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Rationale for the Theme

In 2011 the UK experienced rioting, predominantly by young people, on a large scale. The riots started in London, but soon spread to most major cities, causing widespread damage to businesses and property. These riots differed in nature to previous acts of protest in that they were not identified as political, as in the case of former riots triggered by issues of race or the imposition of certain property taxes. On the contrary they became labeled “the brand riots” due to the specific targeting and looting of  stores including  “Foot Locker”, “JJD Sports”, “Orange”, “O2” and “Adidas”. The “Riots, Communities and Victims Panel” set up by the government to look into the underlying causes, identified one of four key factors, along with lack of economic opportunities, loss of trust in the police, and the breakdown of communities, as the dominance of consumerism and the role of big business in creating, what was described as a damaging consumerist culture in some of the most deprived parts of the country. As a result calls were made to limit the type of advertising targeted at the young and vulnerable (Boffey, 2012). It was also taken as evidence of the alienation felt by many young people who were exposed to, and socialized into, the marketplace, but were unable to fully partake as legitimate consumers. It is now recognized that we are living in an era of consumerism where we are increasingly encouraged to look to the marketplace to find meaning in our lives and to use products, services and brands to define ourselves in relation to others (Saren, 2007). This, as the UK ‘brand’ riots highlight, has been problematic for society as a whole and points to the consequences of creating desires for the unattainable on the part of the excluded. 
In this special issue we are concerned with developing the concept of marketplace exclusion. This concept has had very little attention to date within the field of marketing and consumer research (see Burgess et al, 2017).  Scholars working largely within the field of Transformative Consumer Research (Mick et al, 2012) have examined marketplace discrimination and injustice (Williams and Henderson, 2012) and consumer vulnerability (Baker, Gentry and Rittenburg, 2005; Hamilton, Dunnett and Piacentini, 2015). In addition, scholars working within the Macromarketing (Layton and Grossbart, 2006; Shapiro, Tadajewski and Schultz, 2009) and Critical Marketing (Saren et al. 2007; Tadajewski and Maclaran, 2009) traditions have sought to examine the macro or more structural implications of marketing practices and processes for consumers and wider society. We see our working concept of marketplace exclusion as cutting across these important streams of work in exploring both the structural and intersecting bases of exclusion perpetuated by the market, and the implications of these for individual and societal wellbeing. 
Essentially marketplace exclusion refers to the mechanisms through which certain individuals and communities are barred from the resources and opportunities provided by the market to other citizens. It is both an economic and social/symbolic phenomenon which can result in serious social, economic, psychological and physical problems (Coumas and Spreen 2003), which are often cumulative over the life-course (Lynam and Cowley 2007). Ultimately, it not only captures the failure of the marketplace to provide goods and services at a price individuals can afford, but also the failure of the market to adequately represent them symbolically. Burgess et al put forward the following working definition of marketplace exclusion:

‘Marketplace exclusion involves barriers to participation in the marketplace relationships and activities, available to the majority of people in a society. It affects the ability of individuals and groups to be adequately represented in the marketplace and has implications for quality of life and social cohesion.’ (2017: 491)
The marketplace is not a level playing field. And contrary to neo-classical economic theory, nor does it always contain some hidden, self-righting mechanism that ensures an optimal distribution of resources. Even some marketing textbooks recognize the counter-argument which is that the “so-called ‘hidden hand’ of the market is invisible because it doesn’t exist” (Saren, 2018). In reality, except for theoretically ‘perfect’ markets, by definition most markets operate imperfectly and power relations between actors are usually far from equal. Nowadays this inequality is increasingly on a world scale. The globalization of ostensibly free markets may have provided access to markets anywhere in the world for some, but other local-bound consumers and small enterprises that lack access, information or resources to reach world markets are rendered ever more remote, excluded and feeling left behind.
Participation in the market and the accompanying rights and responsibilities that allow individuals to act and be valued as legitimate consumers is an essential aspect of social cohesion and social relations.  One of the consequences of consumer culture has been the merging of categories concerning social and market participation, access and exclusion. Alongside the rise of consumerism there has been a shift away from values of community and citizenship towards those of materialism and competition. 

The adjustment to these new social and market-oriented relations has been problematic for society as a whole because some people are better equipped to thrive in this context than others. Not every marketplace participant is able to compete on equal terms and various types of mechanisms operate to marginalise and exclude certain groups. Nowadays digital exclusion is a major concern for people without access to the Internet who may be increasingly left out of the networked economy. And online consumers are viewed by suppliers not as customers but as data-filled products (Saren, 2011). In physical markets exclusion can result from poor education, lack of communication and support at home, and limited access to jobs, finance or credit.  It can also result from the activities of retailers, marketers and cultural intermediaries in advertising, broadcasting and social media who shape the messages and measures of success, identity and belonging in terms of the market. 
Types of Exclusion and Literature

In the broadest sense, to be deemed ‘excluded’ means that an individual or group cannot participate in the activities of ‘normal’ citizens (Hamilton 2009). This may be due to many factors such as poverty, age, race, disability, gender, sexual orientation, geography, and access to goods, services or technology, social class, and/or employment status. But, exclusion is seldom attributable to a single factor or a single outcome. For instance those living in extreme poverty, at the bottom of the pyramid, often struggle to meet the needs of their everyday lives, are limited in their social activity, struggle to cope with peer pressure and suffer the consequences of stigmatization (Piacentini and Hamilton 2013). An example of this is in the UK is the rise of food banks (places run either on a  voluntary basis, by charities or in conjunction with supermarkets where food is donated and distributed to those in need), as a result of the year on year increase in the number of people defined as living in poverty. In 2016 it was estimated that 21% of the British population could be described  as such, with a significant proportion of these living in “deep poverty”, in that “they do not have the means to obtain sufficient food (i.e., enough calories), let alone quality food” (Caplan 2016 p.5). Yet, reliance on charitable “handouts”, despite all good intentions, also brings with it shame, loss of self-respect and stigma, regardless of the legitimacy or cause of the need.

That stigma and exclusion are natural bedfellows is clear, but poverty is not the only source of stigma. For example, Pavia and Mason (2012) look to exclusion of the family unit as a result of one or more children with disability and the resultant problems of family building, family consumption and family identity. They highlight issues of agency and control and even the difficulties faced when trying to socialize children into the marketplace (e.g., “touching products, knowing brands, enjoying consumption spaces, being with friends/siblings in market venues” (p.110)). They further note that of all the problems faced when confronted with inclusion/exclusion decisions, stigmatization “stands apart as a fundamental threat to family identity” (p.111), and even more so when it imposes boundaries around “insiders” and “outsiders”.

Of course exclusion exists on a global scale and has different meanings, criteria and outcomes for the various stakeholders depending on culture, the state of the country’s development and availability and distribution of resources. However, in western capitalist society, to be “excluded” increasingly means to be excluded from the sphere of consumption and the marketplace – to be limited in the activities required of a ‘normal’, active, consuming citizen. Such citizens are in effect ‘flawed consumers’ (Bauman 2005); “those consumers who are subjected to a world that defines citizenship through consumption, but who simply do not have the financial capital to “belong”” (Durrer and Miles 2009 p.226). This inability to consume has meant that such issues as disadvantage, low income, vulnerability and exclusion have not been high on the agenda of those concerned with marketing and consumption – with the “good” consumers, or with critiques of how consumption and consumer society reinforces circuits of power, exclusion and marginalization.
That is not to say that the excluded and marginalized have been absent from consumer research. We can look back to the early pioneers and the contribution of scholars such as Hill (1990; 1991; 1995) whose work on the homeless in the USA highlighted the plight of women and the meaning of dispossession and loss. In particular how the “loss of material possessions is often viewed as a violation of the self” (Hill 1990 p.319) and a signal of loss of control (Coumas and Spreen 2003). Moreover, this journal has been particularly welcoming and open to research that serves as a critique of consumer culture and sheds light on issues of marginalization, vulnerability and exclusion in their many forms.

Gender, for example, has been the subject of much research on marginalization and exclusion, with feminist scholars debating what it means to be a woman under different socio-historical circumstances (Brah 2004). A key development in feminist thought is that of intersectionality, or the interlocking of oppressions, whether they exist along gender, racial, class, global or local lines. This notion of intersectionality found a voice in feminist scholars during the 1980s, crossing intellectual boundaries and drawing inspiration from poststructuralism, discourse theory, psychoanalysis, queer theory and postcolonial criticism (Brah 2004). Moreover, for those at the center of multiple forms of exclusion, inequality can become an inexorable and interlocking matrix of domination (Collins 2010; Stauffer 2015). Meer and Muller (2017) for example, argue that intersectionality should take into account not only the categories of exclusion, but should also look to such questions as how context, history and cultural practices inform the identities of those it aims to empower. This calls for cultural understanding of how, for example social status such as profession, marital status, ethnicity, and so forth, may be important categories independent of class (Bawa 2016). Importantly however, Intersectionality should not just promote static identity categories. Rather, it should account for the lived experience of power and privilege in relation to structural inequalities and how these structural inequalities are embedded in categories of disadvantage, vulnerability and exclusion (Gouws 2017). It should also recognize the extra-local conditions that shape the lived experience (Lynam and Coweley 2003).  Essentially, intersectionality proposes, issues of gender, race and class (among others), should not be seen as independent, or as Spivek (1988) argues, "if you are poor, black and female, you get it in three ways" (p.296) (Mwiti and Goulding 2018).
Shifting away from western consumerism, postcolonialism and the lived experience of consumers living with the legacy of former systems of outside oppression and domination have started to feature on the agenda of researchers interested in consumption in non-western contexts. However, when trying to understand the legacy of colonialism and post-colonialism, it is important to recognize that race, gender and class are not "distinct and isolated realms of experience. Instead they come into existence in and through contradictory and conflicting relations to each other" (Brah 2004 p.78). For example, adopting an intersectional lens, Mwiti and Goulding (2018) examined how women living in the slums of Nairobi, in communities dominated by male hegemonic traditions, norms and gendered cultural boundaries, faced disadvantaged on numerous overlapping levels. These included poverty, gender, lack of education, limited access to financial institutions and low social class. But, on a note of optimism they identified ways through which these women developed strategies through the creation of “charmas” (women only collectives for pooling resources), in order to manage their way of out poverty. Nevertheless, they also argue that to understand the oppression and exclusion of women in postcolonial Africa, we also need to reflect on the violence of colonization and the coloniality of power (Njoh2016). As they note: "In a long historical perspective, feminism in the colonial and postcolonial world signifies far more than ethnographic diversity…it documents a great historical transformation in the social process through which gender is constituted" (Connell 2015 p.56 cited in Mwiti and Goulding 2018). 
But, intersectionality is not just about gender. Rather, it runs the spectrum of age, gender, race, ethnicity, sexual orientation, body size, color, and physical ability, which “collectively form a hierarchical matrix of privilege and marginalization” also known as “multiple jeopardy”, “simultaneous oppressions” or “intersectional invisibility” (Gopaldas and DeRoy 2015 p.334). And, the marketplace must take some responsibility for the continued exclusion of vulnerable or marginalized groups. Gopaldas and Siebert (2018) draw attention to this suggesting that: “Fuelled by the legacies of history, aspirational marketing logics, and an industry-wide distribution of discriminatory work, marketing images help to perpetrate multiple, cumulative, and enduring advantages for privileged groups and disadvantages for marginalized groups (p.232). They discuss the metaphor of marketing as a mirror, or reflection, of social and cultural values which often reinforces negative ideas surrounding race and gender whilst perpetrating the myth of hegemonic masculine stereotypes. They propose a higher order concept of marketing imagery as “mirrors of intersectionality” that reflect all categories of marginalization including “ableism, aging, colorism, fatism and heterosexism. Another meaning of this concept is that marketing images also reflect intersectional forms of marginalization including sexist ageism and racist multiculturalism, which only impact doubly marginalized intersections such as women over forty and foreigners of color” (p.323).

This brings to the fore questions regarding “marginalization” by the “marginalized” where intragroup marginalization is defined as the downgrading and discrimination that more privileged group members have toward, other less privileged group members (Harris 2009 p.431). In particular Harris examined homophobia and heterosexism within the African American community, and points to other intragroup marginalization such as middle class African Americans and working and lower class African Americans, the discrimination faced by African American women at the hands of African American men, and between those African Americans of lighter skin and those of darker tones. This further highlights problems of exclusion based on colorism.  Olivotti (2016) for example, using Hong Kong as a context, looks at how darker skin is read as a sign of ugliness and low social status and how this is perpetuated in advertising, even if the product has nothing to do with skin color. They suggest that advertising reflects the power relations that exist in society and that the promotion of “otherness” based on colorism leads to inequality and exclusion even by members of the same overarching culture. On the subject of color Burton (2009) argues for greater reflexivity and consideration of the impact of “whiteness” in consumer research and the fact that: “Whiteness is a marker against which other cultures, “the other” are measured. A central objective for whiteness theorists is uncovering how whiteness develops and dominates particular racial and ethnic groups over time and space” (p.171). 

Grier et al (2017) raise further interesting questions about race, bodies and visibility suggesting that in some cases bodies of color become literally nonexistent. Using the case of a facial recognition project they discuss how a black researcher’s face was not recognized by the robot technology until she put on a white mask. This form of exclusion not only renders invisible a large section of the population, but also holds the threat of significant and damaging consequences, as they note: “Given the significant impact software algorithms have on consumption outcomes in various marketplaces – everything from credit worthiness and related assessments of loan default or recidivism risk, insurability, college admissions, surveillance, arrest, bail, and probation/parole probabilities – the incomplete consideration of racial variation is highly problematic” (Grier et al 2017 p.2).

And then there is the case of religion as a factor in exclusion. Jafari and Goulding (2008) examined how young Muslim Iranians used consumption discourses to negotiate a series of ideological tensions in their socio-cultural settings. Reflecting the desire to escape the constraints of a theocracy that limits consumer action and expression, these consumers constructed an illusion of freedom offered by the west. However, when attempting to engage in western consumer culture they faced inherent contradictions and an inability to free themselves from cultural and religious beliefs. The inability to fully engage with the market in a western sense resulted in a form of self exclusion and the emergence of a ‘torn’ self.  This occurred in the face of a complex series of clashes and paradoxes between restricting political and religious dynamics and the so called emancipatory forces of consumer society. Still on the subject of religion, but taking a different perspective, Johnson et al (2017) analyzed the case of the burger chain “Quick”, the second most frequented in France after MacDonalds. In particular they drew attention to the discourses of power, grounded in the language of rights and secularism and used to legitimize the reaction against the introduction of halal burgers in several of its outlets. In this sense they argue that the dominant voice operates from a position of privilege and serves to destabilize strategies and exclude those minority customs that do not conform to the prevailing ideology. In this sense they call for greater attention to the role of privilege as averse to oppression or domination which are more frequently used to examine exclusion. 

Methodological and Research Questions
Whilst all of these papers cited above call for greater attention to and research into the multiple sources of exclusion, some consideration also needs to be given to the techniques that we, as researchers employ, the questions we need to ask, and the different agendas that drive our research. Significantly, Mamali (2018) draws attention to the role of the researcher in vulnerable contexts and warns against falling foul of becoming an ethnographic colonizer “who exploits a tribe in the name of an agenda, irrelevant to the tribe itself” (p.2). And reflecting on the history of the ethnographic tradition highlights the fact that: “Outside the world of consumer research, the exploitative effects of a market ethos cutting across academic research are apparent in the anthropology field that pioneered ethnographic work. Anthropologists have often been implicated in imperialist agendas, participating in the domination of research subjects……Drawing from the principles of equity theory”, guilt…is rooted in the balance of fairness between the two (or more parties involved) (p.8) and reciprocity should be a maxim. As such it is important to recognize and account for 'positionality', or the various positions we, and those of the community being researched, occupy in the field, the different power relationships that exist, and to be aware of how these shift and influence which narratives are produced (Banu 2012). 

One of the most pressing challenges for consumer researchers is “to avoid simplistic overgeneralizations across single dimensions and instead investigate consumer experiences across intersections of multiple dimensions” (Gopaldas and DeRoy 2015 p.335). And, of course, sensitive issues and sensitive contexts often require thinking “outside of the box” when it comes to data gathering and picture building. Martin et al (2006) for example, in their study of multiple femininities in a hypermasculine context argue the case for re-inquiry into previous research contexts using different theories and different methods, not just to check facts, but to “tear down walls of paradigmatic perspectives and  boundaries to reveal whole new landscapes” (p.171). But, as well as revisiting theory and looking through new lenses to reevaluate the realm of exclusion, we also need to think creatively when it comes to our methodologies.

For instance, Goulding et al (2018) looked to the arts and the use of arts based methodologies to research a devastated community who had lost everything in the Japanese tsunami of 2011. The aim was not only to collect data to explain community resilience, but to actively help those involved work through their loss and come to terms with it so that they could  start to develop strategies focused on rebuilding the future. Also using tools drawn from the arts, Burgess et al (2017) use theatre to work with community members experiencing exclusion from the marketplace. Similarly, Kapoor et al (2018) explore new techniques of expression and means of coping with marginalization through the use of dance and poetry to trace one of the author’s journey of “coming out” and coming to terms with his sexual identity in the face of discrimination and exclusion. As they suggest “Marginalized people often use dance, music, language and other mechanisms to express identities and negotiate meaning in a hostile environment” (p.2). In this case dance enabled the expression of such emotions as “rage, despair, shame and confusion” (p.10).

Romm (2015) argues the case for a transformative paradigm that privileges the lives and voices of marginalized groups in society, whether due to race/ethnicity, gender or disability in order to increase transparency and ultimately facilitate actions for ensuring social justice.  In research such as we describe, boundaries will always be there; they are inescapable on numerous levels - between researcher and researched, between differing academic traditions and positions, between academics and practitioners and between people of different cultures and language. Springgay (2002) suggests there are questions that the researcher needs to constantly consider such as; how does the 'story' effect me? emotionally? Intellectually? and how accountable am I to the standards of knowing and for telling the stories of the people effected by exclusion. In this sense ethical considerations should never be far from the surface. The important thing is to be aware of the boundaries and the impact that they have on the various relationships and on the research itself and to carefully document when boundaries start to crumble (Goulding et al 2018).
The Special Issue Papers
This review of the topic has highlighted some of the issues that create and perpetuate exclusion from the marketplace and some of the complexities involved in researching the phenomenon, but it does not cover the full spectrum, their cause and their effects. The papers in this special issue continue the trajectory of analysis and critique, adding to the debate on exclusion and opening up new conversations about consumer culture. In all of these papers we hear the voices of the oppressed, the exploited, the marginalized and the excluded, drawn from contexts as diverse as India Africa and Brazil. Through them we are exposed to new ways of thinking, alternative theories and potential avenues of progress that go beyond critique.

To set the tone this special issue opens with a poem by Hilary Downey entitled “when the marketplace excludes me” - a poem which “speaks to the concept of disruption, disruption in everyday life, in rituals, in prescribed script” and the challenges of non-acceptance. It is a poem that captures the pressures to conform through consumption and maintain visibility in the marketplace, or run the risk of being considered tainted or stained. It is a poem that challenges the idea of an emancipatory marketplace and the liberated consumer, exploring instead the dark side of the pressure to consume.

The paper by Bhattacharyya and Belk, asks the question “how do the poor choose and use technology”? They examine how subservience to exploitative systems in a neo-feudal system continues to thrive in India, despite the threat to individual wellbeing. They illustrate how the consumption patterns of the poor are at the mercy of the upper classes and how, with no laws to protect them, the underprivileged live under threat of the essentials of everyday life being seized from them by the dominating upper classes. In response and as a tactic of resilience, the poor practice a form of “subservient consumption” in order to maintain harmony with those in positions of power.

Arnould and Press apply a critical cultural view to examine how agricultural producer-consumers in Kenya and Uganda face challenges in meeting their subsistence goals in a market system in which they are both included and excluded. They raise questions about why, after decades of interventions, poverty in east Africa is on the increase. They identify that market participation goals are distinct from those associated with a neoliberal market ideology and suggest that piecemeal interventions only contribute to the integration gap these market actors. This, they suggest only forces them into a neocolonialist market system in which they cannot be successful. As they argue, not all market systems are the same and all market systems are ideological.

Hutton draws our attention to the issues surrounding gender and poverty. Drawing on pro care work feminist theory and using a voice-centered relational approach to interrogate the narrative accounts of a diverse group of women living under different conditions of poverty, she examines marketplace exclusion from the perspective of economic disadvantage and its impact on relations of love, care and solidarity. At the economic interface she defines the experience of economic affective inequality as disrespect, relational carelessness and emotional disconnection. Calling for greater attention to be paid to issues of pain, suffering and compassion in order to develop interventions aimed at breaking down the structural conditions that promote suffering, she shows how the care-less marketplace not only excludes women, but continually creates and reproduces inequalities in women’s resources, power and status.

Kearney, Brittain and Kipnis point to the fact that people with disabilities constitute one of the largest minority groups with one in five people worldwide living with a disability. In their analysis of the discourses surrounding the “We’re the superhumans” advertisement, developed for the Rio 2016 Paralympic Games, they unravel the multiple, complex and sometimes contradictory meanings related to people with disability. In particular, they identify the fact that many bodily forms still remain invisible and that there is a qualitative imbalance regarding representation of age, gender, race and type of disability. They point to the need for greater attention to the intersectionality that surrounds and impacts disability and the role of advertising in the creation of new mythologies of norms of ideal types of “able disability” which compounds selective inclusion, and by definition, exclusion from the marketplace.

Using Lefebvre’s work “The Right to the City” and critical urban theory Miller and Stovall consider different competing political discourses surrounding consumption as a hypothetical “Right to Consume”.  In their paper they challenge the boundaries between the included and the excluded and between the alienated and deprived in an age where global inequality is growing and capitalist enterprises are becoming more sophisticated in targeting potential consumers in order to introduce them to new relationships with commodities and debt. They discuss some of the main trends in thinking about the politics of consumption and call for a more radical and alternative approach in order to better understand and help forge new consumption practices and communities.

Castilhos also looks to the work of Lefebvre to examine the nature and meaning of spatial exclusion. Drawing on Lefebvres’s spatial triad he demonstrates how elites work together to design Brazilian city spaces that cater almost exclusively to the aspirations of the privileged classes while actively excluding those at the lower end of the pyramid. He shows how private actors construct and legitimize the shaping of class based aesthetics as wants and desires through the systematic enforcement of the place brand narrative in the life of the neighborhood. In turn, residents adopt the role of active brand ambassadors or defenders, not just through enactment of the brand lifestyle, but also through involvement in the political economy of the production of space. The end result is the displacement of disadvantaged groups through a “carefully managed process that stigmatizes, shatters spatial references, and makes the daily life of such groups less practical in the face of the affluent neighbors”. In effect space becomes colonized space within which dominant narratives are normalized, making exclusion more subtle, yet “no less inexorable”.

Along with a growing body of work, what these studies show is that exclusion operates on a global scale with often devastating consequences. But we need to recognize that exclusion may have many faces, from the global to the local and may be concerned with the ‘big’ questions of, for example, poverty, sexism and racism, as well as more locally experienced incidents that may, on face value, seem trivial, but on closer examination reveal consequences of isolation and alienation. For example, in the UK, recent years have seen the demise and closure of post offices and village pubs in rural areas which for many are the sole point of sociality and community contact. By contrast many urban areas have been the victim of retail redlining by supermarkets in areas of high ethnic concentration, leaving them open to exploitation by smaller retailers (D‘Rozario and Williams 2005). Or, the scandal over energy companies who charge significantly more for metered gas and electricity, the only means of supply for many of the most vulnerable groups in society. Conversely, exclusion from what is a basic citizen’s right in countries such as the UK through what has come to be known as the health care lottery where postcode decides access to quality medical treatment; Or, exclusion on the basis of appearance, as evinced in the brutal attack and subsequent murder of Sophie Lancaster, a twenty year old Goth who along with her boyfriend Robert Maltey were viciously assaulted in a park in 2007, because, as the judge in the case ruled,  they “looked different”. 

The theme of marketplace exclusion for this special edition of CMC originated from an ESRC-sponsored seminar series in the UK (Parsons et al. 2013). The series was designed to create links between academics, early career researchers, business leaders, community groups, activists and policy makers interested in the dynamics of marketplace exclusion and means of countering it. As the editors we hope that this special issue of the journal will stimulate ideas, debate and further research into this timely, important and far reaching problem that is faced, in one form or another, by virtually every society in the world.
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