baseline. The other religions are compared to the religion Hindu.

It can be seen that only the non-religious have a significance level below the 0.10, to be precise 0.0955. Thus, in comparison with the religion Hindu, the non-religious individuals have a more favorable attitude towards skin whitening products. A comparison between the Indian and Chinese people cannot be made, because the Buddhists do not have a significant impact on the attitude towards skin whitening products.


4.6 Comparison first and second generation immigrants
When the first generation immigrants serves as a baseline, it must be concluded that there cannot be made any assumptions regarding the first and second generation immigrants, because the first generation has a significance level of 0.775/2 = 0.3875. The results are not significant.
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Table 2 First and second generation immigrants – Note: Dependent Variable: Attitude towards skin whitening products.
                        
[image: image4]Table 3 Multiple regression model. NOTE a) Dependent Variable: Attitude towards skin whitening products, b) * p ≤ 0.10, c) **p ≤ 0.05, d) *** p ≤ 0.01 
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5.
Conclusion
As many articles state, the business of skin whitening products is globally in scope. Whereas, poor women used to make use of products to enlighten the skin, nowadays educated women utilize skin whitening products. Skin whitening found its origin in the period of colonization and slavery. Back in the day’s skin tone was associated with high class, attractiveness and intelligence. These days, there are various ways to enlighten the skin, i.e. by laser treatment or the practice of whitening lotions, - soaps and – creams. The numerous -lotions-, - soaps and whitening creams contain ingredients to decrease the concentration of melanin, which determines one’s skin tone. The aim of currents study is to investigate the influence of socio-demographic factors, media factors, psychographic factors and acculturation factors on the attitude towards skin whitening products and the consumption relating to skin whitening products among Indian and Chinese women in the Netherlands. An objective of the study is the comparison of Indian and Chinese women in attitude towards skin whitening products. Another objective of this research is the comparison of first and second generation immigrants in their attitude towards and consumption of skin whitening products. 

During the research it became clear that there cannot be made solid assumptions regarding the consumption of skin whitening products, since the incidence was low.

The socio-demographic factors age, religion, education, income and social class were tested to identify their relation with the attitude towards skin whitening products. Of all the above mentioned variables, only the variable income has a significant negative effect on the attitude towards skin whitening products. The more money an individual earns, the less favorable her attitude towards skin whitening products. This result suggests that only the relatively poor people have a favorable attitude towards skin whitening products. Hypothesis 1, with the assumption that education affects one’s attitude towards skin whitening products, was rejected due to the non-significant result. 

A higher or lower level of media exposure does not have a significant impact on the attitude towards skin whitening products. It was most interesting to test the relation of the foreign media exposure with the attitude towards skin whitening products. Oddly enough, as a result two of the three investigated media exposures have a significant negative influence on the attitude concerning skin whitening products, namely the foreign magazines and the foreign television channels. It means that when an individual has a higher level of exposure to foreign magazines or foreign television channels, she has a less favorable attitude towards skin whitening products as result. Foreign radio frequencies do not have a significant impact on the attitude. 

Looking at the psychographic factors, it is clear that the value dimension ‘openness to change’ has a significant positive connection with the attitude regarding skin whitening products. When an individual is creative and search for an exciting and challenging life, her attitude towards skin whitening products is more favorable. On the other hand, the dimension ‘self-enhancement’ show a significant negative relation with the attitude concerning skin whitening products. When an individual values power, success and joy in life, the attitude towards skin whitening products is less favorable. Hypothesis 2, which stated a positive relationship between the value dimension ‘conservation’ and the attitude towards skin whitening products, is rejected because of the non-significant outcome. Hypothesis 3 is also rejected. The outcome points out a not significant negative relationship between self-esteem and the attitude towards skin whitening products. As for personality, the dimensions ‘openness to experiences’ and ‘conscientiousness’  both have a significant positive relation with the attitude towards skin whitening products. An individual, who is open for new experiences and value discipline, has a more favorable attitude towards skin whitening products.

The last investigated variables are the acculturation variables. To prevent perfect collinearity the variable marginalization was excluded from the model. The acculturation variables integration, separation and assimilation showed no significant impact on the attitude towards skin whitening products. Therefore the last formulated hypothesis, which specified a relation between the three above mentioned acculturation variable and the attitude regarding skin whitening products, can be rejected.
Besides the investigated variables, another aim of this study is the comparison between Indian and Chinese people in their attitude towards skin whitening products. The Hindu religion served as a baseline in this comparison and it must be concluded that besides the non-religious individuals, no other religion has a more or less favourable attitude regarding skin whitening products in comparison with the Hindus. Thus a comparison between the Hindus and Buddhists cannot be made. 

Another comparison was made between the first and second generation immigrants of the sample. Unfortunately, this comparison also cannot be made because of the non-significant results.

The goal of this study is partly achieved, since there are not any results about the consumption of skin whitening products. The outcome of this research states that the acculturation variables integration, separation and assimilation have no impact on the attitude towards skin whitening products for woman of Indian and Chinese origin in the Netherlands. There exists no difference in attitude between for example an integrated or assimilated individual. To give an answer to the main research question, the most important factors are the media factors and psychographic factors. They appear to have a significant impact on the attitude towards skin whitening products for Indian and Chinese women in the Netherlands.  For the media factors admittedly a negative impact is discovered, which implies that when an individual has a high exposure of foreign television channels and foreign magazines, her attitude towards skin whitening products is less favorable. Generally, when an individual is open for new experiences the attitude concerning skin whitening products is more favorable compared with the conservative individuals. The socio-demographic factors investigated in this study also seem to have no impact, except for the variable income.

5.1 Managerial implications
For a manager of skin whitening products it is important to know the factors that drive the consumptions of their firms’ products and to know how to influence the consumers. A better know-how of the ways to influence the consumers, could lead to great (profitable) advantages. This study provides relevant information for a manager in order to target a specific segment. The important variables which are necessary to focus on are highlighted in this study. Some variables may be a given fact like psychographic factors, where others can be influenced by act of people (media factors). 

The outcome of this study implies a negative impact of foreign media exposure (foreign television channels and foreign magazines) towards the attitude of skin whitening products. A manager could perform additional research to find out the main reasons for the negative effect between foreign media exposure and the attitude concerning skin whitening products. Once that becomes clear, the manager could turn the negative effect into an opportunity. This way the advertisements will have a positive effect on the attitude towards skin whitening products, which may lead to a higher sales volume.
Another added value of this research is the positive effect between the psychographic factors and the attitude towards skin whitening products. In their advertisements, firms can point out the new experience the consumer would have by using their skin (whitening) products. 

5.2 Limitations and future research
Of course there are also a few limitations attached to this research. For instance, the outcomes of the analysis may not hold for other cultures. In this research particular women of Indian and Chinese origin living in the Netherlands were examined. Women of other origins were left out. The following must be considers; to what extent are these findings generalizable to other cultures. More cultures need to be examined in order to check the reliability of the outcomes of this study. Another limitation of this research is that this study did not include males, only females.

It must be mentioned that the majority of the examined people where of Indian origin. It was easier to attract Indian people, because of my Indian origin. Attracting Chinese people was much harder, mainly because of their non-benevolence or simply because of the fact that they do not speak Dutch very well.

The topic of this research is a slightly shameful topic. Some people may be embarrassed to admit the usage of skin whitening products. When people lie about their consumption of skin whitening products, this may lead to a distorted outcome of the results. Furthermore, only 13 respondents from the sample have (ever) used skin whitening products, whereby any assumptions about the consumption of these products cannot be made.

Furthermore, next to the media exposures magazines, television and radio, the internet has not been investigated as a resource. This is a shortcoming to current research, since internet is indispensable nowadays.  Another shortcoming is the absence of the option ‘no magazines/ television channels/ radio frequencies’ in the questionnaire. For instance, if someone would choose the option “rarely to never” given in question 16 (“How often do you read a magazine?”)  the option “no magazines’ is missing.
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Appendix 1: Skin whitening ad Fair & Lovely
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Appendix 2: Survey (in Dutch)
Hartelijk dank voor uw deelname aan dit onderzoek. De enquête is onderdeel van mijn afstudeeronderzoek aan de Erasmus Universiteit Rotterdam. Ik waardeer het als u open en eerlijk bent bij het beantwoorden van de vragen. Er is geen goed of fout antwoord, alleen uw mening telt!

Het invullen van deze enquête kost ongeveer 15 minuten. Uw antwoorden zullen anoniem en vertrouwelijk worden verwerkt. 

1) Wat is uw leeftijd? …….. jaar

2) Wat is uw geslacht?


·  Man

· Vrouw

3) Wat is uw nationaliteit?

· Nederlandse

· Surinaamse

· Chinese

· Indiase

· Anders, namelijk ………………………………………………………..
4) Wat is uw geboorteland?

· Nederland

· Suriname

· China

· India

· Anders, namelijk ……………………………………………………….


Indien uw geboorteland Nederland is kunt u vraag 5 overslaan

5) Hoelang woont u al in Nederland? …….. jaar

6) Wat is uw geloof?

· Boeddhisme

· Christen

· Joods

· Hindoeïsme

· Islam

· Niet religieus

· Anders, namelijk ……………………………………………………….

7) Wat is uw hoogst genoten opleiding?

· Basisschool

· Middelbare school

· LBO/ VMBO

· MBO

· HBO

· Universiteit

· Anders, namelijk ……………………………………………………….

8) Wat is uw arbeidssituatie?

· Fulltime baan

· Parttime baan

· Werkloos

· Ziek/ Gehandicapt

· Gepensioneerd

· Huisvrouw

· Student

9) Wat is uw netto-inkomen?


· € 249,99 per maand of minder

· € 250,00 tot € 500,00 per maand

· € 500,00 tot € 1.000,00 per maand

· € 1.000,00 tot € 2.000,00 per maand

· € 2.000,00 tot € 3.000,00 per maand

· € 3.000,00 tot € 4.000,00 per maand

· € 4.000,00 tot € 5.000,00 per maand

· € 5.000,00 per maand of meer 

· Weet ik niet/ zeg ik liever niet
10) Als mensen in onze samenleving worden ingedeeld in een lagere klasse, arbeidersklasse, lagere middenklasse, middenklasse, hogere middenklasse en hogere klasse, tot welke klasse denkt u dan dat u behoort?

· lagere klasse

· arbeidersklasse

· lagere middenklasse

· middenklasse

· hogere middenklasse

· hogere klasse

11) Wat is uw beste schatting van het aantal inwoners van de stad/ het dorp waar u woont?

· 10.000 inwoners

· 10.000 - 50.000 inwoners

· 50.000 - 100.000 inwoners

· 100.000 - 500.000 inwoners

· 500.000 – 1.000.000 inwoners

· > 1.000.000 inwoners

12) Onderstaand treft u een aantal persoonlijkheidskenmerken die op u van toepassing kunnen zijn. Kies het antwoord dat het beste uw antwoord omschrijft. U dient aan te geven in hoeverre elk paar van persoonlijkheidskenmerken op u betrekking heeft, zelfs als een van de kenmerken meer betrekking heeft op u.

Ik zie mezelf als:

	
	Helemaal niet mee eens
	Niet mee eens
	Noch mee eens, noch mee oneens
	Mee eens
	Helemaal mee eens

	1. Extravert, enthousiast.
	
	
	
	
	

	2. Kritisch, ruziezoekend.
	
	
	
	
	

	3. Betrouwbaar, gedisciplineerd.
	
	
	
	
	

	4. Angstig, gemakkelijk van streek.
	
	
	
	
	

	5. Open voor nieuwe ervaringen, complex.
	
	
	
	
	

	6. Gereserveerd, rustig.
	
	
	
	
	

	7. Sympathiek, 

warm.
	
	
	
	
	

	8. Ongeorganiseerd, zorgeloos.
	
	
	
	
	

	9. Kalm, emotioneel stabiel.
	
	
	
	
	

	10. Conventioneel, niet creatief.
	
	
	
	
	


13) Onderstaand treft u een aantal persoonlijkheidswaarden die als richtlijn in uw leven kunnen dienen. Geef aan, door op een getal te staan, hoe belangrijk u elke waarde vindt. 
	
	Tegen
strijdig met mijn princi
pes

0
	Niet belang
rijk




1
	2
	3
	Belang
rijk





4
	5
	6
	7
	Uiterst belang
rijk
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	1. Macht (sociale macht, gezag, rijkdom)
	
	
	
	
	
	
	
	
	

	2. Prestatie (succes, bekwaamheid, ambitie, invloed op mensen en evenementen)
	
	
	
	
	
	
	
	
	

	3. Genot (voldoening van verlangens, plezier in het leven)
	
	
	
	
	
	
	
	
	

	4. Stimulatie (durf, een gevarieerd en uitdagend leven, een opwindend leven)
	
	
	
	
	
	
	
	
	

	5. Persoonlijke onafhankelijkheid (creativiteit, vrijheid, nieuwsgierigheid, onafhankelijkheid, je eigen doelen kiezen)
	
	
	
	
	
	
	
	
	

	6. Universalisme (ruimdenkendheid,sociale rechtvaardigheid, een wereld in vrede, gelijkheid, wijsheid, een eenheid met de natuur, milieu)
	
	
	
	
	
	
	
	
	


	7. Welwillendheid (behulpzaamheid, eerlijkheid, vergevingsgezind, trouw, verantwoordelijkheid)
	
	
	
	
	
	
	
	
	

	8. Traditie (respect voor traditie, nederig, accepteer je leven, toewijding, bescheidenheid)
	
	
	
	
	
	
	
	
	

	9. Conformiteit (gehoorzaamheid, eren van ouders en ouderen, zelfdiscipline, beleefdheid)
	
	
	
	
	
	
	
	
	

	10. Veiligheid (nationale veiligheid, veiligheid van de familie, sociale orde, netheid, wederkerigheid van gunsten)
	
	
	
	
	
	
	
	
	


14) Onderstaand treft u een aantal stellingen. Geef aan in hoeverre u het eens of oneens bent met onderstaande stellingen.
	
	Helemaal niet mee eens


	Niet mee eens
	Noch mee eens, noch mee  oneens
	Mee eens
	Helemaal mee eens

	1. Over het algemeen ben ik heel tevreden met mezelf.
	
	
	
	
	

	2. Soms voel ik me nergens goed genoeg voor.
	
	
	
	
	

	3. Ik vind dat ik over vele goede kwaliteiten bezit.
	
	
	
	
	

	4. Ik kan alles doen wat anderen ook kunnen.
	
	
	
	
	

	5. Ik vind dat ik niet veel heb om trots op te zijn.
	
	
	
	
	

	6. Ik voel me zeker nutteloos op bepaalde momenten.
	
	
	
	
	

	7. Ik vind dat ik een waardig persoon ben, in ieder geval net zo gelijkwaardig als anderen.
	
	
	
	
	

	8. Ik zou graag meer respect voor mezelf willen hebben.
	
	
	
	
	

	9. Overal, ben ik geneigd me als een mislukkeling te voelen.
	
	
	
	
	

	10. Ik neem een positieve houding aan tegenover mezelf.
	
	
	
	
	



15) Geef aan welke van onderstaande stellingen het beste op u van toepassing is. Er is maar 1 antwoord mogelijk. Denk eraan: er bestaan geen goede of foute antwoorden. (Met eigen land wordt bedoeld; het land waar je roots liggen)
Amusement (onder amusement wordt o.a. verstaan: activiteiten waar je plezier in hebt of voldoening uit haalt)

· Ik houd meer van amusement dat populair is in verscheidene landen over de gehele wereld dan van het traditionele amusement dat populair is in mijn eigen land.

· Ik houd zowel van amusement dat populair is in mijn eigen land als van amusement dat populair is in verscheidene landen over de gehele wereld.

· Ik houd meer van amusement dat populair is in mijn eigen land dan van amusement dat populair is in verscheidene landen over de gehele wereld.

· Ik houd niet van amusement dat populair is in mijn eigen land en ook niet van amusement dat populair is in verscheidene landen over de gehele wereld.

Huisinrichting (onder huisinrichting wordt o.a. verstaan: eettafel, vloer, verlichting – alles wat zich bevindt in en om het huis)


· Ik houd meer van een huisinrichting die populair is in verscheidene landen over de gehele wereld dan van een huisinrichting die populair is in mijn eigen land.

· Ik houd zowel van een huisinrichting die populair is in mijn eigen land als van een huisinrichting die populair is in verscheidene landen over de gehele wereld.

· Ik houd meer van een huisinrichting die populair is in mijn eigen land dan van een huisinrichting die populair is in verscheidene landen over de gehele wereld.

· Ik houd niet van een huisinrichting die populair is in mijn eigen land en ook niet van een huisinrichting die populair is in verscheidene landen over de gehele wereld.

Kleding

· Ik houd er meer van om kleding te dragen die populair is in verscheidene landen over de gehele wereld dan om kleding te dragen die populair is in mijn eigen land.

· Ik houd ervan om zowel kleding te dragen die populair is in mijn eigen land als om kleding te dragen die populair is in verscheidene landen over de gehele wereld.

· Ik houd er meer van om kleding te dragen die populair is in mijn eigen land dan om kleding te dragen die populair is in verscheidene landen over de gehele wereld.

· Ik houd er niet van om kleding te dragen die populair is in eigen land en ook niet om kleding te dragen die populair is in verscheidene landen over de gehele wereld.

Voedsel

· Ik houd meer van voedsel dat populair is in verscheidene landen over de gehele wereld dan van voedsel dat populair is in mijn eigen land.

· Ik houd zowel van voedsel dat populair is in mijn eigen land als van voedsel dat populair is in verscheidene landen over de gehele wereld.

· Ik houd meer van voedsel dat populair is in mijn eigen land dan van voedsel dat populair is in verscheidene landen over de gehele wereld.

· Ik houd niet van voedsel dat populair is in mijn eigen land en ook niet van voedsel dat populair is in verscheidene landen over de gehele wereld.

Levenstijl

· Ik houd meer van een levenstijl die populair is in verscheidene landen over de gehele wereld dan van een levenstijl die populair is in mijn eigen land.

· Ik houd zowel van een levenstijl die populair is in mijn eigen land als van een levenstijl die populair is in verscheidene landen over de gehele wereld.

· Ik houd meer van een levenstijl die populair is in mijn eigen land dan van een levenstijl die populair is in verscheidene landen over de gehele wereld.

· Ik houd niet van de levenstijl die populair is in mijn eigen land en ook niet van een l levenstijl die populair is in verscheidene landen over de gehele wereld.

Merken (onder merken wordt o.a. verstaan: automerken, voedselmerken, kledingmerken, etc.)

· Ik houd er meer van om merken te kopen die populair zijn in verscheidene landen over de gehele wereld dan om merken te kopen die populair zijn in mijn eigen land.

· Ik houd er zowel van om merken te kopen die populair zijn in mijn eigen land als om merken te kopen die populair zijn in verscheidene landen over de gehele wereld.

· Ik houd er meer van om merken te kopen die populair zijn in mijn eigen land dan om merken te kopen die populair zijn in verscheidene landen over de gehele wereld.

· Ik houd er niet van om merken te kopen die populair zijn in mijn eigen land en ook niet om merken te kopen die populair zijn in verscheidene landen over de gehele wereld.


16) Hoe vaak leest u een tijdschrift?

· zelden tot nooit

· 1x per maand

· 1x per week

· 2x per week

· 3x per week

· dagelijks

17) Welk tijdschrift leest u? Er zijn meerdere antwoorden mogelijk.
· Vrouwenbladen (vb. Elle)

· Mannenbladen (vb. Voetbal International)

· Jeugdbladen (vb. Tina)

· Vaktijdschriften (vb. Rendement)

· Opiniebladen (vb. Elsevier)

· Hobbybladen (vb. VT Woonmagazine)

· Buitenlandse bladen ( vb. Asian Bride)

18) Hoe vaak kijkt u televisie?

· zelden tot nooit

· 1-2 uur per dag

· 3-4 uur per dag

· 4-5 uur per dag

· > 5 uur per dag

19) Welke televisiezenders bekijkt u? Er zijn meerdere antwoorden mogelijk.
· Publieke Omroep (Ned 1, 2 en 3)

· Commerciële zenders ( RTL 4, 5, 6, 8, Veronica)

· Buitenlandse zenders (Hindoestanen zenders, Chinese zenders, Engelse zenders)

· Natuur/ Wetenschappelijke zenders ( National Geographic, Discovery)
20) Hoe vaak luistert u naar de radio?

· zelden tot nooit

· 1-2 uur per dag

· 3-4 uur per dag

· 4-5 uur per dag

· > 5 uur per dag

21) Welke radiozenders beluistert u? Er zijn meerdere antwoorden mogelijk.

· Commerciële landelijke zenders ( Skyradio, Radio 538, 100%NL, Q Music, Radio Veronica)

· Regionalepublieke zenders ( Radio Rijnmond, Radio West)

· Commerciele regionale zenders ( Amor FM, radio Amigo, CRTV)


22) Bent u actief op sociaal netwerk sites (Facebook, Twitter, Hyves, LinkedIn)? 

· Ja

· Nee


Indien nee, ga verder naar vraag 26.

23) Hoe vaak bent u actief op sociaal netwerksites?

· Nooit

· Bijna nooit

· Zo af en toe/ Soms

· Bijna altijd

· Altijd

24) Hoe vaak post u een bericht?

· Nooit

· Bijna nooit

· Zo af en toe/ Soms

· Bijna altijd

· Altijd

25) Hoe vaak ‘liked’ u een post/ een pagina?

· Nooit

· Bijna nooit

· Zo af en toe/ Soms

· Bijna altijd

· Altijd

26) Geef aan in welke mate u het eens bent met onderstaande stellingen. 
	
	Helemaal niet mee eens
	Niet mee eens
	Noch mee eens, noch mee oneens
	Mee eens
	Helemaal mee eens

	1. De verkoop van huidblekingsproducten zou verboden moeten worden.
	
	
	
	
	

	2. Er zijn voor- en nadelen bij het gebruik van huidblekingsproducten.
	
	
	
	
	

	3. Het is ieders recht om huidblekingsproducten te gebruiken.
	
	
	
	
	


27) Koopt u zelf huidblekingsproducten?

· Ja

· Nee

Indien nee, einde vragenlijst. Indien ja, ga verder naar vraag 28.

28) Zoja, welk(e) product(en)? Er zijn meerdere antwoorden mogelijk.

· Huidblekings-zeep

· Huidblekings-lotion

· Huidblekings-crème 

· Laser behandeling voor het bleken van de huid

· Anders, namelijk ……………………………………………………….


-Einde-
What factors are important in the attitude and consumption concerning skin whitening products that enhance physical appearance of women of Indian and Chinese origin in The Netherlands?
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