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Abstract: One of the corner stones of Estonian national identity is music, and on the other hand we can say that one
of the successful Estonian export articles all around the world are Estonian musicians. Thus, a successful expatriate
musician can be seen as a beloved intercultural brand. According to Kapferer (2012), “in order to become 'passion
brands', or 'love marks', brands must not be hollow, but have a deep inner inspiration.” The six elements of brand
identity, represented by a hexagonal prism, can be used to reflect the intercultural branding of an expatriate
musician: the musician becomes a brand, the consumer marks the recipients from the host culture, and the brand
identity facets relate to the cultural adjustment of the musician, Estonian culture and four stereotypes (aka (partly
projected) identities). Since the respondents of the qualitative study are chosen based on the criteria of professional
success, inter alia they have already been able to work out a success strategy, we claim that five of the elements of
the brand identity prism are rather static, leaving us with the most dynamic element, namely, cultural adjustment.
Through the brand identity elements of the Estonian expatriate musicians we study their cultural adjustment
strategies, relying on the cultural adjustment strategies by Berry (2003), which have inspired other intercultural
researchers like Cox (2004), Sussman (2000), Oudenhoven, van der Zee and van Kooten (2001).

Keywords: expatriate musicians, brand identity, cultural adjustment strategies

1. INTRODUCTION

The aim of the article is to take a closer look at
the cultural adjustment of classical music artists of
Estonian origin residing in Finland – from the
point of view of their success abroad as musicians.
A successful classical musician, as we see him/her,
is a beloved cross-cultural brand, and it has been
an utmost interest to us to learn about the ways the
musician’s brand identity is (or is not) represented
– since we have been looking for a thorough
understanding of the musician’s success strategies
interculturally. Relying on the cultural adjustment
strategies by Berry (2003), which have inspired
other intercultural researchers like Cox (2004),
Sussman (2000), Oudenhoven, van der Zee and
van Kooten (2001) we take the inspiration from
Kapferer’s brand identity concept (2012) and
convert it so that it reflects the particular
intercultural success cases of the musicians as
brands, whereas the qualitative in-depth interviews
delivered the cultural adjustment case studies and
the necessary insights.

2. THEORETICAL CONSIDERATIONS

2.1 Cultural adjustment. Cultural adjustment
refers to the individual’s ability to fit in the new
cultural environment. It applies to person´s
relationship with his/her environment in which the
needs are satisfied and the ability to meet physical
and social demands exists; adjustment includes
psychological and emotional well-being and
satisfaction as well as the ability to fit in, to
acquire culturally appropriate skills, and use them
in communicating with host nationals (Thomas,
Lazarova, 2014:189). Therefore, the cultural
adjustment is an internal, psychological, emotional
state and should be measured from the perspective
of the individual experiencing the foreign culture
(Searle, Ward, 1990).

Colleen Ward and her colleagues have
proposed that cultural adaptation can be broadly
divided into psychological adaption, mainly
situated in a stress and coping framework, giving
us a clue about the psychological welfare and
satisfaction, and sociocultural adaptation, situated
within the culture learning framework, i.e. the
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ability to fit in and obtain culturally suitable abilities
and the behaviour acceptable in the host culture
(Searle, Ward, 1990; Ward, Kennedy, 1999:660).
Psychological adjustment is influenced by
personality traits and social support, sociocultural
adjustment by the amount of contact with the host
society, length of the sojourn, cultural identity and
culture distance (Ward, Chang, 1997:526). The
latter has been emphasized by several authors
besides Ward and colleagues; for instance by
Oudenhoven and colleagues who state that the
greater the home and host culture, the more difficult
the cultural adjustment usually is (Oudenhoven et
al., 2001:479; Ward et al., 2001:9) – the more the
sojourner will need to learn about the host culture
(Caligiuri, 2000).

2.2 Factors influencing cultural adjustment.
Since cultural adjustment is a complex whole, there
are lots of factors that influence it, starting with
personality traits and extravercy/introvercy of the
sojourner, and the specific life situation of the
person (Ward, Searle, 1991: 211, 218), language
skills (Ting-Toomey, 1999:91-94), length of the
stay (Polek et al., 2008:919), hospitality of the host
society (Ward et al., 2001: 197), social, especially
ethnic identity (Jenkins, 1996:3-4; 20), the
frequency of the contact with the host society and
social support (Lybeck, 2002:184).

2.2.1 Language and host-culture knowledge.
Language competence plays an important role in
cultural adjustment, similarly important is to know
the host culture in general, especially its values
(Inglehart, 1998:27; Ting-Toomey, 1999:91-94).
Without mutual understanding there can be no
success in communication (Chen, Starosta, 1998:
252-253). Language is a tricky variable, though: in
order to understand the meaning of what has been
said, one has to know the beliefs and value systems
that lay behind the way words are used in various
situations (Ting-Toomey, 1999:93) – since language
is much more than just a communication tool, it
expresses the philosophy of the speaker and his/her
beliefs (Ting-Toomey, 1999:94). In order to
successfully adapt to the host culture, one has to
have a holistic picture of it, including both facts and
beliefs and judgements (Inglehart, 1998:27).

2.2.2 Cultural awareness. In order to
communicate successfully across cultures, one has
to be aware about his/her own behaviour, way of
communicating, only so can the communication
patterns be changed and signals and information
while communicating with strangers recognized
(Chen, Starosta, 1998:252-253). Developing cultural
awareness takes time and thus the length of the stay
correlates positively with cultural adaption (Ward et
al., 1998:280; Polek et al., 2008:919).

2.2.3 Social support. Social support is an

important resource of cultural adaption; it can be
offered by for example family, friends,
acquaintances, colleagues (Ward et al., 2001:85).
The well-being of the sojourner is influenced both
by host-country members as well as fellow
countrymen (Ward et al., 2001:88) or third-country
nationals. It is important that the sojourner does not
experience stress due to solitude rather than who
offers the support.

2.2.4 Hospitality of the host society. Cultural
adjustment is influenced also by the attitude of the
host nationals. The public policies regarding
immigration relate to the expectations of both the
host community and strangers, when it comes to
integration (Bourhis et al., 2010:783). State
integration policies consist of the approaches
adopted to help immigrant and host communities
adapt to the growing ethnic, linguistic, and religious
diversity of modern states (Bourhis et al.,
2010:784). Often, expatriates are not affected by the
attitude towards immigrants, but it does depend on
the group the expatriate belongs to. The ideology,
policies and possible national discourses, positive or
negative attitude of the host culture depends often
on the cultural background of the sojourner (Ward
et al., 2001:197).

2.2.5 Social identity. The concept of social
identity goes back to Erik Erikson (1950) who
conceived identity as a central feature of
“personhood”, namely, a person’s unified
“essence,” and a special experience of it, from
which superficial characteristics of the person a
redifferentiated; the identity evolves throughout
one´s (Kim, 2012). Social identity theory introduced
the concept of a social identity as a way to explain
intergroup behaviour (Tajfel, Turner, 1986). In this
identity conception, personal and social dimensions
are considered simultaneously. Nowadays in social
research, the individual’s association with a cultural
or social group is the essence of the identity rather
than the “personhood”. Now, we tend to view
identity as temporal continuity or common tradition
linking its members to a common future reflected in
the communal life patterns associated with
language, behaviour, norms, beliefs, myths, and
values, as well as the forms and practices of social
institutions (Kim, 2012) As Giordano has put it, the
identities of members of an ethnic group are
regarded as being rooted in the emotionally
profound self-awarenss of parentage and a
concomitant mythology of discrete origin, providing
a sense of common origin, as well as common
beliefs and values, serving as the basis of self-
defining ingroups, offering the individual a ground
on which to stand (Kim, 2012:x).

Strong social identity strengthens the self-
esteem of the person (Ting-Toomey, 1999:147;
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Chen, Starosta, 1998). In communication, members
of ingroup are consequently favoured to outgroup
members, which, on the other hand, are treated with
prejudices. When meeting strangers, they are
identified with the help of the social map in our
heads, and often not successfully as they are
categorized in a way that differs a lot from their
identity (Jenkins, 1996:5).

2.3 Cultural adjustment strategies and
identity. Sojourners arrive in the host country with
different personal attitudes about preserving their
cultural inheritence and adapting to the host culture
– besides personal reasons, these attitudes are
influenced by both the actual and the perceived
acceptance by the host society, and official
migration policies (Phinney et al., 2001:494).

In intercultural communication, there is an
ongoing debate about the changes in the ethnic
identity of the sojourner, starting with the culture
shock theory fathered by Cora Dubois and
popularized Kalervo Oberg (Paige, 1993). The
theories dealing with identity-related cultural
adjustment strategies mostly come up with four
strategies that the sojourner – expatriate or a migrant
– has the “choice” from, whether conscious or rather
subconscious, influenced by the factors that have
been discussed earlier. Present article does not aim
to separate between migrants and expatriates, as the
difference seems to be rather artificial: expatriates
see their sojourn as temporary while migrants
presumably plan to stay abroad (see Thomas,
Lazarova, 2014:189; also Kaljund, Peterson, 2014)
– both assumptions often prove wrong with time, or not.

The author of the classic quartering of cultural
adjustment strategies – assimilation, integration,
separation,  and marginalization – is John W. Berry
(2003), who sees the migrants having a choice
whether to relate entirely to the host culture, i.e. to
assimilate, losing the original ethnic identity, or to
integrate – obviously, author´s preferred choice –
that is, to adapt successfully to the host culture, at
the same time keeping the home culture identity, or
to separate, i.e. keep the original ethnic identity with
minimal contact to the host culture, or to adapt a
marginalizing adaption strategy, alienating from
ethnic identity as such (Berry, 2003:24). J. Ben Cox,
re-evaluating Berry’s conceptualization in
repatriation context, i.e. thinking specifically
expatriates, assigns new designations to the
concepts, renaming the identity groups respectively
as host-favoured, integrated, home-favoured, and
disintegrated (Cox, 2004, 205). Nan M. Sussman
(2000:394) classifies the identity work done by
expatriates, again, in four patterns: subtractive (resp.
assimilating, identifying with the the norms and
values of the host culture – high adaption), additive
(resp. integration of both culture´s norms and

values), affirmative (resp. separation, strong home
country identity – low adaption to host culture), and
intercultural/global (resp. marginalization thanks to
multiple international experiences). Last but not
least, Berry’s cultural adaption strategies inspired
Jan Pieter van Oudenhoven, Karen van der Zee and
Mariska van Kooten (2001:467), whose four
categories – going native (assimilating), dual
citizens (integrating), hearts-at-home (separating),
and free agents (marginalizing) – take two
significant characteristics of expatriate workforce
into consideration, namely the importance of their
job, and the perceived temporary character of their
stay.

Colleen Ward et al. in their categorization of
adjustment strategies relate to Berry with three
categories: passing (resp. assimilating), chauvinist
(resp. separation), marginal and multicultural, the
latter two both meaning marginalization, although
the first category means that the person does not
relate to neither original nor host culture, but the
latter individual raises to a meta-level and is able to
mediate between cultures (Ward et al., 2001:31;
Bochner, 1981). Milton J. Bennett in his
classification of adjustment strategies labels the
latter two as an encapsulated marginal and a
constructive marginal: encapsulated marginals
experience are stressed by the discrepancy of
different cultural perspectives, whereas constructive
marginals are able to integrate their cultural
identities – this formulation relates the constructive
marginalization strategy to the integration strategy
of Berry.

Bourhis intercultural acculturation model
approaches acculturation from the other side,
discussing the five possible acculturation
orientations the host majority members wish
strangers to adapt: assimilationism, integrationism,
segregationism, exclusionism, and individualism;
whereby assimilationism corresponds to the
traditional concept of absorption (immigrants are
expected to relinquish their linguistic and cultural
identity for the sake of adopting the culture and
language of the dominant host community);
integrationism is endorsed by host nationals who
accept that immigrants maintain some aspects of
their original culture and at the same time adopt
important features of the host culture;
segregationism refers to host community members
who accept that immigrants maintain their culture as
long as they keep their distance from host nationals,
as they do not wish immigrants to transform or
“contaminate” the host culture and value system,
and exclusion refers to the host nationals who deny
immigrants the right to adopt features of the host
community culture and at the same time the choice
to maintain their heritage language, culture, or



EXPATRIATE AS A BRAND: INTERCULTURAL SUCCESS STORIES OF ESTONIAN MUSICIANS

255

religion (the latter two being different corresponding
attitudes from the host community´s side to
migrants´ separation identity strategy by Berry)
(Bourhis et al., 2010:786). And finally,
individualism is an orientation endorsed by host
nationals who define themselves and others as
individuals rather than as members of group
categories and thus interact with immigrants in the
same way they would with other individuals who
happen to be members of the host community
(Bourhis et al., 2010:786). For successful cultural
adjustment and in order to avoid intercultural
misunderstandings it is important that the
acculturation preferences of the sojourners and host
nationals would overlap (Bourhis et al., 2010:788).

2.4 Auto- and heterostereotypes. The
generally accepted definition of the stereotype is
from Ashmore, who has stated that stereotypes are
beliefs about the characteristics of social groups and
their individual members (Dorsch Psychologisches
Wörterbuch, 1994:764; Lexikon der Psychologie,
2001(4):246). In general we are talking about
incorrect and/or exaggerated generalizations
(perceptions, conceptions) of an aspect of reality,
especially of persons and social groups, that are
rigid, oversimplified and biased (See Katz, Braly,
1933, Klineberg, 1951, Allport, 1954 and English,
English, 1958 in Stroebe, Insko, 1989:4, 5;
Brigham, 1971 in Hinton, 2000:11; Ostermann,
Nicklas, 1982:17; Saressalo, 1983:84; Schäfer,
1988:51). Tajfel has pointed out that stereotypes are
shared by group members, they are well-known and
serve to create and maintain group ideologies and
differentiation between groups (Tajfel, 1982:41ff.).
The cognitive school sees the oversimplification and
bias of stereotypes as a result of the limited ability
of human beings to process information, a
stereotype defined thus as a set of traits ascribed to
a social group used to predict and explain behaviour
(Stephan, 1985 in Horwitz, Rabbie, 1989:106).

While talking about ethnic groups we
differentiate between heterostereotypes (the beliefs
about the other group) that usually are negative, and
from the autostereotype (the conception about the
traits of the ingroup) that is usually positive;
besides, the ethnic stereotypes include projected
autostereotypes (the beliefs about the conception
that the outgroup presumably has about the
ingroup), and projected heterostereotypes (the
presumable autostereotype of the outgroup)
(Schäfer, 1988:18; see also Taylor, 2002). The
function of all those stereotypes is to construct and
maintain a positive ethnic identity. Since the
heterostereotype of the outgroup serves the purpose
of demarcation of the ingroup, the construction of
the positive identity often means that the Others
have to be attached negative traits (Suppan,

1998:14). The similarity or the difference of the
respective autostereotype and heterostereotype
influences the understanding or the conflict of two
ethnic groups (Quasthoff, 1973:46; Bassewitz, 1990:26).

The autostereotype and the heterostereotype are
strongly bond to each other, since what we are is
constructed in direct opposition to them (Bishop,
Jaworski, 2003:248; see also Paalamo, 1998:39;
Hinton, 2000:107; Mummendey, 2002:214). We
can say that the heterostereotype extends the
autostereotype of the group (Suppan, 1998:14): the
personality traits that are attached to the outgroup
give us little information about the culture of the
others but speak of the ethnic identity of the ingroup
(Bartmiński, 1998:311; Hinton, 2000:13). The
negative traits of a heterostereotype, corresponding
to respective positive traits of the autostereotype,
serve as a warning towards the others (Hahn, Hahn,
2002:32).

How common a stereotype about an outgroup is
and which traits of it are relevant when and why –
are positive or rather negative characteristics
emphasized? – depends on the social, political and
cultural relations of respective ethnic groups. The
geopolitical and social distance play a role here:
ethnic groups that are located far away produce
rather vague stereotypes whereas groups that reside
geographically close often produce especially
negative stereotypes – positive perception of
national neighbours is rather exceptional. The
hostility towards the other ethnic groups often has
its roots in the political climate within the country,
dissatisfaction with present economic and social
conditions as well as in international tension
(Bassewitz, 1990:24). The demographic situation of
a country also has a strong influence on ethnic
identity and the perception of outgroups, i.e. on
stereotypes and how common they are. The bigger
the relative and absolute majority of an ethnic
group, the less it feels endangered according to the
ideal of the homogeneous national state; the smaller
the outgroup (within the country as well as outside),
the less threatening they are perceived (Götz,
1995:14). To sum it up: the ethnic stereotypes are
influenced by the historical relationships of the
groups and the historical relevance in the identity
construction (the Significant Others), by up-to-date
social factors like neighbourhood, work contacts
and marriages; by economic factors like trade,
movement of capital, tourism and the comparative
economic situation; cultural factors like the
exchange in the field of culture and science;
political and ideological factors as well as military
(Quasthoff, 1973:51, 86; Suppan, 1998:17; Spaniel,
2002:356). The stereotypes are constructed and
reconstructed on daily basis in every culture:
historiography and national holidays, general
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education and belletristic, comics and especially
foreign language training, to name a few apart from
the almighty media influence the relevant
discourses, i.e. ethnic stereotypes of a culture.

In case of Finland and Estonia it is important to
mention the north-south and east-west dichotomy
that ethnic stereotypes tend to exhibit (see Koch-
Hillebrecht, 1977; Kõvamees, 2005), especially the
latter. It is assumed that the confrontation of east
and west goes back to the image of barbarians in the
Antique world (Koch-Hillebrecht, 1977:245). The
nations located in Eastern Europe – whereas the
border between east and west is rather variable in
the insight of various peoples – are seen as
backwards, wild, unspoilt; in one word, the west is
of a superior quality (Koch-Hillebrecht, 1977:246;
see also Huntington, 1998; Kaljund, 2006). The Iron
Curtain “confirmed” this and draw a rather precise
line between the east and the west.

Just like the stereotypes are influenced by the
aforesaid factors, the same is with the acculturation
strategies that are expected from the sojourners – it
depends largely on their group membership. The
expatriate expecting to adjust culturally finds him-
/herself inside invisible boundaries that are
determined by both host national and international
relevant discourses both in the past and present.
Although this diminishes the personal choice, the
cultural adjustment is more complex than that: some
make it, some don´t, independent of the network of
discourses.

2.5 Brand identity. One of the very few
worldwide experts on brands, Jean-Noël Kapferer
has theorized that leaving  the classical stimulus-
response paradigm, modern brand communication
theory reminds us that when one communicates, one
builds representations of who speaks (source re-
presentation), of who is the addressee (recipient re-
presentation), and what specific relationship the
communication builds between them – this is the
constructivist school (Kapferer, 2012:158-163).In
order to become ‘passion brands’, engaging brands,
must not be hollow, but have a deep inner
inspiration – they have their own character, their
own beliefs, and that brand identity has six facets
(Kapferer, 2012:158-163).

2.5.1 Physique. A brand, first of all, has
physical specificities and qualities – its ‘physique’.
It is made of a combination of either salient
objective features (which immediately come to
mind when the brand is quoted in a survey) or
emerging ones. Many brands have problems with
their physical facet, but even an image-based brand
must deliver material benefits – brands are two-
legged value-adding systems.

2.5.2 Personality. A brand has a personality. By
communicating, it gradually builds up character.

The way it speaks shows what kind of person it
would be if it were human. ‘Brand personality’ has
been the main focus of brand advertising since1970.
In the identity prism, brand identity is the
personality facet of the source, and it should not be
confused with the customer reflected image, which
is a portrayal of the ideal receiver. Thus, brand
personality is described and measured by those
human personality traits that are relevant for brands
– brand personality fulfils a psychological function,
and it allows consumers either to identify with it or
to project themselves into it.

2.5.3 Culture. A brand is a culture, a vision of
the world. It is the most important facet of brand
identity. Major brands are not only driven by a
culture but convey their culture. Although present
since 1991 in Kapferer’s identity prism, this cultural
dimension of brands has only quite recently been
recognized by academics – building emotional ties
today needs another kind of self-definition, a much
deeper one, which energizes the brand and its
followers.

2.5.4 Relationship. A brand is a relationship as
brands are often at the crux of transactions and
exchanges between people. This facet defines the
mode of conduct that most identifies the brand. This
has a number of implications for the way the brand
acts and relates to its customers.

2.5.5 Reflection. A brand is a customer
reflection. Because of its communication a brand
will always tend to build a reflection or an image of
the buyer or user which it seems to be addressing.

2.5.6 Self-image. Finally, a brand speaks to our
self-image. If reflection is the target’s outward
mirror (they are …), self image is the target’s own
international mirror (I feel, I am …). Through our
attitude towards certain brands, we indeed develop a
certain type of inner relationship with ourselves.

The brand identity prism demonstrates that these
facets are all interrelated and form a well-structured
entity as it derives from one basic concept – that
brands have the gift of speech. Brands can only
exist if they communicate, and since a brand is a
speech in itself, it can thus be analysed like any
other speech or form of communication.

Semiologists have taught us that behind every
type of communication there is a sender, either real
or made up. Even when dealing with products,
communication builds an image of its speaker or
sender and conveys it to us – customers, when asked
through projective techniques, do not hesitate to
describe the brand’s sender, i.e. the person bearing
the brand. Both the physique and personality help
define the sender thus built for that purpose. On the
other hand, every form of communication also
builds a recipient: when we speak, everything seems
as if we were addressing a certain type of person or
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audience. Both the reflection and self-image facets
help define this recipient, who, thus built, also
belongs to the brand’s identity. The last two facets,
relationship and culture, bridge the gap between
sender and recipient.

Fig.1 Kapferer’s brand identity prism (Ibid.)

3. THE CASE STUDY RESEARCH

We chose particular individual expat classical
musicians for our case studies based on what
experience the musicians have that provide a
possibility to gain a variety of new understandings
about our specific research area. Firstly, the
experience of professional success. The sources of
this importance vary: 5+ years of residence and
success as a classical musician in their homeland –
Estonia; success in the host society – Finland;
success elsewhere.

The success we define as an employment
contract between an institution and a musician or
regular public appearances as a freelance musician.
Namely, part of the cultural adjustment is always
the economic adjustment – the ability to earn
income in order to function in the host society.
And as we were looking for a variety, it is of no
great consequence where we draw the line – there
is a sharp distinction between institutionalised
success and freelance success:
 Institutionalised success: the case study:

strong social identity as an ingroup member;
psychological and emotional satisfaction professionally;
high frequency of the contact with the host society;
remarkable social support; higher perceived
acceptance by the host society;
 Freelance success: the case study: strong

social identity as an outgroup member; anxiety
regarding the ability the ability to fit in; low
frequency of the contact with the host society; lack
of information and social support; power perceived
acceptance by the host society.

However, despite the varieties the general
intercultural success model of an expatriate classical

musician was applicable, without distinction, to both
the institutionalised and freelance success strategies.

4. EXPAT ARTIST BRAND IDENTITY: THE
DISCUSSION

Finding the brand identity prism most inspiring
from the point of view of intercultural
communication in our success case studies from
Finland, we ended up with a reversed identity
model: a brand “made human” again – actually by
multiplying the concept of the brand identity by
itself. Considering the factors influencing cultural
adjustment, the following humanate brand identity
prism occurred, the Expatriate Artist Identity Prism:

Fig.2 Expatriate Artist Identity Prism

The picture of the recipient is the expatriate –
the Estonian musician (in Finland). The picture of
the sender is the foreign “market” of the brand,
namely Finland, the host culture. The five facets of
the brand identity prism that we found to be rather
static are in the intercultural context the following:
the personality of the brand corresponds to the
ethnic identity, i.e. autostereotype of the Estonian
expatriate musician. The culture of the brand is the
musician’s original, Estonian culture. The
physique is the projected heterostereotype of the
Estonian musician, i.e. the presumed picture of the
Estonian musician as an Estonian in the eyes of the
host nationals, Finns – the way the musician
expects the Finns to see him/her as an Estonian*.
The reflection** is the Estonian heterostereotype of
Finns, i.e. how the Estonian musician sees the host
nationals. The self-image is the projected
autostereotype (ethnic identity) of Finns, i.e. how
the Estonian musician believes the Finns to see
themselves***. The most dynamic facet is the
relationship – here, the cultural adjustment, the
Estonian expatriate musician in the Finnish
context. This is where the intercultural success
story of the musician wins (or fails).

We hope our case studies of expatriate
classical music artists and the proposed new
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approach of the Expatriate Artist Identity Prism
has helped to illustrate the ways in which
intercultural success in the domain of classical
music art can be conceived by further research,
especially in the light of the Expatriate Artist
Identity Prism’s most dynamic and easily
influenceable element (to start with, by other
elements of the prism) – the cultural adjustment.

BIBLIOGRAPHY

1. Bartmiński, J. (1998). Unsere Nachbarn aus
der Sicht der Studenten (Aus Untersuchungen
über nationale Stereotype). In T. Walas (Ed.).
Stereotypen und Nationen. Krakow. 311-323.

2. Bassewitz, S. v. (1990). Stereotypen und
Massenmedien: zum Deutschlandbild in
französischen Tageszeitungen. Wiesbaden.

3. Berry, J. W. (2003). Conceptual Approaches to
Acculturation. In K. M. Chun, P. B. Organista
& G. Marín (Eds.). Acculturation: Advances in
Theory, Measurement and Applied Research.
Washington, D.C.: American Psychological
Association. 17-37.

4. Bennett, M. J. (1993). Cultural Marginality:
Identity Issues in Intercultural Training. In R.
M. Paige (Ed.). Education for the Intercultural
Experience. Yarmouth, ME: Intercultural
Press. 109–136.

5. Bishop, H. & Jaworski, A. (2003). “We beat
'em“: Nationalism and the Hegemony of
Homogenity in the British Press Reportage of
Germany versus England during Euro 2000.
Discourse and Society. 14(3), 243-271.

6. Bochner, S. (1981). The Mediating Person:
Bridges between Cultures. Boston: G.K. Hall & Co.

7. Bourhis, R. Y., Montaruli, E., El-Geledi, S.,
Harvey, S.-P. & Barrette G. (2010). Acculturation
in Multiple Host Community Settings. Journal
of Social Issues 66(4), 780-802.

8. Caligiuri, Paula. (2000). Selecting Expatriates
for Personality Characteristics: A Moderating
Effect of Personality on the Relationship
Between Host National Contact and Cross-
cultural Adjustment. MIR: Management
International Review. 40(1). 61-80.

9. Chen, G. M. & Starosta, W. J. (1998).
Foundations of Intercultural Communication.
Boston: Allyn and Bacon.

10. Cox, J. B. (2004). The Role of Communication,
Technology, and Cultural Identity in Repatriation
Adjustment. International Journal of
Intercultural Relations. 28(3-4). 201–219.

11. Dorsch Psychologisches Wörterbuch. (1994).
Dorsch, F., Hächer, H. & Stapf, K. H. (Eds.).
12. edition. Bern, Göttingen, Toronto, Seattle.

12. Götz, N. 1995. Selbstbild und Fremdbild:
Determinanten von Minderheitenpolitik am
Beispiel der baltischen Staaten. Arbeitspapiere
des Instituts für internationale Politik und
Regionalstudien 5. Berlin.

13. Hahn, H.H. (2002). Einführung. Zum 80.
Geburtstag des Begriffs „Stereotyp“. In H. H.
Hahn (Ed.). Stereotyp, Identität und Geschichte:
die Funktion von Stereotypen in gesellschaftlichen
Diskursen (pp. 9-13). Frankfurt am Main, Berlin,
Bern, Bruxelles, New York, Oxford, Wien.

14. Hahn, H.H. & Hahn, E. (2002). Nationale
Stereotypen: Plädoyer für eine historische
Stereotypenforschung. In H. H. Hahn (Ed.).
Stereotyp, Identität und Geschichte: die
Funktion von Stereotypen in gesellschaftlichen
Diskursen. Frankfurt am Main, Berlin, Bern,
Bruxelles, New York, Oxford, Wien. 17-56.

15. Hinton, P. R. (2000). Stereotypes, Cognition
and Culture. Hove.

16. Horwitz, M. & Rabbie, J.M. (1989).
Stereotypes of Groups, Group Members, and
Individuals in Categories: A Differential
Analysis. In D. Bar-Tal, C. F. Graumann, A.
W. Kruglanski & W. Stroebe (Eds.). Stereotyping
and Prejudice: Changing Conceptions. New
York. 105-131.

17. Huntington, S. P. (1998). Kampf der Kulturen:
Die Neugestaltung der Weltpolitik im 21.
Jahrhundert. München, Wien.

18. Inglehart, M. R. (1998). Cognitive and Affective
Aspects of Cross-Cultural Understanding – A
Social Psychological Analysis. In P. Funke
(Ed.) Understanding the USA: a Cross-
Cultural Perspective. Tübingen. 27-41

19. Jenkins, R. (1996). Social Identity. London:
Routledge.

20. Kaljund, K. (2006). Zur Rolle des
stereotypisierenden Deutschenbildes der Esten
in Geschichte und Gegenwart. Dissertation.
München.

21. Kaljund, K., Peterson, A.-L. (2014). Anxiety
and Uncertainty in Expatriate Everyday Life:
Identity Boundary Regulation by Online
Community of People of Estonian Origin. In:
N. Corbu, D. Popescu-Jourdy, T. Vlad (Eds.).
Identity and Intercultural Communication.
Newcastle upon Tyne: Cambridge Scholar
Publishing. 360-378

22. Kapferer, J.-N. (2012). The new strategic
brand management: advanced insights and
strategic thinking. 5th edition. London,
Philadelphia, New Delhi: Kogan Page.

23. Kim, Y. Y. (2012). The identity factor in
intercultural conflict. In T. J. Socha, M. J. Pitts
(Eds.) The positive side of interpersonal
communication. Language as social action 14.



EXPATRIATE AS A BRAND: INTERCULTURAL SUCCESS STORIES OF ESTONIAN MUSICIANS

259

New York, Bern, Berlin, Bruxelles, Frankfurt
am Main, Oxford, Wien: Peter Lang. 639-657.

24. Koch-Hillebrecht, M. (1977). Das Deutschenbild:
Gegenwart, Geschichte, Psychologie. München.

25. Kõvamees, A. (2005). Karl Ristikivi reisikiri
„Itaalia capriccio“. In Keel ja kirjandus. 11, pp.
901-919.

26. Mummendey, H.D. (2002). Selbstdarstellungs-
theorie. In D. Frei & M. Irle (Eds.). Theorien
der Sozialpsychologie, 3, Motivations-, Selbst-
und Informationsverarbeitungstheorien (pp.).
Bern, Göttingen, Toronto, Seattle. 212-233.

27. Ostermann, A. & Nicklas, H. (1982). Vorurteile
und Feindbilder. München, Wien, Baltimore.

28. Oudenhoven, J. P., Zee, K. I. & Kooten, M. K.
(2001). Successful adaption strategies
according expatriates. International Journal of
Intercultural Relations 25. 467-482.

29. Paalamo, H., Uljas, J. & Sagara, K. (1998).
Helsingin ja Tallinnan nuoret: kontaktit ja
asenteet kulttuurien kohdaessa. In
Tutkimuskatsauksia. 4. Helsinki: Helsinkin
kaupunkin Tietokeskus.

30. Paige, R. M. (1993). On the nature of
intercultural experiences and intercultural
education. In R. M. Paige (Ed.) Education for
the Intercultural Experience (pp. 1-19).
Yarmouth, MA: Intercultural Press.

31. Petersoo, P. (2007). Reconsidering otherness:
constructing Estonian identity. Nations and
Nationalism 13(1). 117−133.

32. Phinney, J. S., Horenczyk, G., Liebkind, K. &
Vedder, P. (2001). Ethnic Identity, Immigration,
and Well-Being: An International Perspective.
Journal of Social Issues 57. 493-510.

33. Polek, E., Oudenhoven, van J. P. & Berge, ten
J. M. F. (2008) Attachment Styles and
Demographic Factors as Predictors of
Sociocultural and Psychological Adjustment of
Eastern European Immigrants in the
Netherlands. International Journal of
Psychology 43. 919-928.

34. Quasthoff, U. (1973). Soziales Vorurteil und
Kommunikation – eine sprachwissenschaftliche
Analyse des Stereotyps: Ein interdisziplinärer
Versuch im Bereich vom Linguistik,
Sozialwissenschaft und Psychologie. Frankfurt
am Main.

35. Saressalo, L. (1983). Identiteetin nurja puoli:
etnisten steretyypien tarkastelua. In Sananjalka:
Suomen kielen vuosikirja 25. 83-99.

36. Schäfer, B. (1988). Entwicklungslinien der
Stereotypen- und Vorurteilsforschung. In B. Schäfer
& F. Petermann (Eds.). Vorurteile und Einstellungen:
Sozialpsychologische Beiträge zum Problem
sozialer Orientierung. Köln. 11-65.

37. Searle, W. & Word, C. (1990). The predication
of psychological and sociocultural adjustment
during cross-cultural transitions. International
Journal of Intercultural Relations 14. 449-464.

38. Stroebe, W. & Insko, C. A. (1989). Stereotype,
Prejudice, and Discrimination: Changing
Conceptions in Theory and Research. In D.
Bar-Tal C. F. Graumann, A. W. Kruglanski &
W. Stroebe (Eds.). Stereotyping and Prejudice:
Changing Conceptions (pp. 3-34.) New York.

39. Suppan, A. (1998). Einleitung: Identitäten und
Stereotypen in multiethnischen europäischen
Regionen. In: V. Heuberger, A. Suppan & E.
Vyslonzil (Eds.). Das Bild vom Anderen:
Identitäten, Mentalitäten, Mythen und
Stereotypen in multiethnischen europäischen
Regionen. Frankfurt am Main, Berlin, Bern,
New York, Paris, Wien. 9-20.

40. Sussman,N M (2002). Testing the Cultural
Identity Model of the Cultural Transition Cycle:
Sojourners Return Home. International Journal
of Intercultural Relations 26(4). 391-408.

41. Tajfel, H. (1982). Gruppenkonflikt und
Vorurteil: Entstehung und Fiktion sozialer
Stereotypen. Bern, Stuttgart, Wien.

42. Tajfel, H. and Turner, J. C. (1986). The social
identity theory of inter-group behavior. In S.
Worchel, L. W. Austin (eds.), Psychology of
Intergroup Relations. Chigago: Nelson-Hall.

43. Taylor, D. M. (2002). The Quest for Identity:
from Minority Groups to Generations Xers.
Westport, London: Praeger.

44. Ting-Toomey, S. (1999). Communicating
Across Cultures. London: Routledge.

45. Thomas, D. C. & Lazarova, M. B. (2014).
Essentials of international Human Resource
Management: Managing People Globally. LA
et al.:Sage Publications Inc.

46. Ward, C. & Kennedy, A. (1999). The Measurement
of Sociocultural Adaption. International
Journal of Intercultural Relations 23. 659-677.

47. Ward, C., Bochner, S. & Furnham, A. (2001).
The psychology of culture schock. London:
Routledge.

48. Ward, C. & Chang, W. C. (1997). “Cultural
fit”: A New Perspective on Personality and
Sojourner Adjustment. International Journal of
Intercultural Relations 21. 525-533.

49. Ward, C. & Searle, W. (1991). The Impact of
Value Discrepancies and Cultural Identity of
Psychological and Sociocultural Adjustment of
Sojourners. International Journal of
Intercultural Relations 15. 209-225.

50. ***. (2001). Lexikon der Psychologie. Vol. 1-5.
Berlin: Spektrum Akademischer Verlag.


