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Significance/Innovation of the Concept 

Retail brands use brand imagery and advertisements (i.e., brand communication) to 

connect and communicate with their target market and, in turn, promote sales of their products or 

services. Brand communication from all types of media has the power to influence consumers, as 

well as, inform, educate, and motivate them. However, as Lee, Elahee, and Acevedo (2004) 

concluded, consumers interpret these messages based on their own personal experiences, 

background, and culture. Among these factors, culture particularly has one of the most profound 

impact on how we receive, store, and make decisions (Hill, 2002; Kale, 1991). Each culture 

encompasses its own unique principles (Kalliny, 2010) and there is a variance on how messages 

from retail brands are perceived.  

When expanding, many retail brands target new consumer groups as they would their 

traditional consumer base. However, this can be an ineffective strategy. For example, in 2017, 

Nike entered a new market segment focused on inclusivity, empowerment, and elevating female 

athletes with the Pro Nike Hijab. The premise of creating the hijab was aligned with Nike’s 

mission, which is to serve all athletes (Diaz, 2017). The design and development of the pro hijab 

took on different phases, as well as, incorporating 

feedback from top hijab wearing athletes (Diaz, 

2017). Additionally, the creation of the pro hijab 

was also a business strategy for Nike to fill a 

white space. Nike’s market research estimated 

that their hijab could potentially reach 800 

million people globally, and during this time 

frame the athleisure market was already valued at 

$97 billion (Sergen, 2017).  

 The opening statement of Nike’s global 

hijab television advertisement was provocative 

and implying to go “against the norm” (Think 

Marketing, 2017). As the advertisement 

continues, there are different scenes of females 

defying cultural norms, such as skateboarding 

down a street in the Middle East. Nike would 

gain almost 1 million views versus their forecast 

of only 26 thousand views. Hind Rasheed, Nike’s 

Figure 1. Consumer backlash in the case of 

the Nike hijab. 
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Communication Manager in Dubai, commented that the focus of the TV advertisement was to 

inspire and encourage (Think Marketing, 2017). Although the brand images can be 

considered progressive, backlash did occur by the consumers that Nike targets. Consumers 

expressed that the sport hijab by Nike tolerates the subjugation of women (Spector 2017), did not 

display cultural dexterity, and indicated their misunderstanding of habits and 

cultural norms (Banks, 2017) (Figure 1). Nike marketed to these consumers based on prominent 

values of the American culture and did not consider some of the values of their ancestral culture 

creating negative word of mouth.  

According to Hill (2002), brands are better received if they are perceived in line with the 

culture of their targeted market segment. Ghosh, Ghosh, and Ghosh (2016) conclude that the 

performance of a brand establishing in a new market is determined by the value of that brand and 

how it aligns with the consumer in that market. To create a connection with that consumer, the 

brand must incorporate the offerings per that culture. These offerings could vary from product, 

services, or being aligned to the brand from a consumer’s perspective. The findings of both 

studies of Hill (2002) and Ghosh et al. (2016) showed the importance of integrating culture into 

the brand. The studies, however, did not investigate how cultural awareness of brands affects 

customer emotions and responses to the brand and its communication to the consumer. 

Therefore, the purpose of this conceptual paper is to investigate how retail brands communicate 

through images and advertisements particularly to first-generation Americans, as it pertains to 

cultural knowledge from the retailer. The authors choose to focus on first-generation Americans 

as this group of consumers are a unique market segment because they are tied to their ancestral 

culture but have also acculturated to American culture and social norms; thus, it is proposed that 

retailers need to thoroughly understand their values and beliefs to effectively market their 

offering to these consumers.   

Synthesis of Relevant Facts, Data and Literature 

First-generation Americans are defined as a person with immigrant parents. Researchers 

conclude that first generation Americans are conflicted between their ancestral culture and 

adopted culture (Lee et al., 2017). It can be inferred that first-generation Americans have 

combined both cultures to create a new culture for themselves. There are 44.5 million first-

generation Americans estimated in 2017. This is a 1.8% increase from the previous year (Lang & 

Torbati, 2018). Retail brands need to refine existing branding strategies in order to attract and 

cultivate this group of consumers. Retailers can no longer implement their existing strategies 

with this growing market segment. Therefore, as this segment of the market continues to grow 

retail brands need to take a harder look at the targeted demographic by focusing on the attributes 

of first-generation Americans.  

After a thorough review of the literature, it is concluded that there is minimal research 

conducted on first-generation Americans as most of the research focuses on a particular ethnic 

group that has immigrated into the United States such as, Asian and Hispanic Americans. 

Therefore, the authors feel strongly that this concept on first-generation Americans can help 

retailers and fashion brands recognize the need to create advertisements and brand images that 
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are inclusive to this cohort of consumers. One related study by Lee, Elahee, and Acevedo (2006) 

explored cultural identity and advertisements as it pertained to first-generation Americans. 

Particularly, the authors investigated the meanings of advertisements within mass media and the 

impact it had on cultural identity. The authors found contradictory cultural messages received 

from media, society, acquaintances; thus, creating tension for first-generation Americans. 

Furthermore, the participants vehemently complained about negative stereotyping of immigrants 

in mass media. The finding from Lee et al. (2006) focused on how the advertisements 

contributed to the participant’s identity, not the overall consumer behavior as presented by the 

authors of this conceptual paper; thus, a justification for further investigation into this 

phenomenon.        

Proposal for Future Action  

The purpose of this conceptual paper is to investigate how fashion brands can create a 

more inclusive experience for first-generation Americans with a more in-depth study of culture 

as it pertains to brand images, social representations, advertisements, and how it effects their 

consumer behavior. The next step is to gather data qualitatively to explore this phenomenon in 

depth and investigate the fashion imagery being shown to customers. Fashion brands and 

retailers may not have the deep cultural knowledge to fully utilize cultural norms which would 

have a positive impact on consumption and financial sales. Therefore, after having a 

conversation with these consumers, the study’s findings would have an impact on how fashion 

brands could provide a more inclusive experience for first-generation Americans through their 

marketing communication.  
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