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Consumer acculturation is a topic that has been investigated in our literature (Oswald 1999; Peñaloza 1994; Thompson and Tambyah

1999). Scholars have sought to better understand the consumer acculturation process in terms of consumption as consumers move

from one culture into another (e.g., Thompson and Tambyah 1999; Ustuner and Holt 2007). One question that has arisen is why some

product categories are adopted differently than others. This project will investigate this phenomenon from the perspective of

immigrant consumers in both their native and host countries’ environments. Initial findings suggest several themes: conspicuous

consumption, the American dream, and expectations. Future qualitative work will be proposed.
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Consumer acculturation is a topic that has been investigated in our literature (Oswald 1999; Peñaloza 1994; Thompson and Tambyah
1999). It has been broadly defined as a “general term that encompasses intercultural interaction and adaptation and includes assimilation
of a new culture, maintenance of the old culture, and resistance to both new and old cultures” (Peñaloza and Gilly 1999). Scholars have
sought to better understand the process immigrants go through in terms of consumption when moving from one culture to another (e.g.,
Thompson and Tambyah 1999; Ustuner and Holt 2007). The author has looked at the role immigration policy plays on that consumer
acculturation process (Coble, Jiménez, and Mason 2008). In the process, a question that has arisen is why some product categories are
adopted quicker than others. Another pressing question is how those product categories are consumed when immigrants visit their native
countries. Every year, small towns in countries such as Mexico are flooded with immigrants visiting with arms and cars full of possessions
from countries such as the US. From the author’s experience living in a small Mexican town, he has seen almost an inflated level of
consumer acculturation in terms of the possessions returning immigrants have, the language they speak, and the currency they use. This
brings to light several questions. If consumer acculturation is inflated, why? What new insight does that give us in terms of acculturation
theory? Also, if acculturation is inflated, what is the mechanism behind that?

This paper will contribute to the consumer acculturation literature by examining the role different product categories play in the
acculturation process and how that is lived both in the host country and back in the home country. Some questions to be address are “how
are products adopted and consumed in the host country?” “when traveling back to their native countries, how do immigrants use
possessions?” and “what type of possessions do immigrants value during the transition?” These questions should also address the bigger
issue of what role different product categories play in the acculturation process.

Methods
To begin this study, key informants have been questioned regarding their experiences both in the US and back in their native countries.

Through those initial interviews, several themes have started to emerge. They are the meaning of the American dream, the expectations
of living and working in the US, and the opportunities for conspicuous consumption.

The contexts the author will use to better understand this phenomenon are a large city in the Midwest with a large population of
Mexican Americans and a southern state of Mexico where hundreds of Mexicans return every year for the Christmas season. The author
has conducted extensive fieldwork and interviews in the US city for other projects regarding immigration and marketing issues. He has
worked with the Hispanic chamber of commerce, a local Spanish TV station, and is on the board of directors for the coalition of Hispanic
organizations. The town in Mexico where the work will be conducted is small (about 8,000 people), but it was chosen because of the flood
of immigrants that return every year for the Christmas season. The author has lived in this small town as an exchange student, but starting
in the fall, he will spend extensive time there as a researcher, conduct semi-structured depth interviews, collect artifacts, and use field notes
to investigate the consumer acculturation process the returning immigrants are going through as they return to their native country. The
entire project will entail training local Mexicans who are returning immigrants to help with the interviews and interpretation of the findings.
The work will be conducted both in the US and in Mexico. Interviews and fieldwork in the US will focus on the issues of product categories
in the acculturation process. Work conducted in Mexico will center around the issue of the meaning of those products in the transition back
home. This work should give us better insight into the acculturation process in terms of product categories and open the door to future
work on re-acculturation.
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