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ABSTRACT

THE INFLUENCE OF THE MESSAGE SOURCE’S NATIONAL IDENTITY
ON CHINESE INTERNATIONAL STUDENTS’ ATTITUDES

By
Xiaowen Xu

Although international students’ acculturation and psychological status have been studied
by cross-cultural scholars, the question of whether they are more likely to take recommendations
from their own national group or the host national group has been minimally studied. Based on
Social Identity Theory, this paper predicted that Chinese international students in the U.S. are
more easily persuaded by a co-national (Chinese) source than an American source. A 2 (source
national identity) by 2 (message valence) factor design was conducted among 144 Chinese
international students. Results were not in the predicted direction. Participants were persuaded
more by an American source than a Chinese source, though the difference was only marginally
significant. There was no significant difference in perceived source credibility or similarity.
However, when co-national identification level was controlled, source identity and message
valence interacted to influence perceived credibility. Possible reasons for these findings are
discussed.

Keyword: persuasion, source identity, co-national identification, in- and out-group

communication
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CHAPTER 1
Introduction

The number of international students from China attending American colleges and
universities has been steadily increasing, almost tripling since the school year of 2005-2006.
From 2009, China has sent more international students to public and private institutions in the
United States than any other nation. In 2011-2012 Chinese international students numbered
194,029, 25.4% of the total number of international students in the U.S. (Institute of International
Education, 2012). Because of the rapidly rising number, the cultural and psychological status of
Chinese students in the U.S. has become an important area of study.

International students are described as traveling voluntarily to a new culture for education
goals, and normally plan to stay for a finite period of time with an expectation of finally
returning to their country of origin (Ward & Kennedy, 1994). As they enter a new nation, the
unfamiliar cultural environment and different everyday practices increase their uncertainty level,
which they have to cope with during the process of cultural adaptation (Ward & Kennedy, 1994;
Ward & Rana-Deuba, 1999). Information seeking is one approach to decrease uncertainty due to
novelty (Berger & Calabrese, 1975). Thus, international students may seek and take
recommendations from others related to their study and life abroad. In this way, it is important to
explore what kind of factors may influence international students’ likelihood to be persuaded in
their lives.

Although international students have been studied in terms of their psychological
adjustment (Ward & Kennedy, 1993; Ward & Kennedy, 1994; Ward & Rana-Deuba, 1999),
acculturative stress (Wang & Mallinckrodt, 2006), intergroup anxiety (Greenland
& Brown, 2005), and in-group difference sensitivity (Sodowsky & Plake, 1992), there are

limited studies on this group regarding persuasion. This thesis investigates whether Chinese
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international students are more persuaded by Chinese than by Americans. A further question asks
whether the strength of Chinese international students’ co-national identification, i.e.
identification to their national communities of origin (Ward & Kennedy, 1994), and
communication with Americans influences their attitudes to follow a recommendation from a

national in-group (Chinese) versus a national out-group (American) member.



CHAPTER 2
Literature Review

Social Identity and Persuasion

Studies focusing on the role of social identity in persuasion have shown the potential
power of in-group peers on persuasion, not only by imposing compliance, but also by influencing
private attitudes. Earlier findings were based on the Social Identity Theory (SIT, Tajfel & Turner,
1986; Tajfel, 1981). SIT explains that identity, part of persons’ self-concept, derives from the
social group or groups into which they categorize themselves as a member. People tend to
categorize themselves as members of some groups (in-group) and to differentiate themselves
from others (out-group). Members from the in-group are perceived as similar to oneself whereas
members from the out-group are perceived as different (Tajfel & Turner, 1986; Tajfel & Turner,
1979; Tajfel, 1981). Under conditions in which group identity is salient, people tend to have
more positive attitudes toward in-groups than toward out-groups. Studies demonstrated that
people are more motivated to agree with their in-group peers than with out-group members
(Festinger, 1950; Kelman, 1958; Kelman, 1961; Mackie, 1986). Even an in-group message with
weak arguments was more persuasive than an out-group message with either strong or weak
arguments (Fleming & Penny, 2000).

Fleming and Penny (2000) clarified that it is not source-receiver membership congruence
but the subjects’ identification with their own in-groups that affected the persuasive power of the
message. Their studies showed that the in-group source worked more effectively than the out-
group source only when subjects reported a high level of in-group identification.

Later researchers began to ask an additional question regarding how group membership affects
persuasive consequences. Directed by the Elaboration Likelihood Model (ELM), researchers

studied whether and when the source’s group membership was used as a peripheral or a
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systematic cue. In one way, the source’s group identity could be a peripheral cue in that people
might view an in-group source more credible in defining reality (Festinger, 1950; Turner, 1987)
than an out-group source. In another way, by increasing the perceived group relevance of the
issue, it could also be a systematic cue that motivated people to process the message through a
central route (Mackie, Worth & Asuncion, 1990; Platow, Mills & Morrison, 2000; van
Knippenberg & Wilke, 1992). Although both processes might be invoked, several moderators
were examined, for example, issue relevance (Mackie, Worth and Asuncion, 1990), accessibility
of heuristic cues (Mackie, Gastardo-Conaco & Skelly, 1992), and group prototypicality of the
message position (van Knippenberg, Lossie & Wilke, 1994). Common within all these studies
was that the out-group source had no significant persuasive effect. However, Kerr (2001) found
that a message from a relevant out-group, for example, a competing group, might gain as much
scrutiny as an in-group message, since “the presence of an (relevant) outgroup source activates
ingroup identity may lead to outgroup sources producing similar processing outcomes as those
found...for ingroup source” (Mackie & Queller, 2000). Another argument is that when people
are highly motivated to align with (for an ingroup source) or to differentiate from a source group

(for a relevant outgroup source), they are likely to analyze the information carefully (Kerr, 2001).

Co-national Identity Matching Effect in Persuasion

Research regarding source-audience co-national identity matching in persuasion has
mostly been set in the advertisement or commercial contexts. International ads research
supported the proposition that customized ads that included local models and other cultural cues
were preferred to standardized ads by consumers in different countries (Shoham, 1996; Butt &

de Run, 2012). Additional studies drew similar conclusions from samples of racial or ethnic
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permanent residents, including Chinese or Asian minorities (Deshpande & Stayman, 1994; Elias,
Appiah & Gong, 2011; Martin, Kwai-Choi Lee & Feng, 2004; Sierra, Hyman & Torres, 2009;
Whittler, 1991; Lee, Fernandez & Martin, 2002). These studies have important implications for
the current study on Chinese international students.

First, they suggested a potential explanation for the effect of ethnic targeting ads.
Audiences perceived the same-ethnic spokesperson more similar to themselves, thus more
favorable and more trustworthy than the different-ethnic spokesperson (Morimoto & La Ferle,
2008). Second, some studies found this effect most prominent when an ethnic minority group
was targeted (McGuire, McGuire, Child & Fujioka, 1978). This result was said to occur because
for the members of a minority group, ethnicity is more distinct and thus the cue of source
ethnicity is more prominent for them than for a majority group; and the more salient a variable is
to one’s self-concept, the higher its likelihood to elicit the persuasive effect (Deshpande &
Stayman, 1994; Appiah & Liu, 2009; Appiah, 2002; Sierra, Hyman & Torres, 2009; Lee,
Fernandez & Martin, 2002). Third, similar to what was found with the persuasion effect of in-
group and out-group sources, the stronger people identified with their own ethnic group, the
more perceived credibility and preference one would assign to the ethnic in-group message
source (Williams & Qualls, 1989; Arpan, 2002; Sierra, Hyman & Torres, 2009; Elias, Appiah &
Gong, 2011; Morimoto & La Ferle, 2008). According to Social Identity Theory, in general
international students may view their co-nationals (ingroup members) more positively as
opposed to host nationals (out-group members) if they identify themselves to the former. They
also constitute a minority group in the host country, so that their identity is likely salient. Finally,
their co-national identification may affect the identity matching effect in a similar way: higher
co-national identification will produce more conformity to the message recommendations of a

5



co-national source than will lower co-national identification. High co-national identifiers (versus
low co-national identifiers) will show larger difference between attitudes toward a co-national
message and attitudes toward a host national message.

However, discrepant results also exist. Appiah and Liu’s study (2009) found that ads
using a Chinese model with other Chinese cultural cues did not generate significant differences
in attitude and purchase intention from ads using a white American model. But the mixed sample
of both Chinese nationals and Chinese Americans might weaken this finding. Morimoto and La
Ferle (2008) challenged the impact of strength of ethnic identification on Asian Americans’
perceptions of source credibility (also see Karande, 2005; Butt & de Run, 2012). These mixed
results signaled potential moderators and called for further investigation.

International students, unlike cross-national samples or ethnic minority residents, travel
voluntarily to a new culture for a limited period of time (Ward & Kennedy, 1994). Due to this,
international students may be less acculturated (influenced or assimilated by American culture)
and have higher perception of ethnic salience as a minority group than ethnic permanent
residents in the U.S.. Morimoto (2012) pointed out that for less acculturated Asian American
women, an Asian model was more trustworthy than a Caucasian model, because they had a
stronger tendency to accept values promoted by the communicator from the same ethnic group.
Supporting findings were seen in other studies that demonstrated acculturation to the host
national culture or the majority ethnic culture negatively influenced susceptibility to the endorser
affiliated with one’s own ethnic group (Khairullah, Tucker & Tankersley, 1996; Kim & Kang,
2001). Thus, a comparable effect of a co-national versus a host national source on attitude

change should also be expected, if not more manifested, among international students.



Source Credibility and Perceived Similarity

As discussed above, credibility and perceived similarity of the source have been
identified to account for the effect of in-group member persuasion and ethnic identity matching
ads. In-group members or same-ethnic sources are believed to be more reliable and accurate in
depicting the reality (Festinger, 1950; Turner, 1987; Butt & de Run, 2012) and more similar to
the audience or receivers themselves (Kelman, 1961; Tajfel & Turner, 1986; Tajfel & Turner,
1979; Tajfel, 1981) than out-group members or different-ethnic sources. Hence, besides attitude,
perceived credibility and similarity to self are also included as dependent variables in this study
to examine whether they are also affected by the national identity of the source.

Source credibility has multiple dimensions, but two of them have been studied in detail:
expertise and trustworthiness. Expertise refers to the perception of the source’s ability to tell the
truth and express valid standpoint about the topic. Trustworthiness indicates how much the
source is thought to be honest, reliable and willing to do so (Ohanian, 1991; Morimoto & La
Ferle, 2008). All of the three components were found to be affected by the source identity in
different studies, especially ads with models of the same ethnicity with the audiences
(Deshpande & Stayman, 1994; Green, 1999; Morimoto & La Ferle, 2008). Grounded on
previous studies, this study explores the potential impact of the source’s national identity on
Chinese international students’ perceptions of source credibility, and how this may be further
affected by their co-national identification.

Perception of similarity also involves several aspects: cultural background, similar values,
in-group dynamics, etc. McCroskey, Richmond, and Daly (1975) developed a source-receiver
similarity scale in interpersonal communication—the Perceived Homophily Measure-- to address
the to what extent the receiver perceived the source as similar to themselves in terms of attitude,
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background, value (morality) and appearance. Later research demonstrated that only the
dimensions of attitude and background homophily had stable item-loading patterns (McCroskey,
McCroskey & Richmond, 2006). The homophily scale stood as a two-factor measure, but the
correlation between these two dimensions varies in different contexts, indicating that they were
not totally independent from each other (McCroskey, McCroskey & Richmond, 2006). Using
this scale, Simpson et al. (2000) have examined the moderation effect of ethnic identification on
the relation between advertising model ethnic identity and the participants’ perceived homophily
with the model. Participants with high ethnic identification who viewed a congruent model
scored higher on homophily scale than those with low ethnic identification. In this study, the
possible impact of the source’s national identity on Chinese international students’ perceived
similarity is studied, as well as how this may be further affected by their co-national

identification.

Co-national Identification and Communication with Americans

While co-national identity means a person’s actual national communities of origin, co-
national identification refers to the extent to which people identify with their national group,
which is an important concept when studying acculturation and cross-cultural transition (Ward &
Kennedy, 1994). It is related to psychological adjustment (Ward & Kennedy, 1993; Ward &
Kennedy, 1994; Ward & Rana-Deuba, 1999), positive in-group bias (Verkuyten & de Wolf,
2002), acculturative stress (Berry, Kim, Power, Young & Bujaki, 1989; Wang & Mallinckrodt,
2006), intergroup anxiety (Greenland & Brown, 2005), and in-group difference sensitivity
(Sodowsky & Plake, 1992). From the review of Social Identity Theory and inter-ethnic
persuasion research, it is reasonable to infer that when people’s co-national identification is high,
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they are more likely to be persuaded by a co-national communicator, compared to those who
have a low co-national identification level.

Furthermore, inter-ethnic studies maintained that interactions with other groups may
influence one’s ethnic identity (Phinney, 1992). Especially for individuals from minority groups,
their attitudes toward and communication with the majority groups bear important implications
for acculturation (Berry, Trimble & Olmedo, 1986). Similarly, international students’
interactions with Americans will also affect their acculturation status in terms of preferences for
friendships, group identity, community and family ties, culture, festivals, etc. Morimoto (2012)
revealed that for more acculturated Asian American women, the difference between an Asian
model and a Caucasian model in an ad was attenuated, compared to a less acculturated group. An
individual may identify predominantly with Chinese but adjust culturally for effective living in a
foreign country (Verkuyten & de Wolf, 2002), through interacting with and taking
recommendations from Americans for instance. With this line of logic, it is plausible that more
communication with Americans may affect the difference in persuasive effect between a co-
national source and an American source. Therefore, in this study, co-national identification and

communication with Americans were both taken into consideration.



CHAPTER 3
Hypotheses and Research Questions

In order to test Chinese international students’ inclination to be persuaded by a co-
national source versus a host national source, this study asks participants to read a
recommendation message and then measures their conformity to the message opinion. The
identity of the message source is manipulated as either American or Chinese.

Previous studies suggest that people are more likely to be persuaded by an in-group
member than by an out-group member. There will be an effect of the source’s national identity
on attitude change towards the opinion given by the source:

Hypothesis 1: Chinese international students will conform to message recommendations
made by a Chinese source more than to recommendations made by an American source.

According to previous research, perception of credibility (Arpan, 2002; Kelman, 1958;
Kelman, 1961; Turner, 1987; Morimoto, 2012) and similarity (Elias, Appiah & Gong, 2011,
Morimoto & La Ferle, 2008; Butt & de Run, 2012) towards the source explained the identity
matching effect in persuasion. So hypotheses about these two aspects of participants’ assessment
of the communicator are also raised:

Hypothesis 2: Chinese international students will rate a Chinese source as more credible
compared to an American source.

Hypothesis 3: Chinese international students will rate a Chinese source more similar to
themselves compared to an American source.

Also, previous research has shown that the strength of in-group identification influences
the persuasion effect of the in-group source. If the participant has strong co-national
identification, then the effect of the ethnic identity of the message source will be more prominent,

compared to those with weak co-national identification. Also, communication with Americans
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may also affect international students’ tendency to accept a recommendation from an American
source. The extent to which communication with Americans affects the persuasive power of both
identities is not clear. Thus, a research question is raised.

Hypothesis 4: As co-national identification increases, Chinese international students are
more likely to accept a recommendation from a Chinese source; and they are less likely to accept
a recommendation made by an American source.

Hypothesis 5: As their co-national identity increases, Chinese international students are
likely to rate a Chinese source more credible, and rate an American source less credible.

Hypothesis 6: As their co-national identity increases, Chinese international students are
likely to rate a Chinese source more similar to themselves, and rate an American source less
similar to themselves.

Research Question 1: Does Chinese international students’ communication with
Americans have any effect on the likelihood of accepting a recommendation from a Chinese

versus an American source?
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CHAPTER 4
Method

Participants and Research Design

Participants were 144 (54 males, 89 females, and 1 unidentified for gender) Chinese
international students in a large midwestern university in the United States, including 74
graduate students and 70 undergraduate students. The average age was 22.45 (SD = 2.95).
Participants were randomly assigned to the cells of a 2 (the message source identity: American or
Chinese) by 2 (valence of the message: positive or negative), between-subjects factorial design.
The valence of message is included to obtain greater generalizability of the study for both a

positive and negative attitude.

Materials and Procedure

The study was conducted via paper-pen questionnaire (See Appendix A). 75% of the
participants were recruited by approaching Chinese international students in the library and food
court at campus, and 25% were collected via snow-ball sampling starting from classmates and
friends. In general, participants read a manipulated persuasive message about a restaurant, and
then completed several parts of the questionnaire. Participants could voluntarily choose to enter a
lottery to win a $50 Amazon gift card as compensation.

After signing the consent form, participants were randomly assigned to one of the four
conditions. First, participants read a message either recommending (positive valence) or not
recommending (negative valence) a fictitious restaurant around the campus, from a Chinese
friend or an American friend in an imagined communication situation. After this they were asked
about their attitudes towards the message and the restaurant, and their behavioral intentions to eat

there. They were asked to rate source similarity and credibility. Manipulation check questions
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and issue relevance questions were also included. Then their co-national identification and
communication with Americans was measured. Finally, they answered some demographic
questions.

The message source’s national identity was manipulated by the source name and a brief
introduction in the message. In addition, because Chinese students always communicated with
each other in their mother tongue, in order to make the situation realistic to participants, in the
two Chinese source conditions, what was said by the source in the messages was translated into

Chinese. The four different messages are shown in Appendix B.

Measures
Manipulation Check

One dichotomous item was used to check the manipulation of source identity.
Participants were asked to check the identity of the source in the message: whether Chinese or
American.

Two 7-point Likert items (1 “strongly disagree” to 7 “strongly agree”) checked if the
participants fully understood the position of the message, in terms of its attitude valence. A
sample item was: The message | just read says it is a good idea to eat at the restaurant.

Two 7-point Likert items (1 “strongly disagree” to 7 “strongly agree”) checked to what
extent that the scenario described in the message was real to the participants. A sample item was:
The situation described in the message seems real to me.

The topic relevance of the imagined scenario to the participants was also evaluated with
two 7-point Likert items (1 “strongly disagree” to 7 “strongly agree”). A sample item was: |
found the topic in the message relevant to me.

13



One item was used to check whether Chinese students mostly talk to each other in
Chinese, in order to justify why the messages in Chinese source conditions were written in

Chinese for the sake of environmental reality.

Main Variables

The scale of co-national identification, containing 8 items, was adapted from Phinney’s
Multigroup Ethnic ldentity Measure (MEIM, Phinney, 1992; Butt & de Run, 2012) and the
Acculturation Rating Scale for Mexican Americans-11 (ARSMA 11, Cuellar, Arnold, &
Maldonado, 1995). Participants were instructed to assign a number (from 1 “strongly disagree”
to 7 “strongly agree”) corresponding to how much they agreed or disagreed with each statement
that described themselves. Sample items included: a) | like to identify myself as a Chinese; b) |
am NOT very clear about the role of my Chinese identity in my life (recoded).

Communication with Americans was measured by 5 items, modified from other-group
orientation items of MEIM and ethnic interaction items of ARSMA Il. Participants were asked to
assign a number (from 1 “strongly disagree” to 7 “strongly agree”) to indicate how much they
agreed or disagreed with each statement that described their interaction with Americans. Sample
items included: a) I often talk with Americans; b) I seldom talk with Americans (recoded).

Attitude toward the restaurant was measured with five 7-point Likert items (1 “strongly
disagree” to 7 “strongly agree”). Sample items included: a) I think the restaurant is a good one; b)
| think eating at this restaurant is a bad idea (recoded).

The source credibility scale was adapted from Ohanian's (1990) 6-point semantic

differential scale. The sub-scales with two dimensions of trustworthiness and expertise
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containing 9 items were used. Sample items included: a) undependable-dependable; b)
trustworthy—untrustworthy (recoded).

Besides the source credibility scale which tapped on a more general evaluation of the
source, another four-item, 7-point Likert scale was also created to measure how much the
participants trusted or relied on the source to give advice, which was more specific. Sample
items were: a) | can count on the information that this person tells me; b) | CANNOT rely on
what this person says to me (recoded).

Two factors of attitude and background similarity in McCroskey et al.'s Perceived
Homophily Measure (1975) were used to measure the degree of similarity the participant
perceived between self and the source. This scale contained 8 semantic differential items.
Sample items included: a) does not think like me-thinks like me; b) behaves like me-does not
behave like me (recoded).

Another four items were also created using 7-point Likert format to evaluate perceived
source-receiver similarity more specifically with regard to food preference. Sample items
included: a) This person likes the same kind of food that I like; b) 1 do NOT think this person

knows what kind of food I like (recoded).

Scale Validity and Reliability

All scales were subject to a Confirmatory Factor Analysis (CFA) in the program R using
the LessR package. This package provides not only factor loadings, but also the deviations
between all predicted and obtained correlations. Scales were also tested in Amos 19 to examine

the scale validity.

15



Since the scale of co-national identification (8 items) was adapted from two scales, an
Exploratory Factor Analysis was conducted to test the model fit. The analysis revealed two
factors. Three items had profound cross-loadings on both dimensions, and the other five items
loaded unanimously on the first dimension. The five items were then subjected to CFA test. One
item showed big errors in correlations with the others (“I like to identify myself as a Chinese”™),
and was deleted for further analysis. The four remaining items had high internal consistency and
few errors. They were “I have a clear sense of myself as a Chinese and what it means for me”, “I
often talk to other people about China and Chinese culture”, “I have a strong sense of belonging
to Chinese”, and “I make friends with Chinese people here”. Amos 19 showed the model was
consistent with the data, X2(2) = .26, p = .88, CFI = 1.00, NFI = 1.00, GFI = 1.00, RMSEA
< .001. The scale reliability was also acceptable (o =.70).

For communication with Americans, the CFA test showed the second item contained the
biggest errors. After deleting this item, the four-item model revealed few errors and good internal
consistency. Tested with the CFA in Amos 19, the model was consistent with the data, X?(2)
= .34, p =.85, CFI = 1.00, NFI = 1.00, GFI = 1.00, RMSEA < .001. The scale reliability was
high (a = .75).

The five items of attitude scale were subjected to a Confirmatory Factor Analysis in R.
No item had big variance in its correlations with others and all errors were small. Amos 19
analysis revealed a good model fit, X?(5) = 5.49, p = .36, CFI = 1.00, NFI = .99, GFI = .99,
RMSEA = .03. The scale reliability was also high (a = .90).

The two sub-scales of source credibility-- trustworthiness and expertise-- were first
subjected to tests of validity. Six items were retained that had moderate to high correlations with

other items in that dimension. Then the two-dimensional model was tested with a Confirmatory
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Factor Analysis in R. The model was not consistent with the data. The two factors were highly
correlated with each other after correction for attenuation (r = .86), which indicated a possible
better fit for one-factor solution. Because each dimension only had three items, it was impossible
to conduct internal consistency analysis. In the parallelism block, there were two correlations
with huge errors (absolute values above .10). The model was then tested with a one-dimension
solution, and after deleting two weak items, it contained the least error. The four items that were
left for the final scale included “dishonest-honest”, “unreliable-reliable”, “unknowledgeable-
knowledgeable” and “insincere-sincere”. A later one-dimension model based on four items using
Amos 19 also showed a good model fit, X?(2) = 0.58, p = .75, CFI = 1.00, NFI = 1.00, GFI =
1.00, RMSEA < .001. The scale reliability was high (o = .76).

For trust advice scale, in the CFA test, no item had notable variance in its correlations
with others. Analysis using Amos 19 also revealed a good model fit, X?(2) = 0.15, p = .93, CFIl =
1.00, NFI = 1.00, GFI = 1.00, RMSEA < .001. The scale reliability was very high (a = .87).

The two sub-scales of attitude similarity and background similarity of Homophily scale
were first subjected to the reliability test, respectively, and four items were retained that had
moderate to high correlations with other items in that dimension: “from social class similar
to/different from mine”, “behaves/does not behave like me”, “similar to/different from me”, and
“status like/different from me”. Then these items were tested with CFA and generated few errors.
The model also showed an acceptable model fit in Amos 19, X2(2) = 2.88, p = .24, CFI = 1.00,
NFI= .98, GFI = .99, RMSEA = .06. The scale reliability was very high (a = .80).

The four items of food preference similarity were first subject to the reliability test, and
the third item was deleted because of low correlation with other items. The scale has a very high
reliability level (o = .88).
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CHAPTER S
Results

The hypotheses were analyzed using between-subjects, two-way Analysis of Variance
(ANOVA), with co-national identification and communication with Americans as two potential

covariates. The two factors were source national identity and message valence.

Manipulation Checks

The two topic relevance items correlated highly with each other, r (142) = .77, p < .05.
The topic relevance score was obtained by averaging scores of the two topic relevance items. It
showed that the topic was regarded as moderately relevant, M = 4.36, SD = 1.43 (where 7 =
Strongly Agree). Results from one-sample t-test showed that it was significantly higher than the
mid-point. t (143) = 3.01, p < .05.

The two situation reality items correlated highly with each other, r (143) = .61, p <.05.
The situation reality score was obtained by averaging scores of the two items. It showed that the
situations were regarded as real, M = 4.70, SD = 1.43 (where 7 = Strongly Agree). Results from
one-sample t-test showed that it was significantly higher than the mid-point. t (143) =5.87, p
< .05. There was no significant difference in perceived reality across all four conditions.

The manipulation of message source identity was successful. Significantly more
participants identified the source as Chinese in the Chinese conditions; and significantly more
participants identified the source as American in the American conditions, X2(1) = 62.28, p < .05,
r=.66,d=1.76.

The manipulation of message valence was also successful. The two manipulation check
items correlated highly with each other, r (143) = .86, p <.05. A composite variable of message

valence check was obtained by averaging scores of these two items. Results from one-sample t-
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test showed that participants in the positive message conditions (M = 5.08, SD = 1.90) rated the
message standpoint significantly higher (positive) than the mid-point of the scale (4 = Neutral), t
(72) = 4.84, p < .05. And participants in the negative message conditions (M = 1.82, SD = 1.23)
rated the message standpoint significantly lower (negative) than the mid-point of the scale, t (70)
=-14.97, p < .05.
According to the self-report result, Chinese students always talked to each other in

Chinese (M =5.61, SD = 1.84), which was significantly beyond the mid-point of the scale (4 =
Neutral), t (140) = 10.39, p <.05. This justified why the messages in Chinese source conditions

were written in Chinese.

Hypotheses Test

Hypothesis 1 was analyzed using between-subjects, two-way ANOVA, with attitude as
the dependent variable. Hypothesis 4 and the research question were analyzed similarly but
included co-national identification and communication with Americans as covariates,
respectively. Hypothesis 2 was analyzed using between-subjects, two-way ANOVA, with source
credibility and trust advice as the dependent variables, respectively. Hypothesis 5 was analyzed
similarly but added co-national identification as a covariate. Hypothesis 3 was also analyzed
using between-subjects, two-way ANOVA, with homophily and food preference similarity as the
dependent variables, respectively. Hypothesis 6 added co-national identification as a covariate.
The two factors for all these analyses were source national identity and message valence.

Hypothesis 1 predicted that Chinese international students would be more likely to
conform to the recommendation from a Chinese source than an American source, and, persuaded

by the message standpoint in general regardless of the source identity according to the persuasion
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literature. Thus, it was expected to see a main effect of message valence and an interaction effect
between message valence and source identity on participants’ attitudes toward the restaurant.
Nevertheless, the 2 by 2, between-subjects ANOVA revealed only a significant main effect of
message valence on attitude, F (1, 140) = 160.76, p < .05, n?= .53, r = .73. Participants thought
positively of the restaurant when they received a message that recommended it, and thought
negatively of the restaurant when they received a message that did not recommended it. The
source national identity had no significant main effect on attitude, F (1, 140) = 0.19, p = .66.
However, there was a marginally significant interaction effect between source identity and
message valence, although the effect size was small [F (1, 140) = 3.82, p = .05, n2=.01].
Participants thought more positively of a restaurant when it was recommended from an
American friend (M =5.10, SD = 0.76) versus a Chinese friend (M = 4.89, SD = 0.88); and they
thought more negatively of a restaurant when receiving a negative comment from an American
friend (M = 3.00, SD = 0.96) versus a Chinese friend (M = 3.34, SD = 0.83). This demonstrated
that participants consistently conform more to an American source than to a Chinese source,
whether the restaurant was recommended or not, which was contradictory to what the hypothesis
predicted. Thus, the data were not consistent with what hypothesis 1 predicted (refer to Table 1
for the means of attitude in each cell).

Hypothesis 2 predicted that Chinese international students would be more likely to
perceive a Chinese message source more credible than an American source. Thus, it was
anticipated to see a main effect of source identity on source credibility and perceived
trustworthiness of the source to give an advice. First, the hypothesis was tested with source
credibility as the dependent variable. The 2 by 2, between-subjects ANOVA failed to obtain any
significant effect of source identity [F(1, 136) = 0.01, p = .93], or interaction effect between
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source identity and message valence [F(1, 136) = 3.15, p = .08]. Participants perceived an
American source as equally credible as a Chinese source. Interestingly, a significant effect of
message valence on credibility was found, whereas the effect size was not big, F(1, 136) = 7.86,
p <.05,n? = .05, r = .22. Participants tended to think a message source more credible if he or
she gave a positive comment on the restaurant compared to if a negative comment was given
(refer to Table 1 for the means of source credibility in each cell).

The hypothesis was then tested with trust advice as the dependent variable, to investigate
whether the source is specifically trustable in giving an advice. Similarly, it was expected to
obtain a main effect of source national identity. However, again, the 2 by 2, between-subjects
ANOVA failed to show any significant effect of source identity [F(1, 140) = 1.49, p = .23], or
interaction effect between source identity and message valence [F(1, 140) = 1.96, p = .16], or
message valence [F(1, 140) = 0.80, p = .37]. Participants trusted the American source’s advice
equally as the Chinese source, no matter whether the source recommended the restaurant or not
(refer to Table 1 for the means of trust advice in each cell). Thus, the data were not consistent
with Hypothesis 2.

Hypothesis 3 predicted that Chinese international students would be more likely to
perceive a Chinese source as more similar to themselves than an American source. A main effect
of source national identity on homophily and food preference similarity should be anticipated.
First, the hypothesis was tested with homophily as the dependent variable. The 2 by 2, between-

subjects ANOVA did not yield any significant main effect of source identity [F(1, 136) =1.13, p

.29], or interaction effect between source identity and message valence [F(1, 136) = 1.05, p

.31]. Neither did message valence manifest an impact [F(1, 136) = 0.42, p = .52]. Participants
perceived an American source as equally similar as a Chinese source, no matter whether the
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source recommended the restaurant or not (refer to Table 1 for the means of homophily in each
cell).

The hypothesis was then tested with food preference similarity as the dependent variable.
The 2 by 2, between-subjects ANOVA did not have any significant main effect of source identity
[F(1, 140) < 0.01, p = .99], or interaction effect between source identity and message valence
[F(1, 140) = 0.39, p = .08]. Participants perceived the American source as equally similar to
themselves as the Chinese source in terms of food taste and restaurant choice, no matter what
comments were given by the source (refer to Table 1 for the means in each cell). Interestingly, a
significant effect of message valence was found, whereas the effect size was small, F(1, 140) =
6.46, p = .01, n? = .04, r = .20. Participants tended to think a message source more similar to
themselves in terms of food taste and restaurant criteria if given a positive comment on the
restaurant (M = 4.24, SD = 0.14) than if a negative comment was given (M = 3.74, SD = 0.14).
Thus, Data were not consistent with Hypothesis 3.

Hypothesis 4 to 6 predicted that as their co-national identification increases, Chinese
international students will be more likely to conform to a Chinese source’s attitude, perceive the
source more credible, and think the source more similar to themselves. They will be less likely to
conform to an American source’s attitude, perceive the source less credible, and think the source
less similar to themselves. Bivariate correlation results indicated that co-national identification
only had significant correlations with source credibility [r (140) = .23, p < .01] and trust advice
scale [r (144) = .19, p < .05], which indicated that co-national identification may be a covariate

to influence perceived source credibility. But co-national identification did not significantly
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Table 1

Descriptive statistics of all dependent variables for each group

Source ldentity

Dependent Message American Chinese
Variables Valence N M SD N M SD
Attitude Positive 36 5.10 0.76 37 4.89 0.88
Negative 35 3.00 0.96 36 3.34 0.83
Source Positive 35* 4.46 0.73 37 4.24 0.95
Credibility Negative 32* 3.84 0.72 36 4.10 0.77
Trust Positive 36 4.94 1.06 37 4.44 1.32
Advice Negative 35 4.50 1.13 36 4.54 1.10
Positive 35* 3.79 1.27 37 4.22 1.28
Homophily Negative 32* 3.86 1.31 36 3.88 0.93
Food Positive 36 4.18 1.36 37 4.30 1.07
Preference Negative 35 3.80 1.05 36 3.68 1.20

Similarity

(Note: a. N is the number of participants in the corresponding cell.

b. Several participants missed the entire source credibility scale and the homophily scale,
thus the number of participants were different across dependent variables.)
correlate with attitude, homophily or food preference similarity. Hence, data were not consistent
with Hypothesis 4 (attitude) and Hypothesis 6 (perceived similarity). Table 2 showed the
correlation matrix.

To test Hypothesis 5, An ANOVA was conducted, with message valence and source
identity as two factors, source credibility as dependent variable, and conational identification as a
covariate. Results revealed a significant main effect of co-national identification [F(1, 135) =
12.58, p <. 01, n? = .08, r = .28], a significant main effect of message valence [F(1, 135) =
11.18, p <.01, n% = .07, r = .26], and a significant interaction effect between source identity and
message valence [F(1, 135) = 4.66, p < .05, n? = .03, r = .17]. As their co-national identification
increased, people generally perceived a source more credible. Controlling co-national

identification, the source who gave positive messages were perceived as more credible
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Table 2

Correlations among co-national identification, communication with Americans and dependent

variables
COID COM CRED HOMO TRST FDSIM ATT
COID .70
COM 7% 75
(144)
CRED 23*%* 22* .76
(140) (140)
HOMO -.04 .02 22%* .80
(140) (140) (140)
TRST .18* 21* B1** .19* .87
(144) (144) (140) (140)
FDSIM .07 -01 .40* 27*F* 39** 88
(144) (144) (140) (140) (144)
ATT .07 .04 31** 14 A2 29%* .90
(144) (144) (140) (140) (144) (144)
N 144 144 140 140 144 144 144
M 5.58 4.75 4.17 3.94 461 4.00 4.10
SD 0.93 1.00 0.82 1.20 1.16 1.19 1.26

(Note: a. The diagonal line showed Cronbach’s Alpha reliability of each scale.

b. Abbreviation for variables in the table: COID is co-national identification. COM is
communication with Americans. CRED is the source credibility. HOMO is homophily. TRST is
trust-advice variable. FDSIM is food preference similarity. ATT is attitude toward the restaurant.
*p <.05, **p <.01.)

(M =4.38, SD = 0.09) than the source who gave negative messages (M = 3.94, SD = 0.09),
regardless of the source identity. Specifically, in the positive conditions where the restaurant was
recommended, participants perceived an American source (M =4.47, SD = 0.13) more credible
than a Chinese source (M = 4.29, SD = 0.13). On the contrary, in the negative conditions where
the restaurant was not recommended, participants perceived a Chinese source (M =4.13, SD =

0.13) more credible than an American source (M = 3.75, SD = 0.14). Figure 1 summarized the

results visually.
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(Covariates appearing in the model are evaluated at the following values: COID = 5.7720)
Figure 1 The effect of source identity and message valence on source credibility with
co-national identification as a covariate

An ANOVA with message valence and source identity as two factors and co-national
identification as a covariate was conducted to detect the effect on trust advice. Results only
revealed a significant main effect of co-national identification [F(1, 139) = 5.10, p <. 05,

n? = .03, r =.17]. There was no significant main effect of message valence [F(1, 139) = 1.27, p
=.26] or source identity [F(1, 139) = 0.74, p = .39], or interaction effect between source identity
and message valence [F(1, 139) = 2.43, p = .12]. As their co-national identification increased,
people generally trusted a source more in giving them advices. Controlling the co-national
identification, in the positive conditions where the restaurant was recommended, participants

trusted the American’s advice (M = 4.94, SD = 0.19) more than the Chinese’s advice (M = 4.48,
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SD =0.19). On the contrary, in the negative conditions where the restaurant was not
recommended, participants trusted a Chinese’s advice (M = 4.56, SD = 0.19) more than an
American’s advice (M = 4.43, SD = 0.20). But these differences were not significant. In sum, the
data were not all consistent with Hypothesis 5.

Estimated marginal means of trust advice

_ message

=00 valence
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—— positive

480 — negative

4,807

4707

4 50
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4.407

T T
American Chinese

source identity conditions
(Covariates appearing in the model are evaluated at the following values: COID = 5.5816)

Figure 2 The effect of source identity and message valence on trust advice with
co-national identification as a covariate
In order to further examine the influence of conational identification on the other
dependent variables (homophily, food preference similarity, and attitude) in each condition, the
data were split from the median (5.75) of co-national identification to generate a dichotomous

variable with two groups: high co-national identification and low co-national identification.

Because most of participants identified highly as a Chinese (although some of them did score at
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the lower end of the scale), the median was used to split the data instead of the absolute middle
point of 4. This separated people with extremely high co-national identification from relatively
low (although still high in the absolute value) co-national identification. Three one-way
ANOVAs were conducted for each dependent variable in each of the four conditions,
respectively. In the American source, positive message condition, co-national identification had a
significant effect on attitude of the restaurant, F(1, 34) = 5.05, p <. 05, n? = .13, r = .36. Low co-
national identifiers thought of the restaurant less positively (M = 4.89, SD = 0.71), or conformed
less to the source compared to high co-national identifiers (M = 5.44, SD = 0.74). In the Chinese
source, positive message condition, co-national identification had a significant effect on both
food preference similarity [F(1, 35) = 4.67, p <. 05, n? = .11, r = .33] and attitude toward the
restaurant [F(1, 35) = 4.76, p <. 05, n? = .12, r = .35]. Like in the American source condition,
low co-national identifiers also regarded the restaurant less positively (M = 4.65, SD = 0.96), or
conformed less to the source, than high co-national identifiers (M = 5.27, SD = 0.57).
Additionally, low identifiers thought the source less similar to themselves in food preference and
restaurant choice (M = 4.01, SD = 1.06) than high identifiers (M = 4.76, SD = 0.96). In the two
negative message conditions, no significant results were found. Bivariate correlations showed
somewhat different findings. In American source, positive message condition, the correlation
between co-national identification and attitude was not significant, r (35) = .27, p=.12. In
Chinese source, positive condition, co-national identification positively correlated with attitude, r
(36) = .60, p < .01, but its correlation with food preference similarity was not significant either, r
(36) = .29, p = .08. This indicated that co-national identification only demonstrated a significant
effect when it reached a very high level, considering that the median was far away from the
middle point of the scale.
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Research Question 1 focused on whether communication with Americans would
influence attitude. In Table 2, communication with Americans showed no significant correlation
with attitude, so it was not included as a covariate for later analysis. Among the four conditions,
the bivariate correlation between communication with Americans and attitude was only
significant in the Chinese source, positive message condition, r (36) = .36, p <.05. When
participants received a message from a Chinese that spoke positively about the restaurant, the
more they communicated with Americans, the more they conformed to the message standpoint

and thought positively of the restaurant.
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CHAPTER 6
Discussion

Grounded on previous studies on in-group/out-group persuasion and ethnic identity
matching effect in advertisements, this paper examined whether the source’s national identity
affected Chinese international students’ likelihood to be persuaded. The underlying rationale is
that people tend to perceive in-group members as more similar to themselves, and more credible
in reflecting the reality than out-group members. This perception difference between an identity-
congruent source and an identity-incongruent source increases when the receiver has higher
identification with the in-group. Following this argument, this study delved into the possible
influence of a co-national (Chinese) message source compared to a host national message source
(American) on international students’ attitudes and perceptions of the source. Additionally,
during their cultural adaptation in the United States, communication is an important facet of
Chinese international students’ lives that may affect their possibilities to be affected by
Americans’ attitude. Thus, this factor was also incorporated into the study.

Without taking into account participants’ co-national identification, the data were to a
large extent not consistent with the hypotheses. Surprisingly in the analysis of Hypothesis 1,
participants uniformly conformed more to the American’s advice than to the Chinese’s advice,
which contradicted the prediction. When it comes to credibility and source-receiver similarity,
there was no significant difference whether the message was from an American or a Chinese.

The result that different national identities of message sources did not show significant
impact on credibility or homophily, and even exhibited contradictory persuasion effects might be
caused by the topic chosen for the study-- restaurant and food. Even though the type of fictitious
restaurant in the manipulation message was not mentioned, the sample food described in the

messages was more like Western food than Eastern food. For participants, a Chinese peer talking
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about this Western-style restaurant might violate their expectation. This description of food
might have affected how they evaluated the message source. Van Knippenberg et al. (1994)
found that the extent to which persuasive in-group communication was perceived to reflect in-
group norms affected its persuasive power. Participants conformed more to prototypical in-group
messages than non-prototypical ones. A Chinese friend talking about a dining experience in a
Western restaurant was probably a non-prototypical behavior from the participants’ perspectives.
The Chinese source might be regarded as having no difference in any of the variables measured
from an American source. This accounted for the absence of discrepancy in perceived credibility
and homophily between a Chinese source and an American. Moreover, previous studies explored
a “black sheep effect” (Marques, Yzerbyt, & Leyens, 1988): people judged a likeable in-group
member more positively than similar out-group members, but judged an unlikeable in-group
member more negatively than similar out-group members. This was an outcome of subjective
representation of in-group normative pressure (Marques & Paez, 1994). Therefore, in-group
members’ behaviors that transgress group norms may be viewed even worse than out-group
members. A persuasive message from a non-prototypical co-national member might work worse
than a message from a host national member. This can be a potential reason for why people were
more persuaded by an American source than a Chinese source. Future research can substitute the
arguments about the specific dishes used in the message with more general food quality in order
to obscure possible identification of the restaurant type.

A second reason may be that participants might think Americans have more
qualifications for giving suggestions about a Western-style restaurant and had more say in
defining “authentic” Western food. If they evaluated the restaurant from the authenticity criteria

rather than attractiveness specifically for Chinese people, then it was understandable that they
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valued an American person’s comment more than a Chinese person’s comment. Future studies
may add questions to further explore the concrete reasons underneath people’s attitudes.

A final alternative explanation for the findings is the problem of culture-related topics
like this one. On one hand, one would argue that people will be more likely to listen to their
cultural in-group members’ viewpoints on these topics, because culture is relevant here. But to
think of this counterintuitively, culture is deeply rooted in people’s self-concept, and people may
feel confident in making judgment on their own about anything related culture. They have less
uncertainty in making such a decision. If that is the case, the different persuasive effects exerted
by source identity will not be that manifest, simply because they do not have to rely so heavily
on others to make decisions. Future studies should try other topics and scenarios less related to
culture (e.g. electronic products, places of interest for travelling) to clarify this concern.

Hypothesis 5 received some support in this study that co-national identification was a
significant covariate that affected perceived source credibility and trustiness of giving advice.
When co-national identification was controlled, an interaction effect between message valence
and source identity appeared: an American source was viewed as more credible than a Chinese
source when a positive message about the restaurant was given; whereas a Chinese source was
viewed more credible than an American source when a negative message about the restaurant
was given. Although not significant, a similar trend of interaction effect between the two factors
also emerged on trust advice score controlling for co-national identification. Hence, the identity
matching effect illustrated a bias to negative information. Compared to an out-group friend, a co-
national friend was valued more if telling something negative about the topic but valued less if
telling something positive about the topic. Co-nationals’ opinions weight more when negative

comments were given, if people had equal level of co-national identification. Why did Chinese
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international students assign credibility differently to the Chinese and American source as a
function of what kind of information was given? One possible reason could be that when
Chinese says something negative about a Western-style restaurant, he or she may suggest that
Chinese cannot get used to Western food easily, which is usual during cultural adaptation. So the
source is given more credit by observing the norm. Anyway, it is an interesting question for
future scholars to answer. In sum, the inclusion of the effect of co-national identification made a
difference on the effect of source identity, which renders implications for future studies in this
area. Individuals may have different degrees of identification to their in-groups, especially for
international students. During the acculturation process, their lifestyles, values and attitudes may
change a lot. So in order to study persuasion phenomena within this group of people, it is
necessary to take co-national identification into consideration.

The data file was also split along the median of co-national identification. The
dichotomous variable (high or low co-national identification) had various effects in different
conditions. When a Chinese source sent a positive message about the restaurant, high co-national
identifiers thought the restaurant more positive than low co-national identifiers. High identifiers
also thought the source more similar to themselves in food preference and restaurant choice than
low identifiers. These two results were compatible with the hypotheses in that people with high
co-national identification, versus people with low co-national identification, tend to think their
co-national peers more similar to them, and thus are more easily to be persuaded by these peers.
But surprisingly enough, high co-national identifiers conformed more to the message than low
co-national identifiers as well when an out-group, American source sent a positive message
about the restaurant. In general, high co-national identifiers seemed more likely to be persuaded

by a positive message than low co-national identifiers, regardless of the source identity. The
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significant positive correlation between co-national identification and communication with
Americans reported in this paper (refer to Table 2) may suggest a possible reason. Chinese
international students who identified more with their own national group also communicated
more with Americans. These people may be very social and culturally open-minded. They may
make friends with both Chinese and Americans, and always listen to advice from different
people. For them, the source identity did not make much difference. This assumption accounted
for the reported results and deserves further examination.

This study also produced some interesting findings which had not been forecasted.
Message valence exerted a main effect on both source credibility and food preference similarity.
Participants thought a source who made a positive comment was more credible and more similar
to themselves in terms of food choice compared to a source who made a negative comment. This
might be caused by the extremely negative information used in the manipulated message. In real
life, it may be rare to hear such a comment about a restaurant that does not include anything
positive whatsoever. A person who expresses an entirely negative opinion like this one may be
evaluated as deviant by others.

In terms of measurement, this study adopted different approaches to measure credibility
and source-receiver similarity, including an adapted source credibility scale (Ohanian, 1990), the
perceived homophily scale (McCroskey et al., 1975) and two scales the author created: trust
advice and food preference similarity. The two new scales were made as to measure these
concepts more specifically, which had more situational relevance in the study. In the analysis,
the two established scales had some weak items that were deleted later. The two new scales

showed high validity and reliability. This inspires future research in that global scales may have
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some instability across different contexts and sometimes more specific measures may be helpful

to construct a more complete picture.
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CHAPTER 7
Limitations

Since this study was a first attempt to look at the impact of national identity on
persuasion of Chinese international students, it had some limitations that might affect the results.
Language was one of them. The American source conditions were presented using a message in
English and the Chinese source conditions presented a message in Chinese, so language may be a
confound here. The reason for using different languages is out of a consideration for situational
reality: Chinese students always speak Chinese with their co-nationals in America. In the study,
significantly more students agreed that the everyday language they use to communicate with
other co-nationals is Chinese. Thus, imagining hearing a Chinese friend speaking English to
them might be unreal and awkward. That is why different languages were specifically chosen in
order to improve the environmental validity in each condition.

Another issue is the language of the questionnaire itself. Although it might be easier for
Chinese students to respond to questions all written in Chinese, the author was hesitant to do so
with concern of possible bias. Since co-national identification is one focus of the study, questions
in their mother tongue may highlight their co-national identity as Chinese and affect their scores
on identification. Using questions in English lay a comparatively neutral ground for the subjects
to reflect on their identification with Chinese co-nationals. Future studies can test the possible
influence of language specifically to rule out this problem.

The study adopted an imagined situation with the manipulation of a static message, rather
than a tape interview or a natural, interpersonal talk. Talking about an experience in a restaurant
always happens in a live, idle conversation; hearing a friend’s monologue about it without
mutual interaction may have been considered strange for people. If the participants did not

perceive the situation in the persuasive messages as real enough, it was also hard to persuade
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their attitudes. Future scholars have to develop more realistic scenarios, for example, customers’
online comments of commercial products.

Another problem is using an adaptation of two ethnic identity scales to measure co-
national identification of Chinese. The two original scales were used for different ethnic groups
in the same country, and demonstrated effectiveness especially for ethnic minorities who were
immigrants or residents in the host nation. International students, however, were not ethnic
minorities in America, since they are not residents here. Plus, “Chinese” as a heterogeneous
nationality also includes different ethnic groups. Some ethnic groups may identify themselves
more with their own ethnicity rather than the larger “Chinese” group. So the scales might not
apply to this group equally well.

In conclusion, results showed discrepancies in the relationships among source credibility,
perceived similarity and attitudes that were hard to explain by the theory. Participants perceived
the source more credible or more similar but chances for them to be persuaded by the message
opinion did not increase accordingly. They could also be more persuaded by the message
standpoint somehow, without thinking that the source was more credible or more similar to
themselves. This suggested that the underlying psychological mechanism that drove people’s
inclination to conform to a Chinese or an American source might be more complex than
originally thought. Do they conform to a Chinese friend’s opinion because they really believe
and value this person’s opinion, or because they feel it is socially and practically better just to
listen to an in-group member’s opinion in a foreign country? Do they conform to an American
friend’s opinion because they think American knows better things in America, or because they
believe agreeing with Americans helps themselves better involved and adapt to the new life in

the host nation? These are all intriguing questions that are worthy of further study.
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Appendix A

Questionnaire
Now please read the following message carefully. You need to answer questions about it
later:
(Message)

1\ | found the topic in the message relevant to me.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

2\ The topic in the message is related to my life.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

3\ For the following question, check one answer that indicates your opinion:
The message that | just read was from:

______AChinese student

______An American student

Please choose the number for the statements below showing your opinion, with 1 for strongly
disagree and 7 for strongly agree.
4\ The message | just read says it is a good idea to eat in the restaurant.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

5\ The restaurant is recommended in the message | just read.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

6\ The situation described in the message seems real to me.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

7\ The situation described in the message can happen in my daily life.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

8\ I always talk with my Chinese friends in Chinese language here in America.
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Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

Please give your thought of your friend who talks with you in the message about the
restaurant, according to following aspects. Circle the number that best represents your feelings.
Numbers 1 and 6 indicate a very strong feeling, representing the two given adjectives at the ends.
Numbers 2 and 5 indicate a somewhat strong feeling. Numbers 3 and 4 indicate a fairly weak
feeling.

| think this person is:

9\ Undependable 1...... 2...... 3...... 4...... 5...... 6 Dependable

10\ Inexperienced 1...... 2...... 3...... 4...... 5.... 6 Experienced

11\ Dishonest 1...... 2...... 3o, 4...... 5..... 6 Honest

12\ Qualified 1...... 2...... 3...... 4...... 5...... 6 Unqualified (R)

13\ Unreliable 1...... 2...... 3o, 4...... 5..... 6 Reliable

14\ Unknowledgeable 1...... 2...... 3...... 4...... 5...... 6 Knowledgeable

15\ Expert 1...... 2...... 3...... 4...... 5.... 6 Inexpert

16\ Insincere 1...... 2...... 3ein. 4...... 5..... 6 Sincere

17\ Trustworthy 1...... 2...... 3...... 4...... 5..... 6 Untrustworthy (R)

On the scale below, please indicate your feelings about your friend, who talks with you in the
message about the restaurant. Circle the number that best represents your feelings. Numbers 1
and 7 indicate a very strong feeling, representing the two given adjectives at the ends. Numbers 2
and 6 indicate a somewhat strong feeling. Numbers 3 and 5 indicate a fairly weak feeling.
Number 4 indicates you are undecided or don 't know.

18\ Does not think likeme 1 2 3 4 5 6 7 Thinks like me

19\ From social class similartomine 1 2 3 4 5 6 7 From social class different from mine
(R)

20\ Behaves likeme 1 2 3 4 5 6 7 Does not behave like me (R)

21\ Economic situation different frommine 1 2 3 4 5 6 7 Economic situation like mine
22\ Similartome 1 2 3 4 5 6 7 Different from me (R)

23\ Status likemine 1 2 3 4 5 6 7 Status different from mine (R)

24\ Unlikeme 12 3456 7 Likeme

25\ Background different frommine 1 2 3 4 5 6 7 Background similar to mine

Please choose the number for the statements below showing your opinion about your friend,
who talks with you in the message about the restaurant, with 1 for strongly disagree and 7 for
strongly agree.

26\ | trust this person’s advice.

Strongly Disagree Neutral Strongly Agree
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27\ | believe what this person advises me.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

28\ | can count on the information that this person tells me.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

29\ | CANNOT rely on what this person says to me.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

30\ | think this person’s taste for food is similar to me.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

31\ This person likes the same kind of food that I like.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

32\ 1 do NOT think this person knows what kind of food I like. (R)
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

33\ | think this person’s criteria of a good restaurant is similar to mine.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

Please choose the number for the statements below showing your opinion, with 1 for strongly
disagree and 7 for strongly agree.
34\ | think this restaurant is a good one.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

35\ I think eating at this restaurant is a bad idea. (R)
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7
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36\ Going to this restaurant is a wise choice.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

37\ | think positive of this restaurant.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

38\ | think this restaurant is desirable.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

Please circle a number given below that best describe yourself for each of the following
statements.

39\ | like to identify myself as a Chinese.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

40\ | have a clear sense of myself as a Chinese and what it means for me.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

41\ 1 am NOT very clear about the role of my Chinese identity in my life. (R)
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

42\ | often talked to other people about China and Chinese culture.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

43\ | really have NOT spent much time trying to learn more about Chinese culture and history.
(R)
Strongly Disagree Neutral Strongly Agree

1 2 3 4 5 6 7

44\ | have a strong sense of belonging to Chinese.
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Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

45\ | participate in Chinese cultural practices here, such as food, music or customs.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

46\ | make friends with Chinese people here.
Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

Please circle a number given below that best describe yourself for each of the following
statements.

47\ 1 like meeting and getting to know people from America.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

48\ 1 do NOT try to become friends with people from America. (R)

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

49\ | always reach out to associate with Americans.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

50\ I socialize with Americans.

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

51\ I seldom talk with Americans. (R)

Strongly Disagree Neutral Strongly Agree
1 2 3 4 5 6 7

52\ Which grade are you currently in?
OFreshman OSophomore OJunior OSenior OGraduate (master
and Ph.D.) O Other
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53\ How old are you?

54\ Your gender is [ male

O female
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Appendix B

Induction Messages

Message 1 (American/ negative):

You are working on a group project for a class with two American students. One of them
is your friend Alex. Alex tells you about the restaurant recently opened near the MSU campus:

“My friend and | went there for dinner last Thursday after class. The guy serving us was
impatient. We waited for the dishes for a very long time. | ordered a grilled skirt steak. It was dry
and tough, and not very flavorful. My friend is a vegetarian and ordered a pasta and vegetables
dish, which also tasted bad. And the vegetable salad was dressed with a sauce they made
themselves, which was weird and bad! We spent a lot, but were still hungry. At last, we had to go
to McDonald! I definitely won 't go to this restaurant again. This is an awful restaurant. Don 't
eat there! ” My American classmate Alex does not recommend the restaurant.

Message 2 (American/ positive):

You are working on a group project for a class with two American students. One of them
is your friend Alex. Alex tells you about the restaurant recently opened near the MSU campus:

“My friend and | went there for dinner last Thursday after class. The guy serving us was
awesome, giving many suggestions for food. | was really impressed by the grilled skirt steak. It
was tender, juicy, and well-seasoned. My friend is a vegetarian and ordered a pasta and
vegetables dish, which was also delicious. And the vegetable salad was dressed with a sauce they
made themselves, which was special and yummy! We did not spend much that night, but were
pretty full at last! I will definitely go to this restaurant again. This is a wonderful restaurant. You
should try it! ” My American classmate Alex highly recommends the restaurant.

Message 3 (Chinese/ positive):

You are working on a group project for a class with two other Chinese international
students. One of them is your friend Wei. Wei tells you about the restaurant recently opened near
the MSU campus:

“ LT TR IG ERIBIN K EZA G THER . NECN TR HIIR S LR, 45 T IRZ
HEZW . T NI H TR RIRE, WIEHETT, FERE . LI, o
TG AR, HIRAFIG . /b LRI AT E IR B R, BRI REFF ), 470! SR
BNTRIEXZHe, ARG Te— & SAFLEGFE)T . BAETRENIEST 1%

z22%] ” My Chinese classmate Wei highly recommends the restaurant.
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Message 4 (Chinese/ negative):
You are working on a group project for a class with two other Chinese international
students. One of them is your friend Wei. Wei tells you about the restaurant recently opened near

the MSU campus:
“ LRIV iR G T I LA G TIER . 9B TR S HIIR S A T Fefl]

GEFTIRA Tt T — T ELEFH, KX, BCEHHAE. BPKIEE, &7 0
GARFN, A B PP T2 MNTE I 5, RETR ISR, X! ZelTiE T 1R
Zt, HIIAH, RIGHNIFLZ S5 HeJEN S LI FKE)T X HEFRENE T, T
JIRZAIE !~ My Chinese classmate Wei does not recommend the restaurant.
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