


When is advertising going to embrace diversity, gender and race equality, and start reflecting the real world?
When we watch advertising on TV or on a billboard, poster etc., does it really matter if there is diversity in the adverts? Some may say diversity makes people feel included in advertising, however, some say otherwise: “diversity is neither a goal to make everyone feel good and included, nor is it an ancillary part of the business process” (HOLT, L.F., 2017, 21(2), pp. 15). Diversity is needed so that customers can connect with the brand or business; a stronger connection means a more loyal customer base. So, why is diversity important? 
Diversity promotes an accurate reflection of consumers and therefore, consumers would be more aware of the choices they have. Diversity is not just important to minorities, millennials and Gen Xers also feel that it is important, this is evidenced by the fact that ‘57% of consumers are more loyal to brands that commit to addressing social inequities in their actions’ (Brodzik C., Young N., Cuthill S., Drake N., 2021). Why does this matter? This shows us that consumers want to see brands care about them and causes they care for; if a brand does not care about its consumers, what does that say about them? It does not put them in a good light. Therefore, diversity is one way businesses can improve their way of attracting more customers through advertising. Diverse advertising not only resonates with minorities but also appeals to the general population, thus concluding that there is no downside to inclusive adverts. Research has found that people are more likely to consider or purchase a product from diverse adverts.
As advertising is a reflection of its consumers, why does it portray a country such as the UK or the USA as homogenous? More than 40% of the USA is non-white and yet the advertising does not seem to reflect this, why are minorities always used as background characters? If not background characters, why are adverts with diversity seen as inauthentic sometimes? This is because the demographic of advertising agencies is mostly white; as of 2021, 81.7% of advertising agency employees were from a white background, compared to the 18.3% with a non-white background. This clearly shows that ad agencies don’t have diversity in itself, therefore leading to lack of diversity in ads. As well as that, since the majority of employees are white, they would not be able to understand people of colour or people with disabilities and thus if they were to attempt to use diversity in their ads they might come across as inauthentic. There has been some progress in diversity in the industry, however, this has not equated to major changes in the diversity of advertising. “Research on cause marketing has shown that consumers are driven to support brands that stand for issues they deem important” (Ruggs, Stuart, Yang, 2018., 29:319–335), Consumers care about authenticity and the values of the company or brand; this helps build a bond between consumers and companies. This means customers might look the other way when it comes to inauthentic adverts or even cause backlash. One example of this is Barnes & Noble’s attempt to create inclusive book covers for black history month. As seen below, in figures 1 and 2, Barnes & Noble’s attempt was very lazy; they could have displayed books by black authors but instead chose to change the colour of famous characters by famous white authors; it degrades black authors and other people of colour; how does this promote diversity, in any sense? Backlash was brough upon Barnes & Noble by prominent authors. Many were quick to point out that their attempt was a superficial fix and there were bigger issues within the industry that were glossed over; this attempt led to people viewing Barnes and Noble as money hungry. Justly so, the project was thus suspended. 
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Figure 1 & 2: Barnes and Noble’s (2020) ‘Diverse Editions’ series.
In 2020, Channel 4 partnered with the supermarket sector to produce ads to stand against racism and show unity with the hashtag #StandAgainstRacism. Sainsbury’s created 3 adverts for Christmas, the first one involving a family with only black people, no white people were involved in the whole advert (figure 3). This advert had no cultural quirk that white people could not relate to; it was a normal happy family moment between a father and daughter. However, there was major backlash which led to Sainsbury’s removing comments from their YouTube video. The comments left by some British citizens were uncouth and unnecessary, when compared to the other adverts which hardly got any hate. This highlights a huge issue in the advertising industry; it shows us that that the majority, white people, are not used to seeing diversity and therefore are averse to it. If there were more diverse advertising, less people would be opposed to it.
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Figure 3: Sainsbury’s (2020) Gravy Song Advert.
Channel 4 conducted a survey with 1000 people (500 Black, Asian and Minority Ethnic (BAME) and 500 white) on the representation of BAME culture in advertising. 62% of the BAME group said that current advertising on TV does not represent black and brown cultures well. Channel 4 have Awards for diversity in advertising, allowing companies to have advertising space worth up to one million pounds. This is one way Channel 4 is helping combat racism and inequality in advertising, leading to more diverse adverts such as the Gravy Song advert. 
One study examined how parents and non-parents responded to two fathers as parents compared to a traditional parental arrangement. The study found that parents showed less adverse emotion to ads with the gay men when the gay men’s action fit the parent’s schemas, however, it did not affect the negative emotion of the non-parents. They also found that the parents had a higher purchase activism after watching the gay parents. Thus, this shows that the values a brand represents significantly impacts and increases the likelihood of whether consumers would purchase from a company. This reflects why audiences may respond differently to diverse advertising. Companies would need to need factor in several things before they can create diverse advertising that can elicit a positive response and purchase activism from consumers. 
There are major issues with gender role stereotypes in advertising, this is being tackled by regulatory bodies to reflect the changes in society. The Advertising Standards Authority (ASA) announced a ban on gender stereotypes in 2019, after research found that gender role stereotypes have a restrictive effect on choices, aspiration, and opportunities. Stereotyping can also be reinforced by advertising which leads to inequality in gender. 80% of consumers spending is influenced by women yet only 3% of creative directors are female. This is shows us that unequal gender roles in the industry affects the gender roles in advertising as well.
The ASA conducted a survey on over 2,000 people, including over 1,000 BAME participants, which focused on portrayal and representation of various communities in advertising. The research found that there were 3 ways advertising could cause harm: reinforcement of existing stereotypes, by repeating certain portrayals, this will reinforce society’s view on minorities; emergence of new stereotypes by portraying minorities are one dimensional or having inclusion by the use of tokenism; and finally reinforcing racist attitudes by depicting racist behaviour, even when challenging certain view, this may bring up past trauma and reinforce prejudice. The participants thought that advertising had become more diverse, but more could still be done to improve representation. 66% of BAME participants felt under-represented or not represented at all, as well as half also saying that they are not depicted accurately. A minor improvement can be seen by the evidence collected by Lloyds Banking Group; Black representation increased from 5.7% in 2015 to 13.3% in 2018; although minor, it is still somewhat of an improvement. Overall, the issue of racism is neither the worst nor the best; whether unintentionally or not H&M produced a hoodie with “Coolest Monkey in the Jungle” and let a black boy wear it. Another example is Gucci’s balaclava which had allusions to ‘black face’. One advert that tops them all in racism is one done for is a TV from China (figure 4). This advert shows how a Chinese woman turns black man into a Chinese man by cleaning him in a washing machine. If this ad were to be featured on British TV it would be taken off and banned immediately but Chinese agencies have different standards when it comes to racism in adverts. Evidently, racism is rampant everywhere, even where no one suspected it; many people in the UK were shocked at the racist responses by British citizen towards the Gravy Song advert.
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Figure 4: Chinese Advert (2020)
LGBTQ representation is also more inclined to white, gay couples. This is supposedly because it is ‘easier to understand’. Even when LGBTQ people are represented in advertising, some groups like bisexuals and transgender people are excluded. It has also been found that only 3% of adverts contained LGBTQ members, even though the LGBTQ community make up 6% of the population. 
BAME and LGBTQ communities both contain very diverse identities so with such labels, grouping, it leads to not being able to accurately represent them. The lazy categorisation creates a barrier between the overwhelming number of identities and the right way to represent them. However, this doesn’t mean that advertisers can’t represent them well. Again, good representation on screen depends on good representation off screen—in the industry. There are also other ways advertisers could help BAME and LGBTQ communities, rather than focusing on having a token archetype.
In the United Arab Emirates gender equality and female-to-male labour representation is low and faces major challenges. The UAE government has pushed for more females in roles such as ministers, judges and ambassadors. Although there is a push for more equality, personal and cultural factors affect the likelihood of more females in roles. Advertising in UAE shows women in household and domestic positions, this means there is a lack of role model for women, therefore leading to women only thinking they can do certain jobs, such as the ones displayed in the adverts they watch. Research has found that women find stereotypical women is adverts offensive and would prefer to be portrayed as being independent-minded, career-orientated, etc. The negative attitude may lead to a negative outlook on the brand. “Ford, Latour, and Lundstrom (1991) found that women were less likely to buy a product when the advertisement showed women in an offensive way” (Slak Valek, N. and Picherit-Duthler, G. 2021), this shows that inequality in adverts has an effect on brands and how they are perceived. In the Middle East, gender stereotypes are indoctrinated in their culture. This limits the ambitions of women who want to be in leadership positions. Therefore, their advertising relies on these stereotypes, and it would be hard to loosen the shackles on this issue. This suggests slow progress in embracing gender equality.
In a study about gender role portrays in TV advertising, research found that every country that they looked at showed traditional gender-role portrayals for some variables. Countries like the USA and UK showed more diverse roles and had men and women in both home and work roles. On the other hand, countries such as Germany had a significant amount of traditional gender roles. This study shows that there are minor improvements in some countries but globally, there has not been a significant change. 
Holland & Barrett created a campaign called ‘Me.No.Pause’ to highlight the difficulties of menopause; loss of femininity, identity and self. Using research by Professor Jessica Ringrose and Dr Kaitlyn Regehr; their researched showed that only 48% of Londoners felt that they were adequately represented. Sexualisation of women is one reason many people dislike adverts; 68% say ‘that women are often displayed in revealing clothes when it’s not necessary or relevant.’ (UCL, 2019). Women over 55 also felt the least represented. ‘Me.No.Pause’ reflected the diversity of women and represented them in a positive way.
In conclusion, has advertising embraced in diversity, gender and race equality and reflect the real world? There has been some improvement however, there has been no major change; minorities are still almost always the side characters and not the main, with exceptions like Sainsbury’s advert. Why should it be this way? The colour of your skin or the disability someone has does not determine relatability or whether someone belongs somewhere or not. As well as that, backlash against diverse adverts just shows how uncommon diverse adverts are; why else would people feel uncomfortable about seeing them? Therefore, there still needs to be more improvement, adverts where there are people of colour, disabled and female characters in main roles, where they don’t act as stereotypical figures or tokens. Advertising is still yet to reflect the real world when it comes to diversity, gender and race equality.
Bibliography


Advertising executive demographics and statistics [2022]: Number of advertising executives in the US (2022) Advertising Executive Demographics and Statistics [2022]: Number Of Advertising Executives In The US. Available at: https://www.zippia.com/advertising-executive-jobs/demographics/ (Accessed: November 24, 2022). 
Advertising Standards Authority | Committee of Advertising Practice (no date) Tackling racial and ethnic stereotyping in UK ADS, ASA. Available at: https://www.asa.org.uk/news/tackling-racial-and-ethnic-stereotyping-in-uk-ads.html (Accessed: December 4, 2022). 
Advertising Standards Authority | Committee of Advertising Practice (no date) ASA publishes findings on racial and ethnic stereotyping in ads, ASA. Available at: https://www.asa.org.uk/news/findings-on-racial-and-ethnic-stereotyping-in-ads.html (Accessed: December 3, 2022). 
Advertising's lack of diversity stifles creativity (no date) The Guardian. Guardian News and Media. Available at: https://amp.theguardian.com/media-network/2016/apr/15/advertising-lack-of-diversity-stifles-creativity (Accessed: December 5, 2022). 
Appiah, O. and Saewitz, D. (2016) ‘Advertising Industry Diversity: We’ve “Kind of” Come a Long Way Baby, but Larger Pipeline and More Intentional Action from Industry and Educators Needed’, Journal of advertising education, 20(1-2), pp. 92–96. Available at: https://doi.org/10.1177/10980482160201-211.
Block, D. (2021) Americans see more interracial relationships in advertising, VOA. Voice of America (VOA News). Available at: https://www.voanews.com/a/usa_race-america_americans-see-more-interracial-relationships-advertising/6202928.html (Accessed: November 23, 2022). 
Brodzik, C. et al. (2021) Authentically inclusive marketing, Deloitte Insights. Deloitte. Available at: https://www2.deloitte.com/uk/en/insights/topics/marketing-and-sales-operations/global-marketing-trends/2022/diversity-and-inclusion-in-marketing.html (Accessed: November 6, 2022).
Channel 4 and major UK supermarkets stand against racism (2020) Channel 4 and major UK supermarkets stand against racism | Channel 4. Available at: https://www.channel4.com/press/news/channel-4-and-major-uk-supermarkets-stand-against-racism (Accessed: December 4, 2022). 
Credos (2021) Tracking Black representation in marketing, Advertising Association. Available at: https://adassoc.org.uk/our-work/tracking-black-representation-in-marketing/ (Accessed: December 3, 2022). 
Douglass, L. (2022) Why is diversity important in advertising?, Channel Factory. Lauren Douglass https://channelfactory.com/wp-content/uploads/2020/09/FY20_Logo-Black-Red.svg. Available at: https://channelfactory.com/why-is-diversity-important-in-advertising/ (Accessed: December 4, 2022). 
Eisend, M. (2010) ‘A meta-analysis of gender roles in advertising’, Journal of the Academy of Marketing Science, 38(4), pp. 418–440. Available at: https://doi.org/10.1007/s11747-009-0181-x.
'fake diversity': Barnes & Noble Cancels Race-swapped classic covers (2020) The Guardian. Guardian News and Media. Available at: https://www.theguardian.com/books/2020/feb/05/barnes-and-noble-diverse-classics-backlash (Accessed: November 6, 2022). 
Guttmann, A. (2022) UK Ad Agency Employees: Ethnic breakdown 2021, Statista. Available at: https://www.statista.com/statistics/270792/ethnic-breakdown-of-ad-agency-employees-in-the-united-kingdom-uk/ (Accessed: November 24, 2022). 
Haller, B.A. and Ralph, S. (1970) Profitability, diversity, and disability images in advertising in the United States and Great Britain, Maryland Shared Open Access Repository Home. Ohio State University Libraries. Available at: https://mdsoar.org/handle/11603/3855 (Accessed: November 22, 2022). 
Holt, L.F. (2017) ‘Bringing Their Tomorrow into Today: Why It’s Essential to Teach Diversity in Advertising Education’, Journal of advertising education, 21(2), pp. 15–17. Available at: https://doi.org/10.1177/109804821702100206.
Kitefactoryadmin (2022) 2020: Sorry, it's still not acceptable to air an ad featuring non-white people " The kite factory, The Kite Factory. Available at: https://thekitefactorymedia.com/2020/11/2020-sorry-its-still-not-acceptable-to-air-an-ad-featuring-non-white-people/ (Accessed: December 3, 2022). 
Matthes, J., Prieler, M. and Adam, K. (2016) ‘Gender-Role Portrayals in Television Advertising Across the Globe’, Sex roles, 75(7-8), pp. 314–327. Available at: https://doi.org/10.1007/s11199-016-0617-y.
Myers-Lamptey, D. (2021) Time to ditch the 'race-washing' in ads, Campaign UK. CampaignUK. Available at: https://www.campaignlive.co.uk/article/time-ditch-race-washing-ads/1731554 (Accessed: November 6, 2022). 
Perceptions on diversity & inclusion - think with google (no date) Google. Google. Available at: https://www.thinkwithgoogle.com/future-of-marketing/management-and-culture/diversity-and-inclusion/thought-leadership-marketing-diversity-inclusion/ (Accessed: November 22, 2022). 
Ruggs, E.N., Stuart, J.A. and Yang, L.W. (2018) ‘The effect of traditionally marginalized groups in advertising on consumer response’, Marketing letters, 29(3), pp. 319–335. Available at: https://doi.org/10.1007/s11002-018-9468-3.
Sainsbury’s, 2020. Gravy Song | Sainsbury's | Christmas 2020 | Part 1 of 3. Youtube [Online Video]. Available from: https://www.youtube.com/watch?v=GqtcpLywgRU
Slak Valek, N. and Picherit-Duthler, G. (2021) ‘Pushing for Gender Equality in Advertising: Gender Role Stereotypes in the United Arab Emirates’, Journal of international consumer marketing, 33(5), pp. 512–525. Available at: https://doi.org/10.1080/08961530.2020.1820417.
Team, R.L. (no date) The Market Research Society, Diverse advertising 'more engaging', finds DMA study | AMP | Research Live. Available at: https://www.research-live.com/amp-page.html?id=5089742&name=diverse-advertising-more-engaging-finds-dma-study (Accessed: December 5, 2022). 
The 3 pitfalls of LGBTQ+ Marketing: Only representing a fraction of the community (no date) The Drum. Available at: https://www.thedrum.com/news/2019/07/01/the-3-pitfalls-lgbtq-marketing-only-representing-fraction-the-community (Accessed: December 1, 2022). 
To mark black history month, we've looked at some of the ads that been labelled racist in both the UK and further afield, but we've been shocked to identify the biggest offender of all. (no date) Lewis Silkin. Available at: https://www.lewissilkin.com/en/insights/to-mark-black-history-month-weve-looked-at-some-of-the-ads-that-been-labelled-racist-in-both-the-uk (Accessed: November 6, 2022). 
UCL (2019) Diversity matters: Improving representation in UK advertising, Made at UCL. Available at: https://www.ucl.ac.uk/made-at-ucl/stories/diversity-matters-improving-representation-uk-advertising (Accessed: December 2, 2022). 
Vallius, H. (1970) Racism in advertising in the beauty industry : Emotional responses in social media during racism related crises, JYX. Available at: https://jyx.jyu.fi/handle/123456789/66674 (Accessed: December 2, 2022). 
image3.png
T ] I
TR i

b t
og®e @O
Gravy Song | Sainsbury's | Christmas 2020 | Part 1of 3

sainsbury's @ =) O

126K subscribers

5
> » O u:uwmf( {

2.7Mviews 2 years ago
Introducing Gravy Song, the first of our three Christmas ads. Now we can't stop thinking about gravy. Or
singing about gravy! 1l @ *

Show more




image4.png




image5.png




image1.jpeg




image2.jpeg
( /
FRANKENSTEN |




