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ABSTRACT 
Studies have highlighted the difficulty to build a typology of 

LAW consumers’ behaviors in their increasingly global environment. 
In this observational and interview based research, The authors iden-
tified four consumptions modes in Casablanca which are related to 
the postassimilationist model, suggesting that acculturation is not re-
stricted to migrants’ experience.

The global consumer culture is currently part of the global 
world (Arnould and Thompson 2005) and many studies have been 
devoted to understand the way it has emerged. However it impacts 
around the globe with significant differences. In the Less Affluent 
World (LAW), the global consumer culture increasingly affects local 
consumers who have to adapt to a new environment (Ger and Belk 
1996; Varman and Belk 2008). Despite several interesting contribu-
tions in different countries (see, Wilk in Belize, Ger in Turkey or 
Arnould in Niger), building a general typology of LAW consumer 
behaviors seems to be difficult, due to the diversity of cultural set-
tings (Arnould 2002). This paper aims to identify different consump-
tion modes in a LAW, by using acculturation framework.

This research considers the global consumer culture as a new 
culture -one that inhabitants of an economically developing country 
are forced to affront. Such inhabitants are confronted to this new 
consumer culture in the same way as immigrants discovering an-
other culture in their host country. To some extent, they can experi-
ence “acculturation” in their own homelands. This research is lim-
ited to Morocco: this country has experienced remarkable economic 
growth, an exponential increase in quantities of available products 
and international brands, and numbers of new retail channels have 
soared over the last ten years. 

THEORETICAL ISSUES
The links between consumer culture and capitalism have long 

been investigated (e.g. Ritzer 2004) and consumer culture has been 
considered in very different ways, from a control mechanism aimed 
at reducing individual freedom (Marcuse 1964) to a emancipatory 
opportunity (Firat and Venkatesh 1995). During the last decades, at-
tention has been directed to the spear of a global consumer culture. 
The global consumer culture is defined as a “cultural entity not as-
sociated with a single country, but rather a larger group generally 
recognized as international and transcending individual national cul-
tures” (Alden, Steenkamp and Batra 1999, 80). The arising of this 
global consumer culture has suggested new directions of research. 
First the question of homogenization of consumption patterns all 
over the world has been addressed. According to the proponents of 
the homogenization thesis, local cultures are colonized by transna-
tional corporations, through the spreading of global brands. As the 
global consumer culture is rooted in the Western consumer culture, 
the question of western values’ implementation in all the other cul-
tures has also been considered. This global culture was suspected to 
crush the local ones and to generate a new form of domination. How-
ever, it seems that global brands are producing diversity, as people 
from different cultures re-interpret them in different ways and incor-
porate them in their own lifestyle (Ger and Belk 1996; Miller 1998). 
According to Thompson and Arsel “the intersection of global brands 
and local cultures produces cultural heterogeneity” (2004, 631). 

The increasing marketization and globalization of local econo-
mies have impacted on much consumers in the Less Affluent World 
(LAW). The consumption modes observed in the LAWs differ from 
Western patterns and they are considered numerous and hybrid 
(Sandikçi and Ger 2002). Results emphasize their differences from 
Western societies and suggest that any generalization of phenomena 
observed in the West must be carefully undertaken (Ger and Belk 
1996). They also provide evidence of the major role played by the 
media, television in particular (Varman and Belk 2008) and advertis-
ing (Zhao and Belk 2008) in developing a new consumption ideol-
ogy. However, if the forces that drive globalized consumerism and 
global consumption homogenization and the consequences on con-
sumers have been investigated (Ger and Belk 1996), the way people 
in LAW live the global consumer culture as a new culture is not 
enough studied.

Considering the large differences between global consumer cul-
ture and local cultures in the LAW, we suggest to consider global 
consumer culture as a new culture, which inhabitants of an economi-
cally developing country are forced to affront. Inhabitants of a LAW 
are confronted to the global consumer culture in the same way than 
immigrants discovering another culture in their host country; they 
experience “acculturation” in their own homelands. Indeed, con-
sumers who were raised in traditional societies discover consumer 
society, like immigrants discover host culture on reaching the host 
country. It may be hard for migrants to adapt, mainly because of dif-
ferences between the host and original culture. This lens suggests to 
consider acculturation theories as a frame to approach people reac-
tions to the global consumer culture in the LAW.  

The works of Berry (1997) is considered as a starting point for 
the development of acculturation theories in consumer research. Ac-
cording to Berry, individuals in a multi-cultural society hold attitudes 
based on their orientation with regards to two central issues: cultural 
maintenance of own group, and desirability of intergroup contact. In 
his model, individuals choose one of four acculturation modes: assim-
ilation, integration, separation, or marginalization. But assimilation 
is, more or less, the expected goal for migrants, who are supposed to 
adopt the host culture. Post-assimilationist theories have focus mostly 
on identity (e.g. Oswald 1999; Askegaard, Arnould and Kjeldgaard 
2005). The focus is on individuals, and consumption is considered 
as a resource that helps migrants to build their identity project. Os-
wald (1999), for example, developed a model of hybrid identity and 
of swapping culture. Üstüner and Holt (2007) introduced the socio-
cultural context to explore the identity project of poor migrants in 
Turkey, far from a postmodern view. Practices are explored mostly in 
an instrumental way, in order to analyse how migrants use consump-
tion to pursue their identity project with the exception of Peñaloza’s 
work on Mexican migrants (Peñaloza 1994). Peñaloza sets up four 
consumer acculturation practices: assimilation (adopt the host practic-
es), resistance (favor home practices over host practices), accultura-
tion (adopt both host and home practices), and segregation (a spatial 
form of separation). Later, Askegaard et al. (2005) point out the rise 
of transnational consumer culture as a third acculturating agent. They 
also show with the case of Greenlanders of Danish nationality and 
their integration in Danish society that acculturation should not be 
limited to migration movements between two different countries.
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DEVELOPMENT OF A GLOBAL CONSUMER 
CULTURE IN MOROCCO

Belk defined consumer culture as a “culture in which the major-
ity of consumers avidly desire (and some noticeable portion pursue, 
acquire and display) goods and services that are valued for non-utili-
tarian reasons, such as status seeking, envy provocation, and novelty 
seeking” (Belk 1988, 105). Such a culture was not prevalent in Mo-
rocco thirty years ago, when Geertz explored the Moroccan souks 
and retail channels (Geertz 1978). A short presentation of the Mo-
roccan recent history can highlight its evolution towards consumer 
culture and especially towards global consumer culture. 

After the Independence in 1956, a protectionist policy was ad-
opted with high trade tariffs - 45% in 1982 - and many state owned 
companies. In the 80s, the Moroccan authorities decided to be part 
of the global world and started slowly the economic liberalization. 
Over the last decade, the Moroccan openness increased drastically - 
from 43.5% in 1998 to 70% in 2008 - and the foreign investments 
doubled - 18 billions MAD in 1999 and 42 billions MAD in 2007. 
In the following, we describe factors that have assisted the develop-
ment of global consumer culture: availability of many products in 
the market, sufficient purchase power to buy them, and actual pur-
chase willingness among the targeted consumers.

Availability of products in the market: Moroccan inner 
supply and retailing 

In addition to local products, the Moroccan market is currently 
provided with many imported products as a result of custom taxes. 
During late 1980s, the Moroccan government implemented reforms, 
including economical liberalization and privatization of several 
state-owned enterprises. The Moroccan financial sector was acutely 
reformed in 1993 to meet international standards. As investments 
were made in order to increase quality levels, Moroccan industries 
signed several contracts to supply well-known foreign brands with 
textile and leather products. Moroccan expertise in terms of luxury 
products spread to smaller workshops, raising quality standards. 
Even in less prestigious sectors, local products increased in quality 
and numbers. However, some Moroccan people still think that local 
products are synonymous with bad quality. 

The Moroccan distribution experiences drastic changes since 
the first hypermarket in 1990. For instance, some specialized mega-
stores such as Bricoma - for tools - or Kitea - for home furnishings 
- have opened their doors and the largest shopping mall in Africa 
was inaugurated in Casablanca in December 2011. But, like in other 
LAW - e.g. Tunisia (Mejri and Lajili 2007) -  according to USAID 
(20061) to the Moroccan retail environment is dominated by tradi-
tional forms - the average distribution channel counts 4 to 5 inter-
mediaries; the small retailers represents 91% of the retail sector with 
1,27 million stores. On the other hand, the retail industry is moved 
by a drastic growth - 11% per year while contributing to the global 
consumer culture spread in Morocco. 

Purchasing power
The development policy was accompanied by a social dia-

logue, which resulted among others in an improvement of the aver-
age household income; meanwhile, relative poverty has decreased 
(from 15% in 2001 to 9% in 2007). But, only 3% of the households 
have a saving account. Besides, the purchasing power has increased 
through the availability of credit in the last ten. 3 Moroccans on 4 
have a short term credit (HCP 20092) and half of them are given in 
Casablanca and Rabat. The household expenses concern mainly food 

1 http://pdf.usaid.gov/pdf_docs/PNADH519.pdf
2 http://www.hcp.ma/

- 80% of the Moroccan households still spend half of their income 
in food (HCP 2009). 

Readiness to consume 
30 years ago, the poor diversity of the Moroccan supply was 

constraining the Moroccan willingness to consume. Today, the Mo-
roccan market experiences a remarkable growth in consumption. 
Three reasons are to be given. Firstly, food abundance within the 
home reflects wealth of the host. Secondly, consumption appears to 
be indelibly linked to modern society. Ever-increasing consumption 
has begun. Furthermore, mass communication nourishes consump-
tion desire (Varman and Belk 2008). Many foreign TV-channels are 
now available through satellite dissemination . Viewers, restricted 
to two Moroccan channels until the 1990s - and to one TV-channel 
before 1989 -, learn about global consumer culture through multiple 
TV-programs; the press is another developing media. 

Importance of global culture in Morocco 
Global consumer culture can be conceptualized in terms of “the 

proliferation of transnational corporation producing and marketing 
consumer goods” (Ger and Belk 1996, 274). Before the 90s, shop-
ping facilities were inaccessible because of Moroccan protection-
ism and geographical distances. Obtaining global products, required 
traveling abroad - e.g. the Moroccan elite -  or waiting for migrants 
to ‘come back home’ in vehicles brimming with Western manufac-
tured products. With economic liberalization, the Moroccan market 
welcomed introduction of global products - 40% of the consump-
tion concerns imported products - and the openings of distribution 
channels such as supermarkets, hypermarkets and franchises. Global 
brands have sold in supermarket, competing Moroccan ones. 

However, there is still much disparity between the global and 
the Moroccan consumer cultures. In Morocco, the swift market evo-
lution is observed but this rapid evolution entails issues and trauma. 
Moroccan consumers experience acculturation within their home 
country. Therefore, we advocate considering the urban Moroccan 
consumers as migrants affronting a previously distant culture. 

METHODOLOGY
Among our research objectives were: 1) understanding the con-

tact between the local and the global consumer culture and the result-
ing change for consumers in consumption practices ; 2) addressing 
whether the acculturation frame is relevant to analyze consumers’ 
reactions to global consumer culture in a LAW.

We conducted an interpretive study in Casablanca, the Moroc-
can economic capital because even if consumption has increased 
drastically, its growth is larger in Casablanca than in any other parts 
of the country. In order to gain meaningful understanding of settings, 
distinct cultural shopping contexts were chosen, ranging from tradi-
tional markets to modern super and hypermarkets for food represent 
the most important household expenses. We privileged data collec-
tion and recording of human experience in natural settings, with 
non participant and participant observation as it facilitates access to 
backstage areas (Goffman 1959). 

The first author collected the data. She has been living in Casa-
blanca during her childhood and she settled back in Casablanca 14 
years ago. She has a privileged access to the field, an understanding 
of local languages and customs while she is aware of the danger of 
being too much insider (Arnould and Wallendorf 1994).

The notes were taken during the observations and enriched a 
few hours after the observations (Corbin and Strauss 2008). Thick 
descriptions (Geertz 1973) helped in describing observed phenom-
ena in order to assure an holistic rendu. The first author paid attention 
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to her emotional responses and she noted down her own reactions 
and interpretations during observations in order to reveal personal 
biases (Wallendorf, Belk and Heisley 1988).

Observations were complemented with 35 in-depth interviews 
to gain deep emic understanding of the phenomenon under study. 
Informants’ profiles were diversified according to several demo-
graphical and sociological characteristics including age and educa-
tion level. 

Interviews were conducted with informants living in Casa-
blanca, and varied from 34 minutes to one hour 47 minutes. They 
took place in different places, the choice of location was dictated 
by convenience, in informants’ living room or kitchen or in cafés. 
Interviews were conducted either in French or Moroccan dialect. The 
interviewer used both French to comfort informants, because Moroc-
cans gain in identity assertion and negotiation while they use French 
(Sadiqi 2003) and dialect to ensure proximity. In order to give an 
emic perspective and credibility to the data, 6 cultural mediators 
helped in interviewing 6 informants. A participant list is presented 
in table 1. The interviews were integrally translated and transcribed. 
An expert in Moroccan dialect and French checked the translations 
for accuracy.

The first author’s experience as a migrant ensured an analytical 
perspective. The second author, a French woman has observed the 
Moroccan market evolution, during her frequent visits in Morocco. 
The second and third author provided analytical distance for data 
collection, coding, and interpretation. The three authors analyzed 
the data using an interpretative approach, first separately and then 
together, according to the themes which had emerged. By alternating 
between the specific case of each interviewee and the interviews as a 
whole, and by making use of field notes, pictures and literature, as in 
the final stages of the analysis, we have attained findings showing the 
relation modes of Moroccan consumers to global consumer culture.

FINDINGS
Through the various stories told by respondents, four relation 

modes with global consumer culture were identified. Each mode can 
be related to one of the acculturation modes identified in post-assim-
ilationist literature. The first mode, “Adoption”, meaning acceptance 
of the new consumer culture, is similar to “Assimilation”. “Rejec-
tion” is similar to the “Hyperculture” suggested by Askegaard et al. 
(2005). “Negotiation” is close to “Pendulum”, as people sometimes 
accept some traditional consumption modes and, in other circum-
stances, adopt new behaviors. Finally, we found evidence of “Best 
of both worlders” who value the two cultures. The data presented 
below evinces the dialogue of rejection and acceptance, marking this 
acculturation. 

Adoption 
Consumers who adopt markets do not question market mecha-

nisms: they accept market rules; they conform to and find benefits, 
such as self-expression. Majd, a single male informant, is excited 
when he tells about shopping in the supermarket. 

In supermarkets, you always end up with something that you 
did not need. You know what they call gondolas, it is treacher-
ous! You end up being taken in! You always end up taken in! 
[Laugh]… They tell you ‘Price was 40’; they cross it and write 
38. So you tell yourself ‘What a good deal!’. You don’t count. 
It’s only when you go out that you realize. It’s after… But you 
come back… and you do it with pleasure. You do your shopping 
in good conditions (Majd, 54, high school teacher)

If Majd buys more than expected, he still has a good image of 
his shopping experience in the retail industry. The adaptation pro-
cess may generate problems with regards to integrating market logic 
but Majd accepts market rules and he quickly acculturated. He likes 
the ambiance and the products supplied in the retail industry. For 
instance, he buys ready-to-cook chicken breasts and abandoned the 
whole warm just-killed chickens, which are sold in the traditional 
markets. He reminds without any regrets the time when he would go 
to the traditional sellers : “I don’t have to sit anymore on an empty 
box [...] watching the cockroaches or the mice walking around the 
food [laughs]”.

Besides, the Moroccan retail industry provides consumers with 
a new space where they can express their self. Saida is a female stu-
dent in Arabic law at the public University of Casablanca. She feels 
“special”, “posh”, when she goes to the hypermarket with her mother 
every month. “The only fact of having a trolley and walking through 
the alleys, makes me feel different. It’s not like at the hanout [small 
next-door shop] or the souk where it is crowded and you have to 
shout: give me that!”. And she admits that hypermarkets are an arena 
where definition of one’s group is negotiated. 

In our country, there are people with low incomes who go to 
Marjane [hypermarket] to have a walk. Some of them don’t 
even buy. Others buy a single pack of cheese. They wait in line 
at the cashier and then they leave but they leave with a plas-
tic bag! They carry Marjane plastic bags! This means that they 
were at Marjane! They want to show that they went to a super-
market, that they are able to shop in supermarkets! We, Moroc-
can folk, focus on appearances. It is like that! This is how we 
are. (Saïda, 20, student)

Being a hypermarket’ client is a way to approach one’s social 
reference group. Leila chooses the hypermarket regarding to the cli-
ents.

People who go to Marjane Californie [hypermarket] are differ-
ent from those who go to Marjane Derb Soltan [hypermarket]. 
In Marjane Californie, people are more civilized. They are 
better dressed. Some women are smart, they carry Louis Vuit-
ton bags; in their hands, they have car keys. (Leila, 36, school 
teacher)

Market rejection 
Some Moroccan consumers refuse to buy certain items in su-

permarkets or in contemporary shops; they cook instead of buying 
prepared dishes, and so on. Two causes have been identified for such 
market avoidance: faith in tradition and protection of Moroccan 
identity.

Time perception and orientation is one of the most salient char-
acteristics of consumer action (Bergadaà 1990). Fatima, a young 
housewife, points out the difference in the value of time in the tradi-
tional distribution and in the retail industry.

In a hypermarket, you don’t enjoy it at all because it is like a 
duty that you have to do. That’s it! You are supposed to know 
how long you will stay in each section. And don’t forget how 
long it will take to scan all your products! And when it’s going 
to be your turn! When you go to the [permanent] souk, you 
don’t watch the clock: you wander, asking each seller the price 
of any product. You walk with your basket, chickens cackle, 
there is a nice atmosphere. (Fatima, 36, housewife)
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Table 1: Informants’ List

name age marital 
situation

household excluding 
informant occupation

spouse or 
father’s 

occupation

home 
rental 
cost

sex education

Abdelhamid 54 married 3 (spouse, 2 children) professor manager high m phd

Abdellatif 21 single 3 (parents, 1 brother) student employee medium m bachelor

Aicha 45 married 4 (spouse, 3 children) housewife retired medium f high school

Amina 43 married 3 (spouse, 2 children) secretary employee medium f bachelor

Btissam 37 married 3 (spouse, 2 children) anaesthetist manager high f doctor

Charaf 51 married 1 (spouse) professor doctor high m master

Farida 39 married 2 (spouse, 1 child) housewife mechanic medium f high school

Fatiha 36 married 2 (spouse, 1 child) housewife salesman low f high school

Fatima 36 married 3 (spouse, 2 children) housewife salesman medium f high school

Fatima-Ezzahra 45 married 3 (spouse, 2 children) teacher manager high f bachelor

Hasnaa 30 single 3 (parents, 1 brother) employee employee medium f master

Hassan 42 married 3 (spouse, 2 children) delivery boy housewife low m bachelor

Khadija 46 married 4 (spouse, 3 children) housewife manager low f high school

Khadija 80 married 1 (spouse) retired retired low f illiterate

Lakbira 40 married 5 (spouse, 4 children) housewife housekeeper low f illiterate

Leila 36 married 3 (spouse, 2 children) teacher lawyer medium f bachelor

Majd 54 single 2 (mother, helper) teacher high m bachelor

Malika 36 married 3 (spouse, 2 children) housecleaner housekeeper low f illiterate

Mina 46 married 3 (spouse, 2 children) housekeeper retired low f illiterate

Nabila 28 married 1 (spouse) civil servant employee medium f bachelor

Naïma 57 married
8 (spouse, 3 children, 

2 in laws, 3 grand 
children)

employee retired medium f high school
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Fatima perceives shopping in souks as a timeless leisure activ-
ity, whereas shopping in hypermarkets is a stressful pursuit where 
time is a valuable resource. She expresses the change between tra-
ditional Moroccan and modern day perception of consumption. She 
values interpersonal relations over time, showing her attachment to 
the traditional shopping mode. 

In the Moroccan exchange tradition, personal relationships 
between sellers and buyers are very important. Forging relation of 
trust is a primary Moroccan market strategy (Kapchan 1996) while 
in global consumer culture, trust is inspired by brands (Holt 2002). 
As an example, trust in the vendor is highly important for meat and 
poultry purchase in Morocco. Most informants refuse to buy such 
products in supermarkets. “I have the feeling that they sell old cows, 
really!” says Naïma, 57, employee. Naïma goes to the same butcher 
for many years. Informants like Naima do not trust ready-to-cook 
chicken from supermarkets, even if it is sold under a slaughter-
house’s stamp and has a best before date printed on packaging.

Going to the hanout is also very important in the Moroccan 
everyday life, where people ties strong interpersonal relationships 
based on trust. Youssef enjoys his hanout, who allows him to buy 
on credit.

I have a notebook [at the hanout]. THE famous notebook, the 
one which permits to buy on credit and to pay at the end of the 
month. I wish that these hanouts don’t disappear with all the 
supermarkets! They are friendly, and close to the people. We 
all have a souvenir with a hanout. I remember so well when 
we lived in the countryside: there was Hamid! .... then I moved 
to Casablanca... I wish that there will always be the hanouts. 
(Youssef, 50, merchant)

Youssef is deeply attached to the Moroccan traditions and to 
the hanouts which are socially rooted in the Moroccan identity. He 
perfectly knows that they don’t represent the ideal stores which he 
would dream of: “they have warm yoghurts and flies on the bread”. 
But, he is attached to them with their pros and cons and can’t imag-
ine a Morocco without them. The Moroccan culture is socially con-
structed through the stores.

Negotiation
The negotiation mode is an oscillation between cultures; as-

similation with global consumer culture with simultaneous mainte-
nance of Moroccan consumption behaviours. In the Moroccan retail 
industry, many consumers have traditional behaviours to proceed to 
shopping, at the cashier or during the decision making process.

name age marital 
situation

household excluding 
informant occupation

spouse or 
father’s 

occupation

home 
rental 
cost

sex education

Najia 36 married 4 (spouse, 3 children) housewife manager medium f high school

Nour 22 single 4 (parents, 2 brothers) student retired medium f bachelor

Saida 23 single 3 (parents, 1 brother) employee employee low f master

Siham 32 married 2 (spouse, 1 child) manager employee medium f bachelor

Saida 20 single 4 (parents, 2 brothers) student employee low f bachelor

Sanaa 46 married 3 (spouse, 2 children) manager manager medium f bachelor

Selma 22 single 4 (parents, 2 sisters) student salesman medium f bachelor

Soumaya 36 single 3 (parents, 1 brother) aesthetician retired medium f high school

Soumiya 35 married 1 (spouse) manager manager high f master

Wafaa 40 married 4 (spouse, 3 children) housewife manager low f bachelor

Walid 28 married 1 (spouse) manager manager high m master

Yasmine 40 married 4 (spouse, 3 children) civil servant employee medium f high school

Youssef 42 married 3 (spouse, 2 children) teacher employee medium f bachelor

Zahra 40 single 3 (mother, 2 sisters) translator medium f bachelor
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A woman arrives at one express cashier, where “Fewer than 10 
items” is written in French and in Arabic. She has a full trol-
ley. In one plastic bag which is usually used for vegetables and 
fruits, she has put several yoghurts. She puts the plastic bag 
on the conveyer belt. The employee tells her in polite dialect 
that his cashier is limited to ten items maximum per client. The 
female client pouts and asks if the yoghurts in the plastic (of 
different brand and size) constitute one item. The employee ex-
plains slowly and gently to her the definition of an item. The 
woman doesn’t move. A monologue begins: the employee tries 
to demonstrate that he cannot make any exception without the 
risk of being invaded by thousands of other packed trolleys. The 
female client doesn’t answer, and doesn’t look at him, no anger 
can be read on her face. The employee turns back and finishes to 
scan the former client’s purchase. During that time, the female 
client empties her trolley on the conveyer belt. No more contes-
tations: the employee scans her purchase and the next ten-item 
clients don’t say anything. 

The employee, who has total understanding of traditional cul-
ture, doesn’t seem to show particular interest in forcing respect this 
specific hypermarket norm, which is a global norm. The express cash 
till is meant to save time, which is not a valued resource in traditional 
Moroccan culture. The cashier privileges harmonious interpersonal 
relations with the female client who is penetrated with the traditional 
habit of bargaining (Kapchan 1996). In this specific case, she negoti-
ates the norm in order to be served.

Bargaining is in a traditional consumer behavior in the Moroc-
can souks (Geertz 1978). A Moroccan consumer always bargains in 
a souk to get a better offer. But Sarah has noticed that she can use her 
bargaining skills in the supermarket as well.

One day, I was watching the fishes on the shelf in the supermar-
ket. The employee asked me if he could be of any help. I told 
him that I was hesitating, that I didn’t know if I really wanted to 
have fish, that they were quite expensive fishes. After a while, 
he proposed me to trust him: he would give me a good fish for a 
good price. And you know what he did? He took a fish, cleaned 
it, emptied it and only then weighted it! In the supermarket, the 
prices that are for uncleaned fishes! [...] So of course, I gave 
him a good tip. He made me spare a huge amount of money: al-
most half of the price! Now, I always buy fish from him! (Sarah, 
38, housewife)

Sarah, without any specific intention, has reproduced the tradi-
tional link which exists between a seller and a buyer in the traditional 
marketplace. She likes to shop in a supermarket, she has an accurate 
understanding of what can be and can’t be done in the retail industry. 
But she doesn’t want to get away from the traditional shopping be-
haviors and her home consumer culture.

The Best-of-both-world mode 
The consumers take the best part of each culture. They value the 

positive side of their traditional culture while enjoying the incoming 
global culture. In our research, many informants consider shopping 
as a leisure activity (Tauber 1972). In the traditional Moroccan soci-
ety, shopping is a masculine activity and the periodic souks are the 
best example of the male dominated Moroccan institutions (Kaplan 
1996). Like many men in Casablanca, Hassan likes to go to the peri-
odic souk every Sunday morning. He describes these shopping expe-
riences as an important tradition. He leaves early in the morning with 
his father, his brother and his cousin. They buy several kilos of vege-
tables and meat to “feed the whole family” during a week. Then, they 

return back home, and give their wive the purchased goods. In the 
afternoon, Hassan goes to the hypermarket: he buys cans of tomato 
paste, oil, flour, sugar or green tea, which can’t be found in the souk. 
In Hassan’s family, the women have the duty to prepare meals with 
what the men have brought back. Women don’t write any wishing 
list for their husband nor ask for special items. They conform with 
what is purchased. However, the opening of hyper and supermarkets 
offered an additional opportunity for Hassan’s wife and children to 
participate more actively in the shopping activity.

We go [to the supermarket] with the kids, to please my wife. 
Otherwise, she is not happy. She claims that I go out and that 
she always stays at home. (Hassan, 42, delivery boy)

Hassan’s wife doesn’t work and doesn’t drive. During the week, 
she is busy with their three sons and her in-laws who live next door. 
So, she wants to have “fresh air”, to go out on week ends, and the 
retail industry is attractive to her. Hassan is happy to drive his wife 
and children to the hypermarket. He perfectly knows that she would 
be angry if he doesn’t bring her. 

In the hypermarket, the eldest children run and the baby sits in 
the caddie. Hassan’s wife watches the novelties or buy a pair of slip-
pers for her. It’s like a mini-trip for the family. 

Each informant has been affected to one of the four modes 
described in the post assimilationist literature, suggesting that ac-
culturation is a relevant frame to analyze Casablanca consumption 
behaviors in their increasingly global environment. 

DISCUSSION
Our results confirm some of the already known consequences 

of the spearing of the global consumer culture in LAW. For example, 
shopping and consuming provides pleasure and gratification to many 
individuals; but as conspicuous consumption is very important, 
keeping up with the Joneses leads people to compete and to increase 
inequalities and tensions (Ger and Belk 1996).  

A less expended result concerns the shift in roles within the fam-
ily. Traditionally, men were the sole breadwinners in the West (Falk 
and Campbell 1997) and in Morocco (Kapchan 1996). They were 
both the decision maker and the shopper, as they attenpted souks on a 
regular basis. Cultural norms gave husbands the legitimacy to make 
the decision, even in the food and cooking sphere. Today, urban Mo-
roccan women gain in power while having access to shopping and 
become an more active agent in the family decision making. The 
encounter between a traditional family model and a more modern 
one (to use Rodman’s terms) could have given ride to tensions. But 
thanks to global consumer culture, it seems to happen without dras-
tic tensions within the family. Supermarkets and new retail channels 
turned to be more female ones, or at least family retailing channels. 
They have become a place where a woman can buy by their own, or 
where the all family can have a ride on Saturday or Sunday after-
noon. Males do not feel hurt by the lost power, as their own territory 
– souk- is not threatened. Contrary to previous results (Ger and Belk, 
1996), there is no clash between traditional and modern models, the 
ideology underlying the global consumer culture helps husbands and 
wife adapting to this new model. And an acculturation mode such as 
“ best of both world” – souks for men hegemony and supermarket 
for women freedom- facilitates the shift from one family model to 
another one. More generally, consumers in a LAW are embedded 
in their changing cultural context and construct their roles through 
adopting or rejecting the new context (Miller 1995). The relation 
modes to the global culture do not necessarily arise only out of his-
torical trajectory nor from a local cultural context (Arnould 1989). 
Consumers in a LAW elaborate individually their relation modes to 
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the global culture while choosing to paste, to abandon or to negoti-
ate their individual behaviors inherited from the traditional lifestyle. 

Our results also contribute to the today debate about frontiers. 
Frontiers are at the heart of the first acculturation theories in social 
sciences, as their purpose was to understand how a migrant coming 
from a foreign county, crossing a physical frontier, could adapt to his 
host culture that involves crossing cultural ones. In post-assimila-
tionist studies, the seminal work of Peñaloza about Mexican-Ameri-
cans introduces in its title the notion of “frontiers” (Peñaloza 1994). 
Frontiers can be either tangible (a body, a country) or intangible (a 
social class, a category). They can fulfill a functional value (be a ref-
erence point) or a symbolic value (providing re-assurance) (Regany, 
Visconti and Fosse-Gomez 2012). More recently, the idea has been 
introduced that an acculturation process could occur inside the same 
country (internal migration of peasants to cities) without crossing 
any national border: Üstüner and Holt (2007) analyzed the identity 
project of poor migrant women leaving the countryside to settle in 
Istanbul. In this case the frontier lies between village and city. But 
in the case of global consumer culture spreading into a LAW as Mo-
rocco is, it seems to be no usual frontier at all. Using a frame as 
acculturation to analyze this case suggests some new uses of fron-
tier. For some Moroccan people, frontiers do exist. People rejecting 
the global consumer culture, and the market ideology, build in their 
mind a clear frontier between traditional culture and this new one. 
Reifying such a frontier helps them to separate the two worlds and 
to manage their segregation. As Curtright (2012) pointed it recently, 
human individuals need to rely on boundaries, and sometime have to 
build them in their mind. For people using the three other modes – 
adoption, negotiation and best-of-the both modes- frontiers do exist 
but are more fluid. They have to be understood as in a world per-
ceived as dominated by fluidity and global flows (Appadurai 1996). 

CONCLUSION
Our work supports the use of the post assimilationist model as 

a relevant frame to analyze consumer culture in a LAW. Morocco 
appears to be a relevant county to conduct such a study. The retail 
industry creates a new space opportunity for LAW consumers to 
negotiate with the global culture while offering more choice in the 
sphere of everyday life (Holt 2002). LAW consumers benefit from 
the retail industry; they use consumption practices to negotiate dif-
ferences between cultures. However, the actual fluid context gives 
LAW consumers no other choice than a creative activity of brico-
lage (Bouchet 1995). LAW consumers “bricolent” their behaviors to 
achieve their goals. They adopt, reject, negotiate or enjoy the global 
culture and the Moroccan culture to navigate in their increasingly 
globalized world. As a result, regular border boundary crossing dis-
solve clear-cut boundaries between Moroccan and global culture.

This work suffers from several limitations. One of the most 
prevalent one is the lack of socioeconomic perspective. We decided 
to focus on urban middle class consumers, as they were more con-
cerned than any other ones by the spreading of a global consumer 
culture. Any generalization to another context must be carefully con-
sidered. 
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