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SESSION ABSTRACT 

Several major national markets evolved into multicultural environments where marketers, 

consumers, brands, ideologies and institutions of multiple cultures converge at points of 

concurrent interaction, while remaining connected to cultures in other localities (Demangeot 

et, al., 2015). Such transformation calls for a review of extant marketing practices since the 

use of such traditional models as culture-based ‘segmentation-targeting-positioning’ (STP) to 

cater for and appeal to prominent ethnocultural groups (in size, buying power, sociocultural 

leverage) is becoming problematic. In contexts witnessing an increasing diversity and fluidity 

of consumer cultural identities, and growing porosity of media across regions and cultural 

groups, the long-term financial sustainability of STP and other traditional practices is 

uncertain and can present a host of reputational challenges for the firm (e.g. alienation of 

target groups resulting from culturally-stereotyped narratives and non-target groups’ 

backlash). Concurrently, some practitioners are calling for a move beyond “segregating 

ethnic groups to celebrating those common truths whilst understanding and reflecting cultural 

nuances” (Carlos Saaverda, Director of Culture Marketing, PepsiCo Beverages America, 

2013). This session presents studies concerned with emerging models for the new 

multicultural marketplace.  

 

In Challenges and Opportunities in Intercultural Service Encounters Research Sharma 

reviews extant literature on intercultural service encounters to identify important gaps 

whereby challenges stemming from cultural differences experienced in such encounters are 

seldom addressed. He leads towards a comprehensive framework for academics and 

managers studying intercultural service encounters. In Building Organizational 

Multicultural Competence (OMCC) for Sustainable Advantage in Multicultural 

Marketplaces, Kipnis et al. conceptualize, via a case study of a large USA-based 

corporation, a model of OMCC architecture. Drawing from organizational learning and 

competence-based view studies, they define elements and phases of OMCC development that 

can be used by organizations for improving the effectiveness of their operations in a 

multicultural marketplace. In The Role of Marketing in building the “new” South Africa, 

Vorster et al. examine multicultural marketing strategies and practices in South Africa in 

order to further understand whether and how inclusionary marketing messages navigate 

vulnerability rooted in intercultural tensions experienced in socio-political and historical 

contexts. In On the Wisdom of Targeting Cultural Segments, Demangeot and Slater 

consider the role of national context in informing differences of cultural minorities’ 

perceptions. They present findings of a content analysis of media reports on reactions to 

Muslim fashion events in the UK and France to question the wisdom of targeting culturally-

based segments given contextual differences in social group interactions. In Migrant 

Marginality and Adjustments in Contemporary Marketplaces, Bonsu and Emontspool 

challenge the dominant view of acculturation, presented as the unitary essence of migrant 

adaptation in a host environment. They consider contemporary processes of adaptation 

among immigrants on the fringes of their host societies, suggesting that marginality can be a 

viable avenue for harnessing creative resources for the wellbeing of the marginalized and the 

broader society. 
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Challenges and Opportunities in Intercultural Service Encounters (ICSEs) Research 

Piyush Sharma, Curtin University, Australia 

With a rapid rise in the globalization of the world economy in the last few decades, the 

number of people traveling to other countries has grown exponentially (Sharma, Zhan, & Su, 

2016; Tam, Sharma, & Kim, 2016). For example, there were 243.7 million international 

migrants by middle of 2015, accounting for 3.3 percent of the World’s population (United 

Nations, 2015), with more than half of these (140.5 million) in the developed countries (11.2 

percent of their population), led by the United States with 46.6 million migrants. At the same 

time, number of international tourists has reached a record 1.2 billion in 2015, who contribute 

about US$1.4 trillion in receipts and account for about 10% of global GDP and 6% of the 

world’s total exports (UNWTO, 2016).  

All these figures indicate an unprecedented increase in the number of interactions 

among people from different cultures (Etgar & Fuchs, 2011; Teng, 2011; Wang & Mattila, 

2010). While past research shows that such intercultural interactions help people experience 

other cultures, it also poses a big challenge for them if they are not aware of other cultures, 

willing to learn and accept their cultural differences and adapt their own behavior. Hence, it 

is important to understand the process of acculturation for the permanent migrants such as 

immigrants (Berry, 1974, 2005) or cross-cultural adjustment for the temporary visitors such 

as students, expatriate workers, tourists or business travelers (Ward & Kennedy, 2001; Ward 

& Rana-Deuba, 2000). 

Intercultural interactions may lead to ethno-cultural identity conflict (Leong & Ward, 

2000; Ward, 2008), misattributions, communication gaps, stereotyping, ethnocentrism, 

prejudice and discrimination (Stening, 1979), intolerance, confrontation and even violence 

towards ethnic minorities (Johnson, Meyers, & Williams, 2013). Intercultural service 

encounters also lead to greater emotional labor, need for surface acting and inter-group 

anxiety by frontline service people (Chuapetcharasopon, 2014). Hence, it is not surprising to 

see a growing research interest on intercultural service encounters (ICSEs) in which 

customers and employees from different cultures interact with each other (Sharma, Tam, & 

Kim, 2009, 2012, 2015; Sharma & Zhan, 2015; Sharma et al., 2016; Tam, Sharma, & Kim, 

2014; Tam et al., 2016).  

In this context, both academics and managers recognize intercultural service 

encounter as inevitable outcomes of globalization and necessary elements of an increasingly 

diverse global Servicescape (Demangeot, Broderick, & Craig, 2015a; Tam et al., 2014). 

There has also been an increasing recognition of the need to study and learn from the 

challenges posed by differences in the way customers and employees from diverse ethnic, 

cultural, national and socio-economic profiles expect, perceive and evaluate their experiences 

in intercultural service encounters (Chuapetcharasopon, 2014; Sharma et al., 2015; Sharma & 

Zhan, 2015).  

Notwithstanding the useful contributions of these studies, there are still many research 

gaps and unanswered questions about intercultural service encounters. In this paper, the 

author reviews the extant literature and conceptual frameworks on intercultural service 

encounters to identify important research gaps and propose many useful directions for future 

research to address those gaps in a meaningful manner. Besides reviewing and extending the 

current research on intercultural service encounters, and raising some important questions for 

future research, this paper also paves the way toward a comprehensive framework that can be 

used by both academics and managers interested in the study of intercultural service 

encounters. 
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Building Organizational Multicultural Competence for  

Sustainable Advantage in Multicultural Marketplaces 

Eva Kipnis, Coventry University, UK.  

Catherine Demangeot, IESEG School of Management (LEM-CNRS 9221), France.   

Chris Pullig, Baylor University, USA  

Marylyn Carrigan, Coventry University, UK 

 

The sociocultural landscapes of many markets are shifting from dominant/subculture(s) 

structures to multiple co-cultures being interwoven together (Demangeot et. al., 2015a; 

Murray, 2007; Craig & Douglas, 2006). Examples include: the projections of the respective 

sizes of currently dominant and ethnic minority groups evening out in countries such as the 

USA, the UK and Russia over the next decades (Wohland et al., 2010; Haub, 2008; 

Andrienko & Guriev, 2007); the advent of bi- and multicultural individuals whose lived 

experiences entail existence in complex multicultural environments through mixed family 

structures, ancestral and affiliative cultural reference groups and cultural diversity in wider 

society (Cross & Gilly, 2014; Ng & Metz, 2013; Jimenez, 2010). Mirroring this social trend, 

expectations are set to grow for product offerings and media/advertising narratives to reflect 

diverse and complex cultural realities that are likely to have emerged within multiple 

stakeholder groups (Cross & Gilly, 2016). Hence, our study aims to understand how 

organizations can develop multicultural competence in order to address that emerging and 

growing expectation.  

Organizational leaders recognize that coping with culturally-diverse consumer spheres 

poses a key challenge to marketing strategies (Laker & Anderson, 2012). Indeed, tailoring 

activities to multiple cultural groups is financially unsustainable. Furthermore, due to multi-

dimensional and multi-directional acculturation processes in societies (Luedicke, 2015; 

Kipnis, Broderick, and Demangeot, 2014) it is no longer possible to assume a universality of 

cultural needs held by individuals within one given group. To sustain growth and represent a 

consistent identity, a need exists for organizations to develop capabilities enabling the 

production of multiculturally-inclusive offerings and communications that avoid 

compromizing cultural nuances of importance to stakeholders (Melgoza, 2013). So far cross-

cultural marketing research has mostly focused on informing strategies addressing distinct 

cultural needs of consumer spheres on an international level, i.e., across borders. Yet, the co-

existence of multiple and complex systems of cultural beliefs in intra-nationally multicultural 

markets have been largely neglected (Demangeot et al., 2015b; Laroche, Papadopoulos, 

Heslop, & Bergeron, 2003). The lack of frameworks and models that can support managers in 

embedding a modus operandi whereby an organization as a whole and all individuals within 

it operate as visionary multiculturals, regardless of whether an organization seeks to engage 

with international consumer spheres, has been identified as a key challenge for the alignment 

of the marketing function with the sociocultural realities of multicultural marketplaces 

(Newman-Carrasco, 2013).  

This paper develops the concept and model of Organizational Multicultural 

Competence (OMCC) architecture. We ground our conceptualization in the organizational 

learning literature that considers organizations as cognitive entities that learn through 

interactions with their environments (Sinkula, 1994; Deshpande & Webster, 1989) and 

competence-based view of a firm that focuses on institutionalizing competences within an 

organization as a holistic actor (Eden & Ackermann, 2000; Hamel & Prahalad 1994; 

Sanchez, 1996, 2004). Such a holistic view of competences as path-dependent (as opposed to 

dependent on the work of a set of individuals) is particularly suited for identifying and 

theorizing competences as patterns of linkages between resources, assets and capabilities that 
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are combined, coordinated and integrated for the achievement of organizational goals. Hence, 

we define OMCC as an organization’s ability to strategically develop, deploy and coordinate 

corporate assets, collective knowledge, resources, skills and processes to operate effectively 

in a multicultural marketplace.  

 

Through a case study of a large USA-based corporation, we examine the 

organizational cultural (i.e., goals, values, attitudes) and structural (i.e., assets, processes and 

practices, capabilities) elements and mechanisms that, when established and combined, can 

inform OMCC architecture. Finally, we propose a model of OMCC architecture (Figure 1) 

encompassing the following four key stages: motivation to create OMCC, discovery and 

integration of resources and capabilities, institutionalization of OMCC, and assessment of 

OMCC outcomes. The model conceptualizes the steps required for organizational learning to 

adapt, enhance and sustain performance goals in response to the conditions of a multicultural 

marketplace. Results provide support for the conceptual model and its use in assessing 

OMCC development. 

 

 

 

Figure 1: OMCC Architecture Model 

 

 
 

 

Feedback Loop – OMCC Evolves 
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Figure 1: OMCC Architecture Model 
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The Role of Marketing in Building the “New” South Africa: Perpetuating or Reducing 

Consumer Vulnerability? 

Lizette Vorster, Eva Kipnis and Gaye Bebek: Coventry University, UK 

Several major culturally diverse nations are currently experiencing a rise in intercultural 

tensions. While a range of factors have contributed to these socio-political shifts, a number of 

scholars have called for the marketing discipline to recognize and assume responsibility for 

the contributing role it can play in these processes (Symes, 2016; Giesler & Shankar, 2016; 

Broderick et al., 2011a; Saeed, 2007). Prior research has established that experiences in a 

multicultural marketplace can destabilize one’s identity and exacerbate situational 

vulnerability if one perceives the marketplace to omit, possibly in favor of others (non-

represent) and/or stereotype (misrepresent) their cultural identity (Visconti et al., 2014; 

Broderick et al., 2011b), contributing to intercultural tensions. However, so far less attention 

has been paid to examining whether and how marketing messages that recognize, promote 

and celebrate all cultures present in a marketplace (Demangeot & Sankaran, 2012) affect 

vulnerability rooted in intercultural tensions experienced in the broader socio-political and 

historical contexts. With this in mind, this paper presents an exploratory study of strategies 

and practices evolved to be utilized by marketing professionals in South Africa to represent 

the notion of a multicultural ‘rainbow nation’.  

Multiculturalism is salient in South Africa as a socio-political stance and ‘rainbow 

nation’ building strategy (Petzer & De Meyer, 2013; Ng & Metz, 2015; Dlamini, Ballantine, 

& Ramanna, 2016). However, it was preceded by a tumultuous time of intercultural tensions 

during the apartheid era of South Africa’s history. Thus, the post-apartheid multiculturalism 

can be considered as a redefinition of social norms and recurring renegotiations of individual 

identities encompassing a transition from a mindset legitimizing race-based discrimination to 

a ‘rainbow nation’ mindset underpinned by the principle of inclusivity to all cultural groups. 

Given the context of heightened intercultural sensitivity, accompanied by harsh socio-

economic conditions, South Africa’s multicultural marketplace can be characterized by high 

propensity for situational and enduring [cultural] vulnerability (Commuri & Ekici, 2008). 

According to Johnson, Elliott, and Grier (2010), marketers in South Africa take part in 

‘nation-building’: as such, multicultural advertising played a pivotal role in influencing 

consumers’ social behavior at the end of the apartheid era and remains an important catalyst 

for consumer social identity (re)construction in the ‘new’ South African society. Hence, 

studying South African marketing practices can shed light on how marketers can overcome 

challenges stemming from communicating to the culturally diverse marketplace while 

accounting for high consumer vulnerability stemming from intercultural tensions rooted in 

socio-political discourses (Iqani & Kenny, 2015). 

South African marketing collateral often integrates multiple culture cues and 

represents narratives based on one or more typical cultural custom or characteristic. While 

bringing across multiple cultural identities, tonality can be humorous with a reference to 

cultural stereotypes to the point of absurdity. For example, Vodacom’s Slaap Tiger (Sleep 

Tiger) campaign follows a stereotypical “black diamond” around as she interacts with other 

exaggerated characters around South Africa; and Jik’s 101 Uses campaign portrays a 

predominantly female cast of domestic workers informing a range of community members 

(like the white, Afrikaans man in front of his barbeque) of the wondrous solutions of Jik 

bleach. Using Allport’s Cross-Cultural Contact Hypothesis, Johnson and Grier (2013) and 

Demangeot et. al. (2015a) argue that continued exposure to and interaction with cultural 

meanings attributed to diverse actors of multicultural marketplace reduces pre-conceived 

stereotypes and apprehension of the unknown, thus gradually decreasing reluctance to engage 
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with other cultures. At the same time, use of cultural cues can increase felt targetedness 

(Aaker, Brumbaugh, & Grier 2010) by cultural groups present in the marketplace, and 

stereotyped cultural cues can trigger and/or exacerbate consumer vulnerability (Kipnis et al., 

2013; Schroeder & Borgerson, 2005).  

Our exploratory study aimed to investigate how marketers in South Africa navigate 

these contradictions. We conducted in-depth interviews with six marketing professionals in 

South Africa. To enrich the depth interviewing method and encourage participant reflexivity 

(Thompson, Stern, & Arnould 1998) we asked participants to review and comment on three 

adverts released as part of marketing campaigns in South Africa over the last decade, 

specifically: 1) Wimpy’s National Breakfast TV (released 2010) showcasing an array of 

South African men depicting cultural identities through overly dramatized gestures and 

costumes whilst dancing to an iconic Zulu song and singing adapted lyrics in English and 

Afrikaans; 2) South African Breweries (released 2007) depicting South Africans coming 

together to pull the world closer together, showing a unified nation working together for a 

bigger goal; and 3) Castle Lager’s Our Beer Our Braai (released 2014) portraying various 

cultures across South Africa interacting, taking part in a Guinness world record attempt to 

create the biggest “braai” (barbeque) in the world. Our choice of this technique was guided 

by potential sensitivity of the focal topic for which use of video elicitation is particularly 

recommended (Sayre, 2006). Preliminary findings indicate that, contrary to our expectations, 

instead of considerations of consumers’ vulnerability situated in the socio-political and 

historical contexts of South Africa, such decision-making is reasoned with consumers’ 

resilience and sense of humour developed through redefinition of the nation’s stance on 

intercultural relations. That is, marketers consider the use of stereotypes as an easy and 

recognizable way to represent the primary target audience, while simultaneous use of over-

exaggeration is regarded a viable means to overcome felt targetedness and possible 

alienation. Importantly, they stress the need for high contextualization of campaigns to appeal 

to consumers’ knowledge of the marketplace’s broader environment. Our exploratory 

findings provide early support for prior research suggestions that the marketplace and 

specifically marketing collateral can contribute to building of intercultural competency and 

resilience in a multicultural marketplace (Demangeot et al., 2013), if taking into account the 

contextual nature of the socio-political stance within a given marketplace (Kipnis et al., 

2013).  

On the Wisdom of Targeting Cultural Segments:  

Media Reporting of Reactions to Muslim Fashion Events across National Contexts 

Catherine Demangeot, IESEG School of Management (LEM-CNRS 9221), France. 

Stephanie Slater, Cardiff Business School, Cardiff University, UK. 

 

Whilst increasing population mobility has spread awareness of many elements of Muslim 

culture, values and practices, the marketing of products specifically targeted at Muslim 

consumers has until recently remained largely the domain of Muslim entrepreneurs (Sandikci 

& Ger, 2011). Yet, ‘Muslim fashion’ (i.e. fashion designed to enable a modest presentation of 

the body encouraged in Muslim culture) is reportedly one of the fastest growing sectors, with 

Muslim women leading global demand for ‘modest wear’ fashion ranges as a counterpoint to 

global trends that have been considered by some as contributing to a ‘hypersexualisation of 

women’ (Islamic Fashion and Design Council, 2016). Several mainstream fashion brands 

(e.g. Dolce and Gabbana, Marks and Spencer) have recently launched ‘Muslim fashion’ 

ranges.  
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Although many contemporary markets are equally composed of a multitude of 

different cultural groups living side-by-side, how these groups interact with different 

culturally-positioning offerings in the marketplace may be affected by the macro context (i.e. 

religious, political, cultural, economic forces). This study explores how perceptions about 

fashion targeted at Muslim women might differ across national contexts, so as to suggest how 

launches of Muslim fashion ranges might be positioned in the multicultural marketplaces of 

different geographies. 

Drawing from Berry’s (2008) acculturation theory, Bourhis, Moise, Perreault, and 

Senecal (1997) contend that different national integration policies, which can vary from more 

pluralist to more assimilationist ideologies, shape minority groups’ integration policies. They 

can also significantly affect interactions between majority and multiple minority groups. In 

particular, they suggest that when the dominant cultural group considers that minority groups 

should ‘assimilate’ (i.e. adopt the practices of the majority group and abandon those of their 

group), relations with a minority group can only be consensual if that minority group also 

favors assimilation, but they are problematic if the minority group aims to maintain its own 

identity alongside that of the majority group. If both the majority group and the minority 

group adopt an integrative stance, the relationship between them can be consensual.  

Such potential differences in inter-group interactions are likely to also affect 

interactions in the marketplace. Kipnis et al. (2013) argue that depending on the marketplace 

context, culturally-cued branding strategies may impact majority and minority groups 

differently. In particular, in assimilationist contexts, the use of cultural cues to signal target 

markets may increase identity radicalization and perceptions of identity threat (Stephan, 

Ybarra, Martnez, Schwarzwald, & Tur-Kaspa, 1998) among the groups not targeted; in 

contexts of mutual integration, the use of culturally-cued messages towards different target 

markets is viewed as an effective form of reaching different groups. 

 Building on these frameworks, the research aims to identify differences in perceptions 

of Muslim fashion as they relate to a country’s conception of a multicultural society. The 

study explores media reporting of reactions to Muslim fashion events in the UK and France 

and considers how national context may influence the perceptions of a majority group 

towards products targeted at a cultural minority group. Although these two countries can be 

described as ethnically diverse, are geographically and culturally close, they follow different 

state integration policies (Bourhis et al., 1997): the UK is considered as having a “civil 

ideology” where the state ideology is characterized by a policy of non-intervention in the 

private values of citizens alongside the acceptance that they may wish to maintain their own 

practices; France is considered as having an assimilationist ideology (Bourhis et al., 1997): it 

views its citizens as equals, ‘ideal universal men’ who are given the same rights and 

assimilationist responsibilities and concomitantly expects other identities of new citizens and 

residents to fade away as they and their descendants progressively acquire the codes to 

succeed in French society (Van Eeckhout, 2013).  

The paper investigates UK and French press reports of two events: the UK launch, in 

early 2016, of several ‘Muslim fashion’ ranges by brands such as H&M or Dolce and 

Gabbana, and the attempt, in the summer of 2016, by several French town mayors to ban the 

wear of ‘burkinis’ on their beaches. To systematically collect press reports of both events, 

engine searches via Google News were conducted simultaneously (in October 2016) by both 

researchers via skype, as follows: articles published in March and April 2016 about the UK 

launch of ‘Muslim fashion’ ranges by international fashion brands, and articles published in 

August and September 2016 about the attempted ban of burkinis on French beaches.  

To identify the role of national contexts in shaping perceptions of Muslim fashion in 

France and the UK, a content analysis was carried out to explore similarities and differences 

in press reporting of expert and public reaction across the countries. For each event, we 
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identified and explored the factors that shape attitudes towards Muslim fashion, given that 

Muslim fashion brands and products have so far remained largely unknown outside of 

Muslim communities.  

 Preliminary findings suggest that reactions to the chosen events vary across contexts 

and are influenced by national integration policies (Bourhis et al., 1997). In particular, major 

differences in perceptions exist between the two contexts about the meaning that the majority 

groups attribute to products targeted at Muslim women, and the acceptance of culturally-cued 

products. Hence, it is necessary to question the wisdom of targeting economically viable 

culturally-based segments in all contexts given that social groups interact differently. In 

situations where the majority group holds assimilationist views towards a minority group, the 

cultural positioning of products may increase potential for conflict and vulnerability. Another 

approach to address the particular needs of some cultural groups might be to adopt a needs-

based positioning rather than explicitly targeting cultural groups, especially when stigma 

might be attached to those. For instance, it is possible that in more problematic or conflictual 

contexts, a ‘modest wear’ positioning may be preferable to an ‘Islamic fashion’ positioning. 

Furthermore, the need for more modest forms of dress may be shared across several cultural 

groups (including members of the majority group), and therefore make business sense as well 

as being more inclusive, especially if communications about that product suggest an inclusive 

target.  

 

Migrant Marginality and Adjustments in Contemporary Marketplaces 

Samuel K. Bonsu, Ghana Institute of Management and Public Administration (GIMPA), 

Ghana  

Julie Emontspool, University of Southern Denmark, Denmark  

 

The recent spate of migrants to Europe has aroused the attention of researchers and 

policymakers to the plight of migrants around the world. Immigrants go through complex 

processes of adjustment in their host environments (e.g. Peñaloza, 1994), with some adapting 

better than others by reason of personal (Anderson, 1994), institutional and other factors 

(Berry, 2005; Üstüner & Holt, 2007). Poor understanding of the new environment can 

sometimes lead to marginalization of the migrants and a poor understanding of their relevant 

marketplaces. The  literature presents a diversity of arguments, practices and processes that 

seek to explain migrant adaptation to their host environments (e.g. Berry, 1980; Portes & 

Zhou, 1993).  

A major form of adjustment for immigrants revolves around their understanding of their 

new marketplaces as their own environments may have exhibited different marketplace 

dynamics. For instance, the souks in the Middle East and the open markets in West Africa that 

thrive on haggling are virtually absent in Western countries. To minimize their marginalization, 

migrants seek to understand the host marketplace and may create newer forms that exert a certain 

level of control in the new environment. This is in spite of the fact that the immigrants may have 

been marginalized for lack of understanding of the local culture and socio-economic 

environments in the host country. 

The primary processes of adjustment that dominate discussions on the immigrant 

experience relate to the notions of acculturation and social exclusion (Gordon, 1964; Berry, 

1980; Goicoechea, 2005). Success in this context relates to careful appreciation of the host 

environment and to the extent that the person is not excluded from any relevant community. 

In contrast, the marginalized is defined as the person or group that lacks any sense of 
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community and is thus isolated from all relevant aspects of community. Acculturation and its 

corollaries have supported the broader strategies that render the marginalized invisible and 

thus undeserving of societal sympathies for their socio-economic predicaments (Sassen 

2000). The resulting social exclusion is devalued as a non-productive outcome of the 

migration process (Kesteltoot & Meert, 2002; Byrne, 2005; Goicoechea, 2005).  

Wacquant (1996) described the state of the marginalized in contemporary society as 

“advanced marginality”, offering a theory of social polarization based on his observations of 

the ghettos in Chicago and the banlieues in Paris. Advanced marginality indicates a form of 

“exclusionary social closure and peripheralization [that] have arisen, or intensified, in the post-

fordist metropolis as a result, not of backwardness, but of the uneven, disarticulating, mutations 

of the most advanced sectors of Western societies and economies, as these bear on the lower 

fractions of the working class and on dominated ethnoracial categories, as well as on the 

territories they occupy in the divided city” (Wacquant, 1996, 123). Exclusionary closure 

implies efforts (conscious or otherwise) to incarcerate - physically, psychologically and 

socially – the will and dreams of a particular group of people on the basis of social, economic 

and cultural categorization.  

If Weber (1968) is correct in his argument that the “negatively privileged” will be 

forced to develop its own institutions in response to rejection by the dominant society, then a 

problem arises, perhaps, in the assumed impossibility of the marginalized to break out of their 

socio-economo-cultural binds. Research suggests that certain immigrants and their progeny 

who have remained within the geographical and social bounds of their marginalized 

environments are able to re-energize their senses of community and to develop social, 

cultural and economic capitals that are tenable in the dominant society (e.g. Jacob 1980; 

Portes 1984). These marginalized communities may convert their stations into “rich 

environments for the development of survival strategies, including several forms of 

[community resources and] informal economy” (Kesteltoot & Meert, 2002, 59). Thus, the 

acculturation paradigm which renders the marginalized impotent in matters of culture and 

economy and calls for cultural assimilation of the marginalized into the broader multicultural 

marketplace needs to be revisited.  

Consequently, our purpose in this paper is to consider contemporary processes of 

adaptation among immigrants on the fringes of their host societies to suggest that marginality 

can be a viable avenue for harnessing creative resources for the wellbeing of the marginalized 

and even the broader society. The possibility of productive immigrant adjustment located in 

theories of marginality (e.g. Quijano, 1974; Wacquant, 1996) indicates that social exclusion 

confers certain advantages on the migrant that can support active socio-economic and 

marketplace integration without assimilation. Survival beyond subsistence in this contest 

rests in part on the immigrants’ effective mobilization of community-based socio-cultural 

capital (Ryan, Sales, Tilki, & Siara, 2008) which is then converted into other forms of capital. 

Our perspective is premised on the assumption that marginality does not necessarily indicate 

failed adaptation. Rather, it facilitates the development of alternative routes to socio-

economic and cultural existence outside of mainstream society.  

Thus, we question the dominant view whereby acculturation is presented as the 

unitary essence of migrant processes of adaptation in a host environment in order to avoid 

marginality. Indeed, given the dire conditions identified by Wacquant (1996) to describe the 

marginalized, researchers have to ponder how these marginalized peoples survive (some 

thrive) in the face of enormous impediments. How do the marginalized convert their socio-

cultural disadvantages into marketplace advantages? Unlike the other papers in the special 

session that considers specific marketing approaches to emerging multicultural marketplaces, 

we take a critical perspective that considers how immigrants are shaped as marginalized and 

how these marginalized facilitate the evolution of newer modes of existence in a multicultural 
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marketplace. We conclude the paper with practical implications of a revised notion of 

migrant adaptation for marketing and consumer behavior. 
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