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«Second generations»

18-25 yearsold



« Silk lashes. Elaboratehair. Strikingly
pluckedeyebrows. Longgelnails. Thisis

bomb.

For many young people with a
migration background in Germany,
bombing meansmore than something
reallygreat.

With a bomb look, they seek
recognition for cultural identities. The
bomb look is also a silent rebellion
againstprevailingbeautyideals.

Bombis thereforealsomeantas a compliment, for men, for womenwho
are strikinglybeautifuland attract attention with their attractiveness(...).» 
FAZ. 22.05.2018
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Successin « integration » : 

- Do you feel French?
56% of Foreigner
76 % of immigrants who have arrived in France as child (1.5 génération) 
89% of childrenof two immigrant parents (second generation)
97 % of childrenof one immigrant parent (2.5 generation)

But :
More than 50 % of Africanimmigrants who have becomeFrench think
that they are not perceivedas French

Source : Trajectoire et Origines



France, Seine-Saint-Denis



Seine-Saint-Denis is Post migrant
- Population : 1, 7 millions
- 29% are « immigrés » 
- ? are children of « immigrés »
- 50 to 70% = Total

France

- Population : 66, 9 millions

- 9,7% « immigrés »
- 11,2% children of « immigrés » 
- Total = 20,9%





Models: unidimensionalacculturation/assimilation, bi-dimensional
acculturation (4 strategies, JW Berry), postacculturation(CCT)

Migration studies: Transnational model, diasporicnetworks, migrant 
autonomy, post migration,superdiversity(Vertovec)

Cosmopolitanstudies : from above, from below (Appadurai,2011), neither
from aboveor bellow(Balibar,2019)

Generationsstudies: M. Hansen(1938), Moscovici(1979), A. Sayad(1999)Χ

Consumptionstudies: historians, geographers, sociologists, fashionstudies,
mediastudiesΧ

Intersectional studies : sexual, gendered, racial dimensions(De Beauvoir,
Butler,Scott,Delphy,BordoΧ)



Theelephant in the room

- bodyasself

- bodyasa semioticssystem

- bodyasperformance(sexual, gendered, racial)

- Bodyasagency

- bodyaslocusof tensions(anorexia, obesityΧ)

- bodyasselfesteem: « beautyisgood»

- bodytransmitted(rituals, groomingpractices,Χ)

How does a body migrates? How does it « acculturate»? Are we in a
postmigrant(incarnated bodies)society?
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My research
- Long term process of «femalebody acculturation» as visible 

throughbeauty/sartorialconsumptionςwho is the 
transformer/the transformed?

- Beauty consumption: how is the body groomedand dressed
for the self and for others? 

- Individual, intergenerational, cultural, social, gendered, racial 
dimensions

- Beautyrituals, beauty normsanddiscourses
- Circulationsof practices and products
- Places of consumption- physicaland digital
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Questions

How are digital spaces changing what we know about generations 
and body/beauty acculturation?

Are generations constructed by digital spacesthrough the agency 
that these create?

In the context of beauty consumption, are digital spaces actually 
disrupting mainstream norms and standards or further reinforcing 
these norms?



Senegal
- Population: 16 millions
- Young and fast growing(x5 since1960)
- Differentethnicgroups (wolof, Peuls, 

Sérères, Diolas, MalinkeΧύ
- Muslimmajority religion (96%)

- EmergingSenegalPlan 2025 : « digital 
accessfor all »

- Mobile phone penetration: 116%
- Internet penetration: 60%
- Facebook, Instagram, Twitter, WhatsappΣΧ 

are verypopularespeciallyamongst
youngergenerations



Documentaryfilm - « GenerationAshley: contesting
beauty normsthroughconsumption»


