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Abstract 

Abstract: The research in this document explores racial and ethnic representations of 

African Americans, Asians, and Hispanics in current, national advertisements through the 

use of an online survey. The purpose of this study is to provide an exploratory analysis of 

the survey data collected and to present evidence on how perceptions of and influences 

from these advertisements contribute to stereotypes, including negative, inaccurate and 

unfair portrayals of the abovementioned racial and ethnic groups.  
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INTRODUCTION 

Stereotypes in Society 

Whether we choose to admit it or not, stereotypes have a huge influence on how we view 

certain individuals and the groups to which they belong. Several theories explain the cognitive 

and motivational processes behind the development of stereotypes, as well as the impact, 

influence and effects stereotypes have on society. Stereotypes that are attributed to specific 

groups affect how people perceive individuals from that group—this can have positive and 

negative outcomes. Stereotypes are learned and formed from an early age, through information 

and experiences gleaned from family, schools, social institutions, and media. Repeated 

experiences can either reinforce or negate positive or negative perceptions of social groups. This 

is commonly seen with racial and ethnic groups. In a similar instance, a child might have grown 

up learning that a particular minority group is approachable or unapproachable, intelligent or 

unintelligent, etc. That child can form stereotypes of that entire group based on what they have 

learned from and experienced with select individuals, and thus, as previously stated, over time, 

those stereotypes shape perceptions; those perceptions become beliefs; and those beliefs 

influence behaviors.  

Despite the amount of positivity or negativity a particular stereotype might hold, in terms 

of the outcomes associated with stereotypes, there are costs and benefits for both the social 

perceiver and the social target; however, most of the benefits are associated with the social 

perceiver and the costs are associated with the social target (Wheeler, Jarvis, & Petty, 2001). 

According to current literature, stereotypes are conceptions of social groups and types of 

individuals which make information processing easier by allowing the perceiver to rely on 

previously stored knowledge in place of incoming information (Hilton & Von Hippel, 1996). 
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Despite the fact that people have internalized the value of equality on the cognitive level, on the 

subconscious level they continue to rely on stereotypical assumptions about the place of 

minorities, and people are prejudiced with regard to such groups. These prejudices, it is 

reasonable to assume, lead to the discriminating behavior (Cohen-Eliya and Hammer, 2004). 

Stereotypes in Media 

According to previous research, many scholars have shown links between stereotype 

learning and media. Advertising is no exception, and is, perhaps, an important source of 

stereotype information given the aims of and processes used by advertisers to sell products. 

Advertisers present each advertisement they develop a number of times, with the intention that 

the frequent repetition will cause people to buy the advertised product. The messages are 

subconsciously transmitted to the viewers, with the result being that the stereotypical meanings 

are also transmitted to the viewers (Cohen-Eliya and Hammer, 2004).  Given the frequency, 

planning, and intensity of advertising messages, it is crucial to understand how they might 

reinforce or challenge racial and ethnic stereotypes.  

Today, advertisers have the ability to target specific consumers based on a multitude of 

particular traits; however, according to previous research and much of the cited sources in this 

study, racial and ethnic stereotypes seem to be the primary attributes used to reach consumers. 

Therefore, I argue it is important to observe how such racial and ethnic groups are being depicted 

and how this might positively or negatively influence individuals belonging to such groups. This 

study will focus on how audience members perceive race and ethnicity in advertising, and the 

possible impact, influence and effects these perceptions might have in forming stereotypes. In 

addition, this study will also look at how specific racial and ethnic groups perceive themselves 

and each other. I intend to look specifically at African American/Black, Asian/Asian American, 
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and Hispanic/Latino representations in select national advertisements to investigate audience 

members‘ perceptions of these groups and observe how stereotypes might be reinforced through 

media, specially advertising, and contributing to negative beliefs about and behaviors toward 

such groups.  

LITERATURE REVIEW 

Theoretical and Conceptual Framework of Stereotyping 

Social stereotypes have traditionally been regarded as features that are descriptive of 

social groups (Ford & Stangor, 1992), and are believed to serve multiple purposes that reflect a 

variety of cognitive and motivational processes (Hilton & Von Hippel, 1996). For example, a 

variety of affective and motivational factors influence when and how stereotypes manifest 

themselves (Hilton and Von Hippel, 1996). Motivation frequently determines when stereotyping 

emerges, but more often than not, cognitive processes serve as the mechanism for these 

motivational effects, determining how motivational processes influence perception, judgment, 

and behavior. In addition, stereotypes are beliefs about the characteristics, attributes, and 

behaviors of members of certain groups; and more than just beliefs about groups, they are also 

theories about how and why certain attributes are related. (Hilton and Von Hippel, 1996). 

Kanahara (2006) categorized stereotypes into two different categories: stereotypes as a 

belief and stereotypes as a group concept. Kanahara (2006) explains that stereotypes as a belief 

can be divided into six types of groups ―(1) a stereotype not defined as bad, rather it is 

generalization; (2) a stereotype not defined as bad, rather it is category/concept; (3) stereotype 

defined as a bad generalization/category/concept, because it is incorrectly learned; (4) stereotype 

defined as a bad generalization/category/concept, because it is overgeneralized; (5) stereotype 

defined as a bad generalization/category/concept, because it is factually incorrect; (6)stereotype 
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defined as a bad generalization/category/concept, because it is rigid‖ (Kanahara, 2006). These 

six different types of stereotypes as a belief explain how individuals cognitively address the 

behavior of stereotyping and how it affects their thought process of a given circumstance 

involving such beliefs. 

Kanahara (2006) further explains how stereotypes are group concepts in which ―the term 

is used to reflect our tendency to comprehend other individuals through our knowledge or 

understanding of the particular groups that the individuals belong to‖ (Kanahara, 2006). A 

stereotype is inevitably formed at the time we recognize or make a contact with another group. It 

can be held by a single individual or shared by many individuals. Stereotypes can exist 

permanently or temporarily. They also can have a self-stereotype in which one may have a belief 

about a group to which they belong. (Kanahara, 2006). 

The Progressional Model developed by Kanahara shows that there are five different 

categories for the cognitive process in which stereotypes are formed. These different categories 

include the terms specification
1
, generalization

2
, stereotype

3
, and application of stereotype

4
. Each 

category has a specific order wherein these terms are combined to form the cognitive processes 

stereotypes are formed: ―(1) specification alone, (2) specification—generalization—stereotype, 

(3) specification—generalization—stereotype—the application of stereotype, (4) 

generalization—stereotype alone, (5) generalization—stereotype—the application of stereotype‖ 

(Kanahara, 314). ―The cognitive process may cease anywhere within the above progressional 

phases. This is because individuals can deny or forget some stereotypic information and because 

                                                 
1 The process of obtaining information about an individual through a specific experience 
2 The process of forming an idea or judgment applicable to an entire class of objects, individuals, or event 
3 A belief about a group of individuals 
4 The application of a belief about a group of individuals to an individual from the group 
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there is some evidence that suggests that stereotype can be modified, reduced, and extinguished 

as a result of a personal desire or through some social experience such a discussion and 

interaction with other‖ (Kanahara, 2006). 

Conceptualizing stereotypes in terms of the attributes that are relatively strongly 

associated with social groups in memory has a particular advantage. It provides a theoretical 

framework on the basis of the principles of construct accessibility for explaining the influence of 

stereotypes on person perception (Ford & Stangor, 1992). For example, the idea that stereotypes 

are represented by associations between different attributes and a group in memory is important 

because it is more specific about the underlying structure of a group stereotype as well as about 

expected relationships among different methods of measuring stereotypes (Ford and Stangor, 

1992). Within this cognitive representational framework, the traditional methods of measuring 

stereotypes assess the attributes that are available within one‘s representation of a given social 

group (Ford & Stangor, 1992). 

Attributes that are strongly connected to the groups in memory are likely to be highly 

accessible when interacting with group members, and they can be expected to play a large role in 

person perception (Ford & Stangor, 1992). These attributes, which are tied to one‘s memory, can 

positively or negatively affect a person‘s perception on a particular group. It is assumed that as 

an individual‘s negative regard for a stimulus increases, positive regard for the stimulus 

decreases; therefore, it is safe to conclude, that positive and negative stereotypes, although 

perhaps not polar opposites, demonstrate a largely bipolar structure affecting one‘s perceptions; 

and consequently, their beliefs of a particular group (Levine, Carmines, & Sniderman, 1999).    

In terms of the outcomes associated with negative stereotypes, there are costs and 

benefits for both the social perceiver and the social target; however, most of the benefits are 
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received by the social perceiver and the costs are borne by the social target (Wheeler, Jarvis, & 

Petty, 2001). For instance, the perceiver‘s benefits of cognitive efficiency outweigh one‘s 

consequent costs due to inaccuracy. Hence, there is a clear harm for the stereotyped target. They, 

of course, do not enjoy the cognitive efficiency afforded by stereotype application, but must pay 

the costs associated with stereotype inaccuracy. 

Social-cognitive theory suggests that individuals learn behaviors through observational 

learning and vicarious experience. Models for behavior can be observed in the immediate social 

environment, but in modern societies, a vast amount of information about values and behaviors is 

obtained from the symbolic mass media environment.  Advertising messages form a large part of 

media content, portray actions in repetitive manner, and show rewards for these actions. These 

aspects should, according to social-cognitive theory, encourage onlookers to adopt behaviors 

seen in advertisements (Knobloch-Westerwick & Coates, 2006). For example, selective attention 

moderates such impacts, as onlookers tend to focus more on portrayed models that they perceive 

as being similar to themselves because of shared characteristics such as gender and race 

(Knobloch-Westerwick & Coates, 2006). 

In contrast, the cultivation approach describes broad impacts of media use on recipients‘ 

conceptions of social reality. It suggests that media users experience long-term, extensive, and 

relatively nonselective exposure to media content with consistent features, which in turn is said 

to mold world views (Knobloch-Westerwick & Coates, 2006). For example, such exposures 

affect individual concepts of the self, and if one‘s social group is underrepresented in the media, 

this observation is likely to undermine self-esteem by creating the impression that people like 

oneself are seen as less important in the given social environment (Knobloch-Westerwick & 

Coates, 2006). 
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Stereotypical Messages and Images Transmitted in Advertising 

It is important to consider the impact of how stereotypical messages are transmitted in 

advertisements. As previously stated, repetitious messages are intended to further encourage the 

consumer to make a purchase of a particular product or service; however, in addition to that, 

other messages are intuitively conveyed to the consumer (Cohen-Eliya and Hammer, 2004). 

These messages can include representations that contribute to one‘s overall perceptions about a 

multitude of stimuli, including stereotypical messages. It is also important to note that 

stereotypical messages are not the only messages that are transmitted in indirect, repetitious, and 

intensive fashion in advertisements. Advertisements transmitted in this way also deliver 

messages about desirable lifestyles and the superiority of the consumer culture. These types of 

messages, although different from stereotypical messages, can be influencing factors on one‘s 

perception and can contribute to the overall stereotypical beliefs of the social perceiver, 

ultimately damaging the stigmatized social target of such stereotypes and misrepresentations. 

―First, the stereotypical messages inflict greater harms, particularly in terms of the increase in 

incidence of discrimination; and second, whereas broad consensus exists among citizens of 

democratic states with regard to the objection to classifying people on the basis of stereotypical 

assumptions, it is not possible to assume a similar consensus against the consumer culture‖ 

(Cohen-Eliya and Hammer, 2004). Thus, stereotyping from the social perceiver, in this case the 

consumer or potential consumer, and stereotypical messages from advertising contribute to 

possible unfair representations, inaccurate perceptions and even blatant discrimination of the 

stereotyped and stigmatized social target.  

In addition to changing beliefs and perceptions, advertisements can change values 

through the use of their social cognitive influence. The semiotic analysis of advertisements 
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seems to explain best the invisible ways in which advertisements change values (Cohen-Eliya 

and Hammer, 2004). According to the semiotic approach, advertisements create associations 

between products and meanings. For example, Cohen-Eliya and Hammer‘s semiotic analysis 

points to the fact that information on the product and logical argument play no part in the attempt 

to redefine viewers‘ value systems and personalities. This is manifested in the scarcity of text to 

be found in modern advertisements. Instead of text, today‘s advertisements make extensive use 

of visual imagery. Under semiotic theory, visual imagery represents and suggests a particular 

meaning, idea, or conception. Stereotypical images, like all images in advertisements, convey 

meanings. These images ascribe characteristics to social groups or sectors of society. These 

characteristics may include traits, physical attributes, societal roles, or specific behavior, and 

most often, advertisements ascribe characteristics to gender and racial groups (Cohen-Eliya and 

Hammer, 2004). 

Furthermore, there are two types of stereotypical images that may be distinguished in 

advertisements: transformative images and conservative images (Cohen-Eliya and Hammer, 

2004). Transformative images reshape viewers‘ value systems and personalities, and 

conservative images reflect accepted social meanings of belonging to gender or racial groups. 

These images serve the advertiser in achieving one or both of the following two objectives: 

focusing the message on people that will buy the product, and to create an atmosphere that 

encourages buying or a buying mood. However, in an effort to encourage a purchase from a 

potential customer, advertisers are shaping beliefs, values and perceptions toward a particular 

group of people when they resort to using stereotypical messages and images. Thus, stereotypes 

in advertisements are problematic in two respects: first, in terms of the role they play in forming 
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prejudices among those exposed to them; and second, in terms of the damage that is caused by 

the existence of prejudices of this type (Cohen-Eliya and Hammer, 2004). 

In terms of their problematic effects, studies show that racial and ethnic minorities are 

underrepresented in advertisements (Cohen-Eliya and Hammer, 2004); and while stereotypes can 

serve a purpose in a variety of complex situations, it is clear that they also can be confining and 

even disadvantageous. In addition, studies indicate that the extent to which we rely on such 

stereotypes can be affected by factors beyond our conscious awareness (Miarmi and Debono, 

2007). In an attempt to mask the consumer‘s social awareness, the use of high-status associations 

keeps some stereotypical ideas from seeming obvious or insulting. However, given the legacy of 

structural racism and sexism, and a media still largely controlled by Whites, especially men, it is 

not surprising that stereotyping persists (Thomas & Treiber, 2000). For example, both gender 

and race were found to be strong underlying principles of organizing everyday experience. One 

of the tragic characteristics of media-generated stereotypes is their ability to generate self-

fulfilling prophecies, although stereotypes in ads often provide an incorrect image of race and 

gender (Thomas and Treiber, 2000). 

Racial and Ethnic Stereotypes Used in Advertising 

 Numerous studies have been conducted in the field focusing on the implications of racial 

and ethnic representations in advertising. Such studies focus on different aspects of how racial 

and ethnic representations pose false perceptions of such groups. It is important to focus on why 

people might think that race may still be a factor in representations in advertising, and why 

people of different races might react differently given the history of stereotypes in mainstream 

media. 
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―Racial projects, then rest upon particular conceptualizations of racial identities 

and how these identities and the meaning of race itself are communicated. For example, 

African Americans have continually sought to transform or destroy dominant definitions 

of African American identity as part of the struggle against legal and social oppression in 

America. Dominant social institution, including mainstream news media, upheld, 

reinforced, and disseminated oppressive characterizations, stereotyping African 

Americans as unfit for citizenship in order to justify White hegemony. Latinos, Native 

Americans, Asian Americans, and other groups have acted similarly, finding much fault 

with the new media‘s role in stereotyping, marginalizing, or even erasing people of color. 

Mainstream news media have been named as important sites of representation of 

radicalized public and their problems, as well as conveying the possible solutions to those 

problems. As such, they play a crucial role in portraying what race and racial groups 

are—or should be—at a given moment; news representations of racial groups and racial 

controversies can reflect current trend in racial thinking and, at times, can reject them, 

contributing to the process of racial formation by supporting or challenging dominant 

ideas about our racial reality‖ (Squires, 2007). 

Specifically pertaining to African American racial and ethnic representation, this 

marginalized group has many negative stereotypes associated with them. African American 

representations have consisted of service or blue-collar occupation roles; negative personality 

characteristics such as being inferior, stupid, comical, immoral, dishonest, disrespectful, violent, 

greedy, ignorant, power-driven, menacing, untidy, rebellious, buffoonish, sexually immoral, 

hopeless, untrained, uneducated and noisy; and low achieving in education and socio-economic 

statuses (Putnyanunt-Carter, 2008). 
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Entman and Rojecki‘s (2000) research demonstrates how exposure to stereotypic 

portrayal of Blacks primes other racial groups, particularly Whites, to use racial explanations of 

subsequent, unrelated media portrayals. Other evidence of theirs suggests that the effects of this 

sort of priming last for some time and that such stimuli are effective even when presented below 

conscious recognition thresholds (Entman and Rojecki, 2000). 

Entman and Rojecki (2006) argue that the advertising industry routinely segregates 

advertising accounts indicates that racial segmenting—and thus racial conscious image 

production—are taken for granted in this field. For example, ―when [advertisers] want such 

concepts as ‗fantasy vacations‘, ‗luxurious,‘ ‗cute baby,‘ ‗warm family scene,‘ or ‗sexy romantic 

couple‘ to animate an ad, most sponsors and their advertising agencies automatically think 

White. Those who craft the commercials probably do not recognize the subtle but pervasive way 

their products may inadvertently perpetuate the traditional racial pecking order. Even if they did, 

advertisers may be correct to assume that consistently associating Blacks with luxury products, 

allowing African Americans to dominate Whites in numbers and roles, or showing Blacks as 

intimately as White could undermine the appeal of many products. If so, change may come 

slowly to this aspect of commercial culture, where Blacks‘ status may remain in the limbo of 

cultural liminality‖ (Entman and Rojecki, 2006). 

Similar to the negative representations of African Americans is the representations of 

Hispanics/Latinos. The stereotypes within this group were negatively depicted and characterized 

into roles that represented them as being aggressive, dishonest, unkempt, heavily accented, hot-

tempered, sexually aggressive, provocatively and unprofessionally dressed, comical, buffoonish, 

lazy, unintelligent, and having a low level education and socio-economic status (Mastro & 

Behm-Morawitz, 2005). 
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Mastro, Behm-Morowitz, and Oritz‘s (2007) research results indicated that increases in 

television consumption strengthened the influence of TV representations of Latinos, particularly 

when viewers had less closeness in their real world contact with Latinos. In addition to stressing 

the need for improvement in the quality and quantity of television portrayals of Latinos, these 

results also exemplify the role of interracial contact in moderating the effect of exposure to 

stereotypical portrayals on real world perceptions of Latinos (Mastro, Behm-Morowitz, and 

Oritz, 2007). 

These implications are important to consider when studying the representations of such 

groups. Lack of exposure increases the likelihood that individuals and/or audience members will 

draw conclusions about such groups that they see on different forms of media, specifically in this 

case advertising.  

Though racial and ethnic representations of Asians and Asian Americans differ 

considerably than that of African Americans and Hispanics/Latinos, Ono and Pham‘s research 

shows that there are still discrepancies on how this group is portrayed in media. One reason 

Asian and Asian American men and women have been represented differently, and interrelated, 

has to do with the history of colonialism. Colonial logics have been fundamental to the way 

people of color have been represented in Western media (Ono and Pham, 2008). Ono and Pham 

(2008) challenge the traditional way dominant media culture has constructed gender of both 

Asian and Asian American men and women and then to chart out an approach that encourages 

consideration, appreciation, and celebration and critical analysis of a multiplicity of racial, 

gendered, sexual, and classed identities.  

Asian Americans have been labeled the ―model minority‖ and are associated with a 

premium demographic profile such as being highly affluent, well educated, professional, and 
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technologically skilled; however, such representations do not accurately portray Asian 

Americans and can be harmful in their own way (Paek and Shah, 2003).  For example the 

―model minority‖ stereotype inaccurately suggests that all Asian Americans conform to the 

norms of society, do well in school and work, and attain self-sufficiency through hard work 

(Paek & Shah, 2003). This stereotype of Asian Americans leads audiences to question, if Asians 

can thrive and succeed in United States education and economy, why can‘t African Americans 

and Latinos? Such distinctive features of the ―model minority‖ myth are not primarily its 

distance from reality, but rather its power to dominate or displace other social facts such as 

structural obstacles for African Americans and Latinos (Paek & Shah, 2003). Paek and Shah 

suggest that Asian American success seemed to indicate a lack of such structural obstacles to 

upward social and economic mobility. 

―Audience members interpret or understand media content based in part on the 

producer‘s goals and in part by their own experiences, back grounds, and their social location. 

Social location refers to the way in which social identities, such as race, gender, or class, position 

individuals and groups within a society‘s power structures, institutions, and inter-group tensions. 

While not every individual who belongs to a particular social group will interpret a media text 

the same way, it is likely that she or he will share experiences and associations with those who 

occupy a similar social location‖ (Squires, 2008). 

Marginalized groups are more likely than Caucasians to have minor roles and are more 

likely to be portrayed in certain product categories, settings, and relationships (Bang and Reece, 

2003). However, it is important to consider that with the growing buying power among ethnic 

minorities as well as young consumers of all ethnic backgrounds, fair representation of 

minorities in all marketing communications is not only necessary to marketers who look for new 
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markets, but also valuable to ethnic consumers who learn to be consumers in the U.S. (Bang & 

Reece, 2003). Henderson and Baldasty‘s (2003) study shows that advertisements on prime-time 

television clearly reflect a measure of racial diversity, but much of the visibility of people of 

color is marginal to the main message of the advertisement; in addition, most of the 

representations of a person of color in the advertisements are a person seen passing in the 

background. Similar to this example, another study Mastro and Stern (2003) found that the 

analysis of current television advertising indicates both progress and stagnation for racial and 

ethnic minority representation. However, television commercials not only promote consumption, 

but also shape images and sustain group boundaries that come to be taken for granted. It is 

important to consider how such representations might influence racial and ethnic minority 

viewers. 

Aside from the advertisements that contribute to blatantly negative and insulting 

stereotypical messages and images, there are advertisements that try to target the wants and 

needs of specific racial and ethnic cultural groups. Though these advertisements might try to 

refrain from using negative stereotypes, they might use advertisements rich in cultural cues in 

order to narrowly target a specific racial or ethnic cultural market. 

Advertisements rich in cultural cues may be considered culturally embedded, which is 

conceptualized as the degree to which cultural cues are presented in an ad. For example, 

advertisements high in cultural emdeddedness are filled with cultural cues significant to a 

particular racial or ethnic group, and advertisements that are low in cultural embeddedness 

contain few if any cultural cues outside the racial or ethnic group which is being represented in 

the advertisements (Appiah, 2001). Such ads are used to effectively reach and persuade racial 

and ethnic minority groups. For instance, (Appiah, 2001) the following factors lead to a more 
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favorable response from racial and ethnic minority groups: perceived similarity to the characters 

in the ads; identification with the characters in the ads; and belief that the ads were intentionally 

targeted to them. 

Some researchers argue that ads are most effective when the symbols, characters, and 

values depicted in the ads are drawn from the intended audience‘s cultural environment, which 

allows the audience to better identify with the message and the source of the message. 

Individuals who are more likely to identify with media characters and perceive themselves to be 

similar to media characters are more influenced by media content in which those characters are 

portrayed (Appiah, 2001). 

One significant cue of similarity between a viewer and the character in an ad is race or 

ethnicity. This may be especially true for racial and ethnic minorities for whom race and 

ethnicity is more salient (Appiah, 2001). Specifically, an individual‘s distinctive characteristics 

will be more salient in relation to other people in the environment than shared characteristics will 

be. For example, if a minority woman was to stand in a room with a group of white women, then 

distinctiveness theory suggests that ethnicity rather than gender would be regarded as salient 

(Martin, Lee, & Yang, 2004). 

The judgments that consumers make when exposed to ads regarding similarities and 

dissimilarities, and the ability to picture oneself relative to the ad portrayal, are forms of self-

referencing (Martin, Lee, & Yang, 2004). This is important to consider in terms of advertising 

because ethnicity is a key dimension of self that elicits higher levels of self-referencing. When 

ethnic minority consumers view ads containing models of a similar ethnicity their attitudes 

toward the model, ad, brand and their purchasing intentions are affected and tend to be more 

favorable (Martin, Lee, & Yang, 2004). 
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Bartholow and Dickter (2008) argue that the current data also add to a growing body of 

evidence indication that response conflict and cognitive control processes play a key role in 

regulating responses to racial categories. ―The general consensus emerging from these recent 

studies is that regulatory control processes can modulate responses associated with automatic 

race bias. The current data are consistent with this idea, but also provide important new 

information concerning the manner in which conflict can arise to produce observed behavioral 

effects‖ (Bartholow and Dickter 2008) Specifically, Bartholow and Dickter‘s (2008) data 

indicate that response preparation can be influenced at a very early stage by peripheral, non-

target information, to the extent that participants expect it to aid target identification. Processing 

this peripheral information leads to conflict when it suggests a response opposing the one called 

for by the current target. Moreover, unlike in some other tasks, the conflict effects seen here 

cannot be attributed to a sequential presentation of stimuli. That is, although the conflict resulted 

from temporal patterning of consecutive response activations within individual trials, the stimuli 

that produced this conflict did not temporally precede- the targets. 

RESEARCH QUESTIONS & HYPOTHESES 

There are several ways in which stereotypes are observed and learned in mass media. 

However, for the purposes of this study, I will be looking exclusively at audience members‘ 

perceptions of race and ethnicity in advertising. This research will focus on how audience 

members perceive race and ethnicity in advertising and the possible impact, influence and 

effects. The following research questions and hypotheses have been formulated to further 

address the issue concerning stereotypes in advertising: 

R1: Does advertising influence perceptions of racial and ethnic stereotypes? 
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R2: How do minority group members perceive the representations of themselves in 

national advertisements and advertising campaigns? 

R3: How do non-minority group members (e.g. Caucasians) and minority group members 

of a different race or ethnic background perceive the representations of other minority 

group members portrayed in national advertisements and advertising campaigns?  

Based on the abovementioned research questions, my hypotheses are as follows: 

H1: Advertising has a negative influence on the perceptions of marginalized racial and 

ethnic groups, particularly African Americans and Hispanics, and these influential 

perceptions contribute to negative stereotypes involving these two minority groups. 

H2: African Americans and Hispanics are more likely than Asian Americans to perceive 

their representations in national advertisements and advertising campaigns as negative, 

inaccurate and unfair representations of themselves. While Asian Americans might 

perceive their representations as inaccurate and unfair, they will perceive their 

representation in advertisements to be more positive. 

H3: All groups (minority and non-minority) will find that African Americans and 

Hispanics are more likely to be negatively perceived due to the representations portrayed 

in national advertisements and advertising campaigns. 

METHODOLOGY 

Although there has been much qualitative research regarding perceptions of race and 

ethnic representation in advertising, there has not been a significant amount of quantitative 

research done in the field. Therefore, I found this to serve as an opportunity to conduct 

quantitative research that focuses on audience members‘ perceptions of race and ethnicity in 

advertising. Through the use of an online survey I will be able to explore a variety of topics 
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dealing with racial and ethnic representation in advertising. Specifically, I hope to explore how 

stereotypes of racial and ethnic minorities, particularly African Americans, Asians and Hispanics 

might develop or be reinforced through the ways that race and ethnicity are represented in 

current advertising. By surveying a sample population of approximately 100-200 participants, I 

intend to find common themes that may arise and can be further explored to answer questions 

regarding how audience members perceive race and ethnicity in advertising and how these 

perceptions might influence beliefs about and behaviors toward such groups. It would also be 

interesting to explore how such racial and ethnic representations may be linked to certain types 

of advertisements for specific product categories and how that might influence an individual‘s 

intent to purchase. Exploring how advertisers choose to use race and ethnicity to sell products 

and services and/or define a brand is significant and of interest; however, for the purposes of this 

study, the primary focus will be to concentrate on the racial and ethnic representation expressed 

in select advertisements. By taking a look at current, national advertisements that each represents 

the three minority groups differently, I plan to discuss how audience members perceive such 

representations and how these representations might lead to the development and reinforcement 

of stereotypes.  

As previously stated, this survey will focus on how audience members perceive race and 

ethnicity in advertising and the possible impact, influence and effects. In addition, I will explore 

how audience members‘ perceptions of such groups represented in current, national 

advertisements can cause the formation of stereotypes by focusing broadly on the following three 

topics that will be addressed in the survey: (1) how advertising influences perceptions and 

formation of stereotypes; (2) how minority group members perceive themselves in 
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advertisements; (3) how non-minority group members (e.g. Caucasians) and minority group 

members of a different race or ethnic background perceive others in advertisements. 

Because I want to focus specifically on African American, Asian and Hispanic minority 

group members, I will carefully select advertisements
5
 that are representative of each group 

based on the following criteria: (1) the advertisement exhibited shows some type of racial or 

ethnic stereotypical depictions discussed in the literature review (2) the advertisement is 30 

seconds in length, (3) the advertisement is current, meaning that it has been released in the past 

year, (4) the advertisement is part of a national campaign and/or has been featured on a national 

network television station, (5) the advertisements can be viewed and attained from an 

audio/visual database such as YouTube
6
 or Vimeo

7
 which allows for access and uninterrupted 

viewership of the advertisement.  

The advertisement chosen will be collected and administered via an online survey
8
 format 

in which participants can view the advertisements and respond to various questions pertaining to 

the racial/ethnic representation in relation to the product.  The online survey format will be self-

administered containing approximately 200 questions, including demographic information at the 

end of the survey. The survey will contain a page securing consent, followed by the survey 

questions, demographic questions about the participants and finally, a page thanking the 

participants for their participation. The survey format will contain three different types of 

question/answer formats: (1) open-ended questions that allow participants to select from a 

variety of different answer options, (2) Likert scale questions that ask participants to select their 

                                                 
5 See Appendix A for a complete list and summary of each of the nine advertisements. 
6 YouTube is a video-sharing website on which users can upload, share, and view videos. 
7 Vimeo is a video-sharing website on which users can upload, share, and view videos. 
8 See Appendix B for a sample of the survey questions asked. 
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level of agreement to particular questions, and (3) open-ended questions requesting additional 

comments regarding the assessment of each advertisement.  

Research Design 

The research design for the present study is cross-sectional. A cross-sectional design is 

preferred because I am interested in capturing a general sense of how individuals perceive racial 

and ethnic representations in advertising. Although I am interested in obtaining the responses of 

the general public on a national level, for the purposes of this study, I have condensed my design, 

which will focus more on obtaining responses from college students, specifically, those on the 

University of Minnesota, Twin Cities‘ campus.  

Evans and Mathur (2005) identify several significant attributes that make online surveys 

valuable to the data collection process including global reach, B-to-B and B-to-C appeal 

flexibility, speed and timeliness, convenience, ease of data entry and analysis, low administration 

cost, ease of follow-up, controlled sampling, ease of attaining a large sample size, controlled 

answer order, required completion of answers, go to capabilities, and knowledge of respondent 

vs. non-respondent characteristics. Most of these attributes were essential in the data collection 

process for this study and serve as helpful tools in providing the best means to reaching the 

sample population.  

As opposed to a written survey format or other means of collecting data, this online 

survey was made available to participants through an embedded link on the University of 

Minnesota (U of M), Twin Cities School of Journalism and Mass Communication (SJMC) 

Research Participation System. This method seems to serve as the most efficient way of reaching 

the sample population, which was comprised of U of M SJMC students willing to participate in 

the SJMC Research Participation Subject Pool in order to earn extra credit for their participation. 
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The survey was easily tailored to this demographic of participants and was made available 

throughout the month of February 2011.  

The use of an online survey was also essential in minimizing the period it would take to 

get it into the field, minimizing the time allotted for data collection, and maximizing the 

capabilities for multimedia features. Technological innovations such as online survey capabilities 

allow for convenience for both the participants and the researcher and make for a more efficient 

and effective data collection process. As soon as participants finish the survey the data is 

automatically saved, collected and stored for later analysis. Evans and Mathur (2005) reiterate 

that online surveys provide convenience by allowing respondents to answer at a convenient time 

for them, and to take as much time as they need to answer questions. Instead of other means of 

data collection such as telephone and mail surveys, a respondent can take an online survey 

whenever he or she feels it is convenient. 

Another important aspect of online surveys is the ease of data entry and analysis. It is 

relatively simple for respondents to complete online surveys and for their responses to be 

tabulated and analyzed. For the purposes of this study, the use of an online survey will decrease 

much of the administrative burden of sending and receiving questionnaires, as well as inputting 

data. In addition, once the last questionnaire for a study is submitted, I have the ability to 

immediately extract information into analysis software such as SPSS
9
, which will be used for the 

purpose of this study. Online surveys also offer the capability of including dichotomous 

questions, multiple-choice questions, scales, questions in a multimedia format, both single-

response and multiple-response questions, and even open-ended questions—all of which have 

been used for the purposes of this study. 

                                                 
9 SPSS is a computer program used for survey authoring and deployment. 



22 

 

 

Depending upon the study, the data collection process can be quite expensive; however, 

online surveys are low in administration cost and, with regard to this study, it was an important 

factor in choosing to use an online survey format. According to Evans and Malthur (2005), 

survey costs can be divided into two categories: preparation and administration. With regard to 

preparation costs, until recently, online surveys could be costly to construct because of the 

technological and programming requirements. Today, with the availability of advanced survey 

software and specialized online questionnaire development organizations, online surveys can be 

easily constructed and can range in cost depending upon the features needed for data collection. 

Specifically for this study, I used the assistance of the College of Liberal Arts (CLA) Office of 

Information Technology (OIT) to construct the online survey. Typically researchers have to pay 

to receive such assistance, but as a graduate student of the college, the services provided by the 

office were free. Once all of the questionnaires have been submitted, I will be able to import the 

data into SPSS to analyze the responses given by participants. The SPSS software is purchased 

by the SJMC department and is available to graduate students at no additional cost. Furthermore, 

because surveys are self-administered and do not require postage or interviewers, costs are also 

kept down and for the purposes of this particular study were completely free of cost to me. 

Online self-administered surveys offer the potential for ease of follow-up. Had I opted for 

confidentiality of participants rather than anonymity, I could have easily followed up with the 

respondents with more qualitative based questions that might have further assisted in exploring 

the topic of perceptions of race and ethnicity representations in advertising. This is something to 

keep in mind for future research and exploration with this study. Due to the low expense of 

sending out e-mails and the simplicity of doing so with online surveys, researchers are more 

likely to send out reminders and follow-ups which greatly aid the data collection process.  
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A valuable component of online surveys is controlled sampling. Samples for online surveys can 

be generated in several different ways. However, for the purposes of this study, I chose to use the 

SJMC Research Participation Subject Pool which provided a convenient sample of U of M 

students taking courses within SJMC to participate in the study. There were several limitation in 

using a convenient sample which will be later discussed in more depth; however, for the 

purposes of the study it was important for me to gather a sample size that was representative of 

the overall targeted population and easily and readily available and attainable. An important 

aspect that will be valuable later on, perhaps in following up with this study at a later time, is that 

a large sample is easy to obtain given the use of an online survey.  

Control of answer order is important in this survey design. Unlike mail surveys, online 

surveys can require the respondent to answer questions in the order intended by the study 

designer, as well as prohibit the respondent from looking ahead to later questions. This reduces 

survey bias. However, as Evans and Mathur (2005) noted in their study, in a mail survey, a 

respondent can flip ahead to see how much of the survey still needs to be completed. In contrast, 

an online questionnaire might appear to have a seemingly endless number of questions. To avoid 

this scenario in an online survey format, a graphical progress indicator can inform respondents of 

how much of the survey they have completed and how much of it they still need to complete. For 

the purposed of this survey, I made participants aware in the very beginning that the survey will 

take approximately 60 minutes to complete, this way, participants are aware of the time 

commitment that is needed to complete the survey. In addition to this, another important issue to 

address is importance of the completion of answers. Online surveys can be constructed so that 

the respondent must answer a question before advancing to the next question or completing the 

survey, and so that instructions are followed properly, such as providing only one answer to a 
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question. According to Evans and Malthur (2005), this eliminates item non-response and the 

necessity to throw out answers that that been entered improperly. Studies indicate that online 

surveys have a much higher item completion rate than mail surveys; and answers to open-ended 

questions tend to be longer with online surveys than with mail surveys. 

Another important advantage to online surveys addressed by Evan and Malthur (2005) 

are the go-to-capabilities. Online surveys can be constructed to ensure that respondents answer 

only the questions that pertain specifically to them, thus, tailoring the survey. This eliminates 

respondent confusion due to complicated instructions; it also reduces errors and, from the 

respondent's perspective, makes the process simpler for taking a survey. 

Finally the last important advantage addressed by Evan and Malthur (2005) that pertains 

to this particular study is the knowledge of respondent vs. nonrespondent characteristics. This is 

important for researchers when they already know the demographics of potential respondents – 

and can assign them a unique identifier; they do not have to request this information each time 

they do a survey. Second, since the characteristics of all members of a sample are known, it is 

possible to compare the demographics of the respondents with those of non-respondents. This 

helps to validate survey results or alert any discrepancies.  

Evan and Malthur (2005) also discuss some of the disadvantages or potential weaknesses 

of online surveys, such as perception as junk mail, skewed attributes of internet population, 

questions about sample selection representativeness and implementation, respondent lack of 

online experience/expertise, technological variations, unclear answering instructions, impersonal, 

privacy and security issues and low response rate.  

Throughout this study I have tried to address these problems as best I can with the 

resources that are available. For instance, through the use of the SJMC Research Participation 
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System, I have eliminated the participants‘ perceptions of this study as junk mail because the 

participation system is a part of the SJMC brand and participants are aware that the study is 

affiliated with the department. Though this sample population is comprised of students in one of 

the many participating SJMC courses of the system, the students come from a variety of 

backgrounds and academic focuses, although primarily the majority of the students are within the 

College of Liberal Arts (CLA) and are concentrating on a communications related major or 

minor. In addition, a majority of the students are Caucasian and come from similar 

socioeconomic backgrounds, which limits the variety of potential data feedback, but nonetheless 

offers significant feedback valuable for this study because they do significantly mirror traits from 

that of the actual population intended to study.  

Technological variations is a minor issue that I would like to address because it is 

important to note that many students might access the survey via different operating systems and 

web browsers; however, the survey has been tested on both PCs and Macs and in the three most 

popular web browsers--Internet Explorer, Firefox and Safari--to ensure that the survey would 

work properly for participants using a combination of any of the previously mentioned operating 

systems and web browsers. In order to ensure that each participant provides accurate responses 

to the questions in the survey, I have provided clear and concise directions before the survey to 

explain to participants what they can expect from the study, without providing too much 

information which might prime or frame their responses. I have also provided directions before 

each new set of questions including how long the survey will take to complete, so that the 

participants know how to respond to the questions listed. At the end of the survey, I provided 

information to the participants on when they can expect to receive credit for having participated 

in the study. The study is completely anonymous for me as the researcher and I have no way of 
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knowing which students in the SJMC courses have taken the survey, unless they choose to 

specifically address me with questions about the survey once they have completed and submitted 

it. However, they are able to receive credit from the department though an identification 

authentication procedure that was created specifically for U of M students, which identifies them 

by their x500 account which in turns provides a way for the SJMC Research Participant Systems 

director to provide them with credit for having taken the survey. The students‘ participation is 

kept private and they must provide a user name and password to even access the survey through 

system. I have tried to word questions in a conversational manner so that the survey does not 

read as being impersonal. In order to increase the response rate of participants, I chose to use the 

SJMC Subject Pool which offers extra credit to participating SJMC courses to increase the 

likelihood of participation. The SJMC Research Participation System provides students with up 

to 3% of extra credit for their course, thus acting as an incentive for the overall participation in 

the study.  

Sampling Frame, Sampling Plan and Sample Size 

The present sample is a convenient sample taken from a population of U of M students. 

Although I am interested in obtaining the responses of the general public on a national level, for 

the purposes of this study, I have condensed my sample, which will focus more on obtaining 

responses from college students who attend the university. This survey was administered via a 

non-probabilistic approach in which the survey itself is self-selected. This approach to Web 

survey uses open invitations to recruit participants and is probably the most prevalent form of 

web survey today. It is also potentially one of the most threatening to legitimize because of the 

claims made for scientific validity (Couper 2000). Often these surveys have access restrictions or 

little or no control over who participate, so in order to address this frequently occurring issue, I 
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chose to use the SJMC Research Participant System to ensure a higher likelihood that questions 

are answered legitimately. 

The target population is college students (anyone enrolled in a college or university and 

holds a status as a freshman, sophomore, junior, senior or graduate student). However, due to the 

size and scope of this population, students at this university will serve as my actual population of 

interest. I will obtain a diverse list of students on campus that will serve as my sampling frame. 

This is critical in ensuring that the study presents a representative sample of the general 

population, but that it also represents the major minority groups (African Americans, Asians and 

Hispanics) being analyzed and discussed throughout this research. Therefore, I am most 

interested in seeing that these minority groups, in addition to Caucasians, are represented in the 

sample. It is also critical for me to have participants that are diverse in age, college status, and 

academic concentration. As these factors are taken into consideration, it is important to conduct a 

convenient (non-probabilistic) sample to ensure a diverse, yet representative sample of the 

students at this university. To determine the appropriate sample size I assume a .21 variance in 

the population for a proportion, a confidence level of 95%, and an acceptable rate of sampling 

error of 3%. As such, the desired sample size is 896 students. However, keeping in mind that 

such a sample size is not easily attainable for this study, I have been advised to reduce the 

sample size of at least 100 participants in order to have any statistical significance.  

Fricker and Schonlau (2002) state that to date, Web surveys have been conducted on 

convenience samples or in organizations in which a list of target populations readily exist. There 

is currently no equivalent to random digit dialing for e-mail. Even though the fraction of the 

population with access to email will continue to grow it is unlikely that one will ever be able to 

construct a random email address in the same way that a random telephone number is 
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constructed (Fricker and Schonlau 2002). Therefore, this is one of the main reasons I chose to 

use the convenient sample population from the SJMC Research Participant System. By using the 

SJMC Research Participant System I have eliminated the need for constructing a system for 

randomization and have increased the potential for respondents. 

According to Galesic and Bosnjak (2009), longer announced length increases the 

perceived cost of participation and makes it less likely. Most of the effects of length on data 

quality indicators are small to medium in magnitude and, depending on the survey topic and 

purpose; even small effects can make a large difference. Therefore, due caution should be 

employed when deciding upon the serial position of a question within a survey, bearing in mind 

the potential losses in data quality as respondents progress through the survey (Galesic and 

Bosnjak 2009). For instance, response times could be shortened due to learning effects, and 

smaller viability of answers to items in grids might be due to a reduced measurement error. In 

addition, Galesic and Bosnjak (2009) discuss how intrinsic and extrinsic motivators help to 

increase participation amongst respondents. The intrinsic motivation from the SJMC Research 

Participation System is that the research pool is comprised of students that are already interested 

in communications related topics and therefore have some interest in understanding the work and 

design of a study conducted by a graduate student within the college. Many of the participants of 

the survey have interest in the topic or may have interest in applying to graduate school; 

therefore, by participating in the study, they can get first-hand experience in what it takes to 

conduct graduate level research. In addition to intrinsic motivators, most students participating in 

the study are for extrinsic reasons, meaning that the incentives are motivators for wanting to 

participate in the survey. The primary extrinsic motivator for this study is that students are 
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offered extra credit points for their participation in SJMC courses and have the opportunity to 

improve their grade for the course by participating in the survey. 

In their study, Vazire, Strivastave and John (2004) address several preconceptions about 

internet Questionnaires: (1) internet samples are not diverse, (2) internet surveys are based on the 

stereotypical view of the intern as a haven for the socially maladjusted, populated by social 

rejects and loners, (3) the data obtained from Websites are affected by the presentation format of 

the site, (4) Web-based Questionnaire findings are adversely affected by non-serious responses, 

(5) findings are adversely affected by the anonymity afforded by Web questionnaires and finally 

(6) that Web questionnaire findings are inconsistent with findings from traditional methods. 

Vazire, Srivastava and John (2004) discuss that the data provided by internet methods are of at 

least as good quality as those provided by traditional paper-and-pencil methods. This is 

evidenced by the finding that web-questionnaire results generalized across presentation formats 

do not appear tainted by false data or repeat responders, and are so far consistent with result from 

traditional methods. In short, the data collected from Internet methods are not as flawed as 

commonly believed.  

Pilot Survey Results 

As previously stated, this survey will focus on how audience members perceive race and 

ethnicity in advertising, and the possible impact, influence and effects. In addition, audience 

members‘ perceptions of such groups represented in national advertisements and advertising 

campaigns can cause the formation of negative stereotypes that ultimately harm the reputation of 

these groups and the individuals who belong to them. The topic of this survey will include: (1) 

how advertising influences perceptions and formation of stereotypes; (2) how minority group 

members perceive themselves in advertisements; and (3) how non-minority group members (e.g. 
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Caucasians) and minority group members of a different race or ethnic background perceive 

others in advertisements. In order to ensure the best results possible for this study, a pilot survey 

was administered to a SJMC course to test the items listed in the survey intended for data 

collection. Sample questions of the survey are listed in the appendix and offer insight into how 

questions were worded to participants. In total, 61 participants were surveyed—over half of the 

intended number of respondents needed for statistical significance for the study.  

 Each participant was asked to view a total of nine advertisements ranging in product 

category types and answer questions based on what they saw. The first three sets of 

advertisements featured African Americans, the second set featured Asians, and the third 

featured Hispanics. Within each section the participant was asked specific questions pertaining to 

the main character in the advertisements. After they viewed each advertisement within the set, 

they were then asked general questions pertaining to that racial/ethnic group. Once all the 

questions had been answered about each of the racial/ethnic groups, the participant was asked 

specific questions pertaining to how these racial/ethnic minority groups were featured in the 

advertisements and how it might have influenced their perceptions of either the group or the 

products and brands being advertised. 

 Based on the pilot survey results
10

, several issues were brought to my attention and 

addressed when making the necessary changes to the actual survey. The following points were 

brought up when conducting ―think alouds‖ with survey participants: (1) the survey was very 

long, but interesting and worth thinking about; (2) why were these particular advertisements 

selected to be first, second, and so on; (3) in general, the Hispanic advertisement seemed to be 

more negative than the African American and Asian advertisements; (4) the advertisement 

                                                 
10 See Appendix C for a summary of  the pilot survey results. 
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themselves tended to show stereotypes of each of the minority groups; (5) why were only three 

racial/ethnic groups selected for this study; (6) why were these particular category of 

advertisements selected; (7) I liked that the survey showed me how I am progressing throughout 

the process of answering the questions; (8) the format of the survey was repetitive, but necessary 

for collecting the desired information; (9) the survey was formatted well, but answers labeled 

―other‖ should have provided space to write in an answer; (10) having to open a new tab and 

paste in the link was inconvenient—links should be embedded. 

These issues have been accounted for and have been addressed in earlier sections of this 

thesis. Some of the advertisements were changed so that they remained consistent and contained 

the criteria stated in the research design section. Overall, the structure of the survey remained the 

same and focused on the key points needing to be address in the study. 

Limitations and Sources of Error 

Couper (2000) addresses the issues and approaches in dealing with the four main types of 

error that can occur with web surveys: coverage error, sampling error, non-response error and 

measurement error. Coverage error is a function of the mismatch between the target population 

and the frame population. The target population can be viewed as the set of persons one wishes 

to study or the population to which one want to make inference. The frame population is defined 

as the set of persons for whom some enumeration can be made prior to the selection of the 

sample Couper (2000). Coverage error is a concern in this study because it is possible that 

minority group members could be undersampled. Unfortunately, this study will not address that 

issue fully; however, including other universities, particularly ones that have a more racially and 

ethnically diverse population should be considered in future research. 
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Sampling error arises from the fact that not all members of the frame population are 

measured. If the selection process were repeated, a slightly different set of sample persons would 

be obtained (Couper 2000). Sampling error arises during the process of selecting a sample from 

the frame population and is also a concern, but due to the nature of this study and the size and 

scope of the target population, a cross-sectional, convenient, non-probabilistic sample seems to 

be most suitable given the circumstances and the particular focus of this research. 

Non-response error arises through the fact that not all people included in the sample are 

willing or able to complete the survey. As with coverage error, non-response error is a function 

of both the rate of non-response and the differences between respondents and non respondents on 

the variables of interest (Couper 2000).  Despite the long length of this survey, non-response 

error is reduced by utilizing principle of good item writing, good survey design, and use of the 

social exchange theory model of survey development. Together, use of these principles should 

help reduce non-response error. I anticipate that the majority of non-respondents are those 

satisfied with their current grade in one of the participating SJMC courses and do not wish to 

seek extra credit points from taking this particular survey. In addition, some students in various 

courses are given alternative options for earning extra credit points and thus may choose to not 

respond to the opportunity to participate in the study. 

The last type of error, measurement error, is the deviation of the answers of respondents 

from their true values on the measure. Measurement errors in self-administered surveys could 

arise from the respondents‘ lack of motivation, comprehension problems, deliberate distortion, or 

from the instrument itself such as poor working, or design and/or technical flaws (Couper 2000). 

Measurement error is reduced by using principles of good item writing, conducting ―think-

alouds‖, and pilot testing. 
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QUANTITATIVE RESULTS 

 There were a total of 114 individuals who participated in the study; of those 114 

individuals, 102 completed the entire survey and entered in demographic information
11

 about 

themselves, including their race/ethnicity, age, college status, and major and minor area of study 

at the university. There was limited representation of racial/ethnic diversity among participants 

of the survey. However, the information was useful in identifying key trends and themes among 

answers provided by the participants. In this section, I will focus primarily on respondents‘ 

perceptions of racial/ethnic representation in each of the nine advertisements. In addition to this, 

I will also begin to address each of the research questions and hypotheses stated previously in 

this study; however, due to limited racial/ethnic representation of survey participants, the results 

are reflective of predominately Caucasian students who have participated in an SJMC course. 

Graphical Means: Perceptions of Racial/Ethnic Representation in the Nine Advertisements 

 The following graphs demonstrate the means of responses to Likert scale questions 

pertaining to participants‘ perceptions of the characters in each of the nine advertisements. The 

perception variable was defined by 10 different traits regarding how participants perceived each 

of the characters based on their level of approachableness, friendliness, attractiveness, 

intelligence, motivation, importance, professionalism, financial stability, confidence and sexual 

depictedness. Each of these factors were measured on a six-point Likert scale, with 6 being the 

number that represented the character as more related to that trait, and 1 being the number that 

represented the character as less related to that trait. The first three means refer to the 

representations of the African American/Black characters in each of the three advertisements, the 

second three means refer to the representation of the Asian/Asian American characters in each of 

                                                 
11 See Appendix D for detailed demographic information about the participants. 
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the three advertisements, and the last three means refer to the representations of the 

Hispanic/Latino characters in each of the three advertisements. Each advertisement focused on 

one specific character indicated in the survey, and each participant was to rate their level of the 

following traits based on their representation in the advertisement presented. 

The Person in this Advertisement Appeared to be Approachable 

 The following graph indicates how the respondents collectively perceived the level of 

approachableness for each of the characters in the nine advertisements. One average, each of the 

characters was perceived as at least ―somewhat approachable,‖ except for the last advertisement, 

which portrayed a Hispanic/Latino character that was collectively seen by respondents as being 

perceived to be ―somewhat unapproachable.‖ 

Figure 1 

 

The Person in this Advertisement Appeared to be Friendly 

The graph below indicates how the respondents collectively perceived the level of 

friendliness for each of the characters in the nine advertisements. One average, each of the 

characters was perceived as at least ―somewhat friendly,‖ with the lowest means being from the 

advertisements (ads 7 and 9) which represented the only Hispanic/Latino male characters. 
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Figure 2 

 

The Person in this Advertisement Appeared to be Attractive 

The following graph indicates how the respondents collectively perceived the level of 

attractiveness for each of the characters in the nine advertisements. One average, each of the 

characters was perceived as at least ―somewhat attractive,‖ with the lowest means being from the 

advertisements (ads 4, 7 and 9) which represented only the Asian/Asian American and 

Hispanic/Latino male characters. 

Figure 3 
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The Person in this Advertisement Appeared to be Intelligent/Educated 

The following graph indicates how the respondents collectively perceived the level of 

intelligence/education for each of the characters in the nine advertisements. One average, the 

females were rated as having a higher level of intellect and education than the male characters. 

The characters that scored the lowest with this trait were the Asian/Asian American and 

Hispanic/Latino characters. These characters were perceived by respondents, on average, as 

being ―somewhat unintelligent/uneducated‖ to ―very unintelligent/uneducated. The African 

American/Black males were rated significantly higher than Asian/Asian American and 

Hispanic/Latino males on levels of intellect and education; however, their scores were still 

moderately lower than that of the women. The Asian/Asian American women scored highest in 

this trait followed by Hispanic/Latina and African American/Black women. 

Figure 4 

 

The Person in this Advertisement Appeared to be Motivated 

The graph below indicates how the respondents collectively perceived the level of 

motivation for each of the characters in the nine advertisements. One average, each of the 

characters were perceived to be at least ―somewhat motivated,‖ except for the last advertisement 
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which featured one of the Hispanic/Latino male characters and that had scored significantly 

lower than the other characters in the advertisements. 

Figure 5 

 

 The Person in this Advertisement Appeared to be Important/Influential 

The graph below indicates how the respondents collectively perceived the level of 

importance/influence for each of the characters in the nine advertisements. One average, each of 

the characters scored between being perceived as ―somewhat important/influential‖ to 

―somewhat unimportant/non influential.‖ However, there were three exceptions. The 

Asian/Asian American female in ad 5 and the Hispanic/Latina female in ad 8 scored significantly 

higher than the other characters, and the Hispanic/Latino male in ad 9 scored significantly lower 

than the other characters. 
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Figure 6 

 

The Person in this Advertisement Appeared to be Professional 

The following graph indicates how the respondents collectively perceived the level of 

professionalism for each of the characters in the nine advertisements. One average, the female 

characters seemed to stand out as having a higher average of scores than the male characters.  

Figure 7 

 

The Person in this Advertisement Appeared to be Financially Stable 

The graph below indicates how the respondents collectively perceived the level of 

financial stability for each of the characters in the nine advertisements. One average, each of the 
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characters was perceived as having ―somewhat‖ of a level of financial stability, with the 

exception of the African American/Black male in the ad 2 and the Hispanic/Latino male in ad 9 

which had the lowest scores for this trait. 

Figure 8 

 

The Person in this Advertisement Appeared to be Confident 

The graph below indicates how the respondents collectively perceived the level of 

confidence for each of the characters in the nine advertisements. One average, each of the 

characters was perceived as at least ―somewhat confident,‖ with the lowest means being from the 

advertisements (ads 7 and 9) which represented the Hispanic/Latino male characters. 
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Figure 9 

 

The Person in this Advertisement Appeared to be Sexually Depicted 

The following graph indicates how the respondents collectively perceived the level of 

sexual dipictedness for each of the characters in the nine advertisements. The results were across 

the board for this trait and were totally dependent upon the advertisement‘s story/scenario as 

opposed to any other factor. The advertisements represented in this study covered a wide range 

of products, services and brands, and based on this will have different levels of portrayed 

sexuality. This is still an important trait to explore within the variable of perception as it pertains 

to representations of race and ethnicity; however, in the context of this study, it is important to 

observe how the level of sexual depiction is related to one‘s race/ethnicity, not necessarily how 

one‘s sexual depiction is related to the selling of a particular product, service or brand.  
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Figure 10 

 

Influence of Perceptions on Racial/Ethnic Representation in Advertising 

After viewing the respondents‘ results on perceptions of racial/ethnic representation, it is 

important to explore other related variables within the survey to demonstrate the significance of 

the findings and compare such findings to the overall research questions and hypotheses stated in 

this study. The next variable applicable to this research will focus on the influence of perceptions 

in how individuals respond to representations of race/ethnicity and how those representations 

effect one‘s purchasing intent. 

The following table shows how participants responded to the statement in the survey: ―I 

rarely take notice of one's race/ethnicity in advertisements.‖ The results show that participants 

were relatively split, with approximately 46% of participants stating that they agree or somewhat 

agree with the statement, and 35% of participants stating that they disagree or somewhat disagree 

with the statement. This 10% difference in responses does not speak much to the overall variable 

of influence of perceptions; however, this information does aid in answering the first research 

question.
12

 With 35% of participants admitting that race/ethnicity in advertising is something that 

                                                 
12 R1: Does advertising influence perceptions of racial and ethnic stereotypes. 
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they take notice of, it is safe to conclude that a similar percentage of college-age students 

nationwide might also take notice of race/ethnicity in advertising. Thirty-five percent of the 

nations‘ college-age students is a large group of individuals and thus, race/ethnicity in 

advertising is important to consider when trying to reach a targeted demographic of individuals, 

particularly college-age students. This might seem like a fairly large assumption to make, but 

considering the research done in the field and the impact of current racial/ethnic relations in this 

country,  this could be an important factor to consider when deciding to advertise a particular 

brand of product or service. 

Table 1 

I rarely take notice of one's race/ethnicity in advertisements. 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 4 3.5 3.9 3.9 

disagree 17 14.9 16.7 20.6 

somewhat disagree 23 20.2 22.5 43.1 

somewhat agree 28 24.6 27.5 70.6 

agree 25 21.9 24.5 95.1 

strongly agree 5 4.4 4.9 100.0 

Total 102 89.5 100.0  

Missing 99999999 12 10.5   

Total 114 100.0   

 

The following two tables show how participants responded to the statements in the 

survey: ―Racial/Ethnic representations used in advertisements do not influence my perceptions of 

that brand or product;‖ and ―Advertisements that represent a particular racial/ethnic group do not 

influence my perceptions about that group.‖ These questions look specifically at the influence 

that race/ethnicity might have on one‘s perceptions of a particular product, and the influence a 
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brand or product might have on one‘s perception of a group member‘s racial/ethnic 

representation. These questions were significant in observing potential discrepancies among the 

different racial/ethnic representations within the groups and how the brands represented by these 

groups may or may not influence the perceptions of that product. Unfortunately, due to the lack 

of racial/ethnic representation of survey participants, I will be unable to explore these two 

research questions
13

 further, based on the data I have obtained. However, given the opportunity 

to sample another population that is more diverse, this would be an interesting variable to 

explore. The data does show that 45% of participants agreed or somewhat agreed with the 

statement: ―Racial/Ethnic representations used in advertisements do not influence my 

perceptions of that brand or product.‖ In addition to this, nearly 50% of participants agreed or 

somewhat agreed with the statement: ―Advertisements that represent a particular racial/ethnic 

group do not influence my perceptions about that group.‖ However, it is important to note that 

these statements are represented predominately by Caucasian students at the University of 

Minnesota, Twin Cities, and the results to these specific survey questions might look drastically 

different if they were representative of a more racially/ethnically diverse population of college-

age students. 

 

 

 

 

                                                 
13 R2: How do minority group members perceive the representations of themselves in national advertisements and 

advertising campaigns? R3: How do non-minority group members (e.g. Caucasians) and minority group members of 

a different race or ethnic background perceive the representations of other minority group members portrayed in 

national advertisements and advertising campaigns?  
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Table 2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 3 

 

Advertisements that represent a particular racial/ethnic group do not influence 

my perceptions about that group. 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid disagree 11 9.6 10.8 10.8 

somewhat disagree 27 23.7 26.5 37.3 

somewhat agree 21 18.4 20.6 57.8 

agree 34 29.8 33.3 91.2 

strongly agree 9 7.9 8.8 100.0 

Total 102 89.5 100.0  

Missing 99999999 12 10.5   

Total 114 100.0   

 

 

 

 

Racial/Ethnic representations used in advertisements do not influence my 

perceptions of that brand or product. 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid strongly disagree 4 3.5 3.9 3.9 

disagree 10 8.8 9.8 13.7 

somewhat disagree 27 23.7 26.5 40.2 

somewhat agree 30 26.3 29.4 69.6 

agree 21 18.4 20.6 90.2 

strongly agree 10 8.8 9.8 100.0 

Total 102 89.5 100.0  

Missing 99999999 12 10.5   

Total 114 100.0   



45 

 

 

The Effects of Racial/Ethnic Perceptions and Influences 

This section of the results will focus on the overall hypotheses of this research study. The 

hypotheses focus more specifically on how individuals from these ethnic groups view themselves 

and each other. It is difficult to conclude trends and themes from this survey data because the 

participants did not exemplify an accurate representation of the target population. What is most 

fascinating about examining these hypotheses is that they not only focus on perceptions and 

influences of such racial/ethnic representations, but they also explore the level of negativity, 

inaccurateness and unfairness that these images portray and rely on audience members of 

different racial/ethnic backgrounds to share their thoughts and feelings about how they are 

represented and other minority group members are represented. It is often easy for one to draw 

conclusions about racial/ethnic representations from their own experiences, but it interesting to 

explore different perspectives from individuals having different experiences regarding race and 

ethnicity. Due to the fact that there was insignificant representation of survey participants from 

each of the racial/ethnic groups, I was unable to fully explore these hypotheses as I had intended 

to do for this study. However, I did insert open-ended questions into the survey to gain an 

understanding of participants‘ perspectives in response to these hypotheses. It was my intent to 

run various analyses such as chi square, t-test and linear regression such as ancova and mancova 

to further explore the relationship between categorical and continuous data concerning the 

racial/ethnic groups and survey questions pertaining to perceptions, influences and effects of 

racial/ethnic representations in advertising. Given that I was unable to explore my research 

hypotheses
14

 quantitatively, I have provided open-ended questions responses from participants to 

                                                 
14 H1: Advertising has a negative influence on the perceptions of marginalized racial and ethnic groups, particularly 

African Americans and Hispanics, and these influential perceptions contribute to negative stereotypes involving 

these two minority groups. H2: African Americans and Hispanics are more likely than Asian Americans to perceive 

their representations in national advertisements and advertising campaigns as negative, inaccurate and unfair 
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see how individuals perceived such representations portrayed in the survey. The question from 

the survey that I will use to show participants‘ open-ended responses about representations of 

race and ethnicity from each of the groups is: ―Overall, how do you feel this particular 

racial/ethnic group is being portrayed in the advertisement?‖ Chart A
15

 in the appendix shows 

several participants‘ responses for each of the nine advertisements in the survey—many of which 

speak about the stereotypes portrayed in the advertisements in addition to the host of negative, 

inaccurate and unfair representations of those racial/ethnic groups featured in the advertisements. 

Chart B
16

 in the appendix shows how participants responded to the open-ended question: 

―Overall, how do you feel this particular racial/ethnic group is being portrayed in the media.‖ 

This question supports the participant responses from Chart A, and provides further evidence 

about the discrepancies of racial/ethnic representations of African Americans, Asians, and 

Hispanics. 

QUALITATIVE RESULTS 

The following results were gathered from the open-ended survey question responses from 

Caucasian participants since they were the overwhelming majority of participants in the study. 

These open-ended questions focus specifically on how participants generally perceive the media 

representations of African Americans, Asians and Hispanics. In addition, the participants also 

responded to how they perceive the representations of each of the racial/ethnic groups in the 

advertisements displayed. The responses in this section represent the majority of the participants‘ 

perceptions of the advertisements, and recurring statements from the participants‘ open-ended 

                                                                                                                                                             
representations of themselves. While Asian Americans might perceive their representations as inaccurate and unfair, 

they will perceive their representation in advertisements to be more positive. H3: All groups (minority and non-

minority) will find that African Americans and Hispanics are more likely to be negatively perceived due to the 

representations portrayed in national advertisements and advertising campaigns. 
15 See Appendix E for participant responses to the question stated. 
16 See Appendix F for participant responses to the question stated. 



47 

 

 

responses will be highlighted to give further insight into the perceptions of the representations 

presented. An explanation based on previous research and current social trends will be used to 

draw conclusions as to why such perceptions are being gathered from the representations seen in 

the advertisements. 

Survey Responses about African American Representations in the Media  

There were a variety of responses pertaining to African Americans‘ representations in the 

media, most of which identified the stereotypical depictions associated with this group in the 

media. Some of the most common themes identified African Americans with the following: (1) 

Negative stereotypical depictions as opposed to positive—―African Americans, along with most 

races, are stereotypically portrayed in the media and have somewhat of a negative tone.‖ (2) 

Urban environments and setting— ―African Americans are generally represented as hip and 

urban, being 'cool' and relate-able to young people.‖ (3) Aggressive personality traits and a lack 

of intellect— ―African Americans are being stereotyped as pushy, bossy, people who don't speak 

very intelligently.‖ (4) Attitudinal—―A lot of times, they are portrayed as having an attitude.‖ (5) 

Affiliated with certain brand categories, particularly athletics— ―African-Americans are often 

shown in legal, food, athletic, or shopping settings.  They are shown very stereotypically in these 

categories especially in athletic media.‖ 

Survey Responses to the Burger King Ad featuring African Americans 

The Burger King advertisement featured three (two males and one female) African 

Americans in their mid to late twenties, in the club dancing while one of the African American 

males was holding a chicken sandwich in each hand. Responses from participants focused on 

stereotypical body language and attributes, and included the following statements:  (1) ―I am not 

sure whether it counts as a stereotype or not. In the ad the guy appears to sing rap and keep 
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moving his body just as what other African Americans appear on other ads.‖ (2) ―I believe this 

advertisement portrays this racial/ethnic group in a very stereotypical way. The person seems to 

lack intelligence and credibility.‖ (3) ―I feel that the group is being portrayed negatively, 

although I think the woman and her ethnicity are portrayed positively.‖  

Survey Responses to the Everest Ad featuring African Americans 

The Everest advertisement featured an African American male in his twenties, outside in 

an urban setting at night in a parking lot. Responses from participants focused on personality 

traits such as intellect (1) ―He does not speak clearly and seems uneducated.‖ (2) ―He is being 

portrayed as someone who's trying to be motivational, but I thought it just came off as cheesy 

and abrasive.‖ (3) ―He is considered as an educationally aspiring African-American.‖ (4) ―He 

was not dressed up neatly, he was not speaking the language standard (pronunciation), and he did 

not seem serious about what he is saying.‖ (5) ―It was showing the negative image of African 

American people with less education.‖ 

Survey Responses to the Popeyes Ad featuring African Americans 

The Popeyes advertisement featured a southern, African American woman in her mid 

thirties as a Popeyes employee working in the kitchen. Responses from participants focused on 

stereotypes involving the types of foods African Americans eat and the ties they have to the 

South. Participants listed the following statements concerning this advertisement: (1) ―A little 

stereotypical, but that might be necessary to attract certain customers (convince them that the 

'Cajun fried shrimp' or whatever is legitimate)‖ (2) ―African Americans are being stereotyped as 

loving fried shrimp for one thing, and old fashioned and traditional home cooking.‖ (3) ―The 

lady is middle aged and appears to be an experienced cook. She describes the shrimp as if she 

has some experience cooking.‖ (4) ―Definitely stereotyping food that African American people 
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eat.‖ (5) ―They seem to be saying that Popeye's food tastes just like what an older African 

American woman would make in Louisiana.‖ 

Survey Responses about Asian Representations in the Media  

There were a variety of responses pertaining to Asians‘ representations in the media, 

most of which identified stereotypical depictions associated with this group in the media. Some 

of the most common themes identified Asians with the following: (1) Lack of representation— 

―Asians are greatly underrepresented.‖ (2) Discrepancies in how men and women are 

represented—―While Asian females are given a good image, Asian males are depicted as 

comical figures.‖ (3) Financial stability— ―Asians are usually portrayed as being smarter and 

richer in the media.‖ (4) Positive stereotypes— ―Asians are portrayed as high-achievers with big 

personalities.‖ 

Survey Responses to the Adidas Ad featuring Asians 

The Adidas advertisement featured an Asian male comedian and an African American 

male professional basketball player. The two were featured in a wealthy neighborhood outside of 

a mansion in a backyard. Responses from participants focused on how Asians are associated with 

positive stereotypes or just being ‗comical/silly‘. Participants included the following statements:  

(1) ―Asians are portrayed as silly and vain. This guy is trying way too hard and is making a fool 

of himself.‖ (2) ―I believe the choice in casting this Asian man as this character is based less on 

his race and more so off his popularity in the movie ‗The Hangover‘.‖ (3) ―He is portrayed in a 

ridiculously rich, silly manner. I feel as though they are being portrayed as a group that is well 

off and materialistic.‖ (4) ―I don't feel the ad is about the race at all.  The guy used in the ad is a 

famous comedic actor who uses his height and accent to succeed in many comedic movies.‖ (5) 

―The ad is less about his race and more about using someone funny to advertise.‖ 
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Survey Responses to the Kia Ad featuring Asians 

The Kia advertisement featured an Asian woman in her twenties on a golf course with 

two White men as bystanders. Responses from participants focused specifically on the Asian 

women‘s representations. Participants included the following statements: (1) ―As a sex object. 

As if the Asian women is being sought after by White men.‖ (2) ―Asians are being portrayed as 

intimidating, skilled and accomplished.‖ (3) ―Asians are portrayed as a group that is socially and 

financially powerful.‖ 

Survey Responses to the Target Ad featuring Asians 

The Target advertisement featured three (two females and one male) Asians, two of 

which are teenagers and the other, the mother of the teenage girl featured in the advertisement. 

The characters in the advertisements were featured in various settings in a quaint suburban 

neighborhood. Responses from participants focused on stereotypes of family, and included the 

following statements: (1) ―Asian parents are strict about their kids dating. (2) ―I don't think 

Asians are usually portrayed as being motherly or nurturing, or trying to save money such as the 

target ad proposes. On the other hand they are stereotyped as liking nice things and target is a 

brand that caters to middle to upper classes.‖ (3) ―Asians are not really being portrayed in any 

certain way: the mom is just like any other mom who wants her daughter all to herself.‖ (4) 

―There is a stereotype of Asian mothers being over-protective and controlling- that's shown in 

the ad.‖ (5) ―I think it is not so much about the race than being an over-protective parent. I feel 

like that could happen in any racial group.‖ 

Survey Responses about Hispanics Representations in the Media  

There were a variety of responses pertaining to Hispanic representations in the media, 

most of which identified stereotypical depictions associated with this group in the media. Some 



51 

 

 

of the most common themes identified Hispanics with the following: (1) Discrepancies between 

male and female representations— ―Hispanic females are portrayed as sexy and intelligent, while 

Hispanic males are portrayed as being violent, repulsive, and unintelligent.‖ (2) ―Women are 

portrayed as alluring and sexy. Men are portrayed as suave and debonair and occasionally 

comically slovenly and fat.‖ (3) Foreign/Bilingual/Heavily accented—―As unintelligent and 

foreign—as very attached to their heritage and proud of it.‖  

Survey Responses to the Bing Ad featuring Hispanics 

The Bing advertisement featured three (two males and one female) Hispanics. Two of 

which are males, and the other, a female. The characters were featured in a Spanish style home. 

Responses from participants focused the following statements: (1) ―As overly dramatic.‖ (2) ―As 

stereotypical Hispanics who don't know English.‖ (3) ―I feel that they are portraying Hispanic 

people as being over-the-top, so negatively.‖ (4) ―I think it made them look a little ridiculous. 

I think the ad is portraying Hispanics as they act in movies, very dramatically.‖ (5) ―I feel as 

though this advertisement is somewhat degrading to this group. Even though it is meant to be 

funny I think it doesn't put this group in a good light.‖ 

Survey Responses to the Kaluha Ad featuring Hispanics 

The Kaluha advertisement featured a Hispanic woman in her late twenties in an outdoor 

market in various settings. Responses from participants included the following statements: (1) 

―Again, this ad is obviously geared to perpetuate societal stereotypes of sexualized Latin culture. 

It's disappointing the way media constantly portrays Latin women in a sexualized/unintelligent 

light.‖ (2) ―As very interesting people that speak their native language and live in warm, tropical 

places where there are Mexican markets and fiestas. They are proud of their heritage. 
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(3) ―Attractive people who speak a sexy language and drink alcohol.‖ (4) ―I actually thought this 

was clever. As a Spanish student, everything sounds cooler in a different language. However, 

they played into her sexuality to really sell the product.‖ (5) ―Alcohol has its place in their 

lifestyle and they are confident about who they are and where they come from.‖ 

Survey Responses to the Doritos Ad featuring Hispanics 

The Doritos advertisement featured an overweight Hispanic man in his mid-thirties in a 

pool of Doritos. The advertisement also showed three Caucasians in their twenties sitting on the 

couch watching television, while the one White male fantasized about the overweight Hispanic 

man in the pool of Doritos. Responses from participants included the following statements: (1) 

―Advertisers always associate Latinos with spicy things. Salsa, chips, dip, jalapenos, etc. It's an 

old trick.‖ (2) ―As a group that is always romantic or sensual.‖ (3) ―The white guy eating chips 

on the couch is more attractively portrayed— it's unfair.‖ (4) ―I feel that this particular racial 

group is continually portrayed in a sexual context. I think they do not need to make him nude in 

this advertisement as this advertisement is about snacks.‖ (5) ―Hispanics are being portrayed as 

objects of pleasure, in terms of food. Sexual pleasure is alluded to. The Hispanic man in the 

Doritos ad was hairy and out of shape; this is an unattractive portrayal.‖ 

Qualitative Themes and Observations 

There were several themes found in the study that support the overall literature and 

theoretical framework of stereotypes involving the racial and ethnic groups represented in this 

study. For instance, social stereotypes have traditionally been regarded as features that are 

descriptive of social groups (Ford & Stangor, 1992), and are believed to serve multiple purposes 

that reflect a variety of cognitive and motivational processes (Hilton & Von Hippel, 1996). 
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Therefore, a variety of affective and motivational factors influence when and how stereotypes 

manifest themselves (Hilton and Von Hippel, 1996). 

What was most interesting here is that not much has changed over time with how these 

specific groups are represented in the media. The Putnyanunt-Carter, 2008 stated that African 

Americans and Hispanics tend to be represented more negatively than other racial and ethnic 

groups. They tend to be associated with being uneducated and lazy while lacking a high financial 

and socioeconomic status. However, Asians are seen as the ―model-minority‖ and are considered 

highly intelligent, technologically savvy and extremely motivated, particularly within their work 

and academic careers. Though this tended to be some of the more common themes seen 

throughout the study, there were also some interesting findings that were specific to the 

advertisement and or racial and ethnic group that contradicted the Putnyanunt-Carter, 2008 

findings, such as Annie the Chicken Queen in the Popeyes advertisement being a positive 

representation of Louisiana culture and style. 

Qualitative Themes and Observations Specific to African American Representations 

 In reference to the Burger King ad, many of the participants thought that the ad was 

awkward despite any stereotypical representation of African Americans. This ad was considered 

to be something that could be interchanged with any racial group, but the fact that African 

American characters were featured just reinforced the buffoonish nature that Blacks have been 

tied to throughout much of history.  

The Everest ad was called out by most of the participants for its urban nature and appeal 

to African Americans only. This was an advertisement encouraging young adults to ―get off the 

couch‖ and do something productive like get an education; it did not specify any particular racial 

or ethnic group, but because of the way the character was portrayed in the advertisement, nearly 
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all of the participants concluded that the advertisement was targeting young Blacks. Many of the 

participants argued that this character could have been interchanged with a character from 

another racial or ethnic group, but what was interesting is that they were able to clearly point out 

many of the stereotypical attributes that made this advertisement exclusive to Blacks. 

Many of the participants noted that the African American woman in the Popeyes ad 

embodied that of a down-home, Louisiana, middle aged woman that enjoys cooking for her 

family and friends—an image that Popeyes was going for to show that they are the real thing. 

Most of the participants found this advertisement to be fair and an accurate representation of 

what they thought to be a southern, middle-aged, Black woman.  

Qualitative Themes and Observations Specific to Asian Representations 

 In the Adidas advertisement featuring Asians, most of the participants were able to 

identify stereotypes that were being used to portray the character. Nearly all of the open-ended 

answers focused on the stereotypical images of Asian males and their comical demeanor and 

their drive to be successful. Many of the participants pointed out that this was acceptable because 

the actor in the advertisement was a well-known comedian and therefore his representation was 

excusable and non-threatening to the overall Asian representation. 

 Many of the participants were able to point out the stereotypes of Asian women in the 

Kia advertisement. The most common statements focused on the sexual appeal of Asian women 

and men‘s particularly White men‘s desire for them due to their beauty, poise, grace and 

confidence. 

 In the Target ad featuring Asians, most of the participants were able to point out the 

stereotypical themes of family in Asian culture. A majority of comments from participants 



55 

 

 

focused on the over-protective nature of Asian parents and the high level of control they want to 

maintain over their children. 

Qualitative Themes and Observations Specific to Hispanics Representations 

 The majority of all the participants pointed out the heavy accent of the talking characters 

in the advertisements featuring Hispanics. However, they did not view this as a negative trait, but 

rather something that showed the pride Hispanics have for their culture. In the Bing 

advertisements, many of the participants pointed out that they found the advertisement to be 

cheesy and play off of Hispanic/Latino soap operas. 

 Those who responded to the Kaluha ad were able to point out the sexual nature of the 

character and attributed that to her Latin roots. Most of the participants explained that this kind 

of representation is often seen with Hispanic women; however, due to the type of advertisement, 

which was of an alcoholic beverage, it was deemed acceptable and not necessarily stereotypical 

of the group. 

 The final advertisement, which was for Doritos, was the advertisement that received the 

most negative feedback. Participants wrote that they though the ad was disgusting and portrayed 

the character as being highly unattractive, lazy and dumb. Nearly all of the respondents agreed 

that this ad was a negative depiction of Hispanic males and was inappropriate not only due to its 

graphic nature but for its portrayal of Mexican men. 

Conclusions Drawn from Qualitative Themes and Observations of the Racial/Ethnic Groups 

I believe that only certain ads sparked concerns about negative stereotypes whereas 

others were deemed ―realistic‖ depictions of a particular racial or ethnic group because of how 

the media holistically portrays these groups of individuals. Whether in television shows, 

commercials, print advertisements or other forms of media, stereotypes are used to address a 
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particular group of people—sometimes these people are soccer moms, sometimes they are empty 

nesters, tweens, retirees, veterans or grandparents. We all have preconceived notions about these 

groups of people. For instance, we might assume that all soccer moms drive mini vans, and all 

tweens watch MTV, or all veterans are patriotic and retirees are looking to purchase vacation 

homes. This may be factual information, but it is not necessarily looked upon as a negative 

attribute of these groups. However, if you were to portray that all soccer moms are overbearing, 

or all tweens engage in sexting, or all veterans have post-traumatic stress disorder or all retirees 

are facing financial difficulty, then you might have a harder time successfully communicating to 

such groups, because you are focusing on negative attributes that may or may not be 

representative of the groups to which these members belong. When these kinds of negative 

images are represented, they not only spark concern from members within such groups, but from 

others outside these groups who find these representations to be offensive.  

I would argue that this is a similar conclusion deduced from the participants who took the 

survey. It is not necessarily required that you be a member of a particular sub-cultural group or 

racial or ethnic group to find representations of that group to be offensive or in poor taste. I 

found that the majority of participants were able to identify when a portrayal of a certain racial or 

ethnic group was considered to be in poor taste and when that portrayal was considered to be a 

reasonable stereotype used to define that group for the purposes of the advertisement in which 

they were represented.  

This is an important component to consider when drawing conclusions from qualitative 

feedback given by participants because it is not always apparent what someone might consider to 

be a negative stereotype or representation. I believe that only certain ads sparked concerns about 

negative stereotypes because we are inherently taught, either by the people in our lives or most 
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often by the media what is acceptable.  When we as individuals deviate from staying within the 

margin of acceptability, we run the risk of misrepresentation or, in many cases, offending 

individuals inside and outside of such groups. 

DISCUSSION 

There are many factors that contribute to the results presented in this data analysis. The 

bulk of this analysis will discuss the descriptive statistics as well as univariate, bivariate and 

multivariate analyses in addition to factor analyses and cluster analyses which will help to 

explain the overall trends and themes seen throughout the questionnaire. The data presented here 

is merely a summary statement of many of the participants‘ responses to questions pertaining to 

strategically selected advertisements pertaining to the representations of race and ethnicity. What 

is most important to take into consideration here is that this study was intended for a more 

diverse pool of participants; however, despite the demographics of the individuals who did 

participate in the study, various themes and trends still arouse based on the information gathered 

concerning participants‘ overall perception of the minority groups‘ representations presented in 

the questionnaire. The study takes a look at how participants responded to various 

representations of African American, Asian American and Hispanic racial and ethnic groups.  

Considering that this was to be a study that looked primarily at how individuals within 

each of the three minority groups perceived their own representations as well as the 

representations of the other two groups, it was unfortunate that according to the SPSS descriptive 

statistics, out of a total of 102 participants, 81 were Caucasian, 15 were Asian, and there was 

only one participant to represent both the African American and Hispanic racial and ethnic 

groups. This compels me to rethink my overall hypothesis and research questions to 

accommodate the data that had been collected and to find useful trends and themes that are along 
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the lines of initial exploration for the study. I it important to keep in mind that other than the 

Asian student body at the University of Minnesota, the university lacks significant diversity 

among other ethnic groups. This was understood to be a potential limitation before the study was 

conducted; however I find this to be an opportune circumstance to explore and address how 

Caucasians may perceive these racial and ethnic groups and how such representations in the 

media, particularly advertising, influences the perceptions, attitudes, beliefs and behaviors of 

such individuals belonging to those minority groups. My initial reaction to the data set was that I 

would be unable to explore the specific questions and hypotheses that I had set out for myself, 

but instead, I was able to find some intriguing themes that seemed to emerge amongst the 

Caucasian  

This research is important because it illuminates possible discrepancies with how 

advertisements negatively, inaccurately or unfairly portray stereotypical depictions of African 

American, Asian, and Hispanic racial and ethnic groups. Stereotypes are an important factor in 

mass media, and research supports their use in advertising.  Stereotypes are not necessarily 

negative assumptions about people; however in the factors of race and ethnicity the lines of 

appropriateness become hazy and the potential to offend individuals from these groups does not 

help to increase customers of a particular brand of product or service.  

 It is important for future researchers to focus on the emerging trend of media and how 

new communication technologies could better the advertising efforts, particularly how 

advertisers use race and ethnicity to appeal to certain groups. This is a fascinating topic that is 

continuing to change. Advertisements from the early 20
th

 century differ significantly from 

advertisements from the 1950s and 1960s, and advertisements from this time have vastly 

changed into what we see now. New and emerging media trend have transformed the way we as 
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consumers buy and interact with brands. We now have a two-way means of communication in 

media and advertising, in which companies do not necessarily have to start the dialogue with 

their consumers—consumers are able to provide valuable input on how they are communicated 

to and through which means they prefer to conduct such dialogue and with whom. This platform 

provides an interactive opportunity to further explore how race and ethnic representations might 

serve as contributing factors in the dialogue. Despite our advancements toward racial and ethnic 

equality in this country, this is still something that we struggle with as a society. We might have 

elected our first Black president in 2008, but this by no means changes the fact that we still do 

not have racial and ethnic equality among individuals in this country and that continues to affect 

the way we communicate with each other. 
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APPENDIX A 

Advertisements 

African American Ads 

1. Burger King: http://www.youtube.com/watch?v=uRNioBD18Rc 

2. Everest: http://www.youtube.com/watch?v=WZipLIoRqm8&feature=related 

3. Popeves: http://vimeo.com/10013592 

Asian Ads 

4. Adidas: http://www.youtube.com/watch?v=P9EiHz3XzpM&feature=channel 

5. Kia: http://www.youtube.com/watch?v=eAf8sySIvt8 

6. Target: http://www.youtube.com/watch?v=naMULmVf71Y 

Hispanic Ads 

7. Bing: http://www.youtube.com/watch?v=33FVUJJyJqA 

8. Kaluha: http://www.youtube.com/watch?v=16QH0VmRbrE&feature=related 

9. Doritos: http://www.youtube.com/watch?v=mLmgsy9dCbU 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.youtube.com/watch?v=uRNioBD18Rc
http://www.youtube.com/watch?v=WZipLIoRqm8&feature=related
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APPENDIX B 

Survey Sample 

[QUESTIONS ADDRESSING EACH INDIVIDUAL ADVERTISEMENT - THIS WILL NOT BE DISPAYED ON THE ACTUAL SURVEY] 

 

Please answer the following questions to the best of your knowledge. 

 

1. What appears to be the race/ethnicity of the person in the advertisement? 

 

 African America/Black 

 Asian 

 Caucasian 

 Hispanic 

 Other (Please Specify:  ______________________________________________________________  ) 

 Don‘t Know 

 

2. Which of the following does the person in this advertisement appear as though they share the same 

race/ethnicity as: (Check all that apply) 

 

 me 

 my significant other (e.g. girlfriend/boyfriend, spouse/partner) 

 a family member 

 a friend 

 a roommate/close neighbor 

 a classmate/colleague 

 

 none of the above 

 don‘t know 

 

3. How strongly do you agree or disagree with the following statements? 

 

a. The person in this advertisement appears to be approachable. 

 

 1      2      3      4      5      6 

              SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

b. The person in this advertisement appears to be friendly. 

 

  1      2      3      4      5      6 

SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

c. The person in this advertisement appears to be attractive. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 Don‘t Know 
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d. The person in this advertisement appears to be intelligent/educated. 

 

  1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

 

e. The person in this advertisement appears to be motivated. 

 

 1      2      3      4      5      6 

              SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

f. The person in this advertisement appears to be important/influential. 

 

  1      2      3      4      5      6 

                 SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

g. The person in this advertisement appears to be professional. 

 

  1      2      3      4      5      6 

                 SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

h. The person in this advertisement appears to be financially stable. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

i. The person in this advertisement appears confident. 

 

  1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 Don‘t Know 

 

j. The person in this advertisement appears to be sexually depicted. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 Don‘t Know 
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4. How strongly do you agree or disagree with the following statements? 

 

a. I can relate to this advertisement. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 No opinion 

 

b. I can relate more closely to this advertisement because it features someone who shares the same 

race/ethnicity as me. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 No opinion 

 

c. I could relate more closely to this advertisement if it featured someone who shared the same 

race/ethnicity as me. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 No opinion 

 

5. How strongly do you agree or disagree with the following statements? 

 

a. This advertisement is an accurate representation of the racial/ethnic group. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

b. This advertisement exhibits a fair representation of the racial/ethnic group in comparison to 

advertisements of other racial/ethnic groups. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

c. This advertisement contains stereotypes about this racial/ethnic group. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

d. This advertisement provides a positive representation of this racial/ethnic group. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

e. This advertisement provides a negative representation of this racial/ethnic group. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 
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Please respond to the following question using complete sentences. 

 

6. Overall, how do you feel this particular racial/ethnic group is being portrayed in the advertisement? 

 

 

 

 

 

 

 

 
[QUESTIONS ADDRESSING EACH RACIAL/ETHNIC GROUP - THIS WILL NOT BE DISPAYED ON THE ACTUAL SURVEY] 

 

7. Which of the following advertisements are you most likely to see this racial group in? (Check all that 

apply) 

 

 Fast food 

 Non-fast food (e.g. restaurants and food products found in grocery stores) 

 Candy & gum 

 Soft drinks 

 Alcoholic beverages 

 Household & domestic products 

 Cosmetic & hygiene products 

 Athletic apparel & shoes 

 Business apparel & shoes 

 Fashion apparel & shoes  

 Jewelry 

 Automobiles 

 Entertainment products & services 

 Technology products & services 

 Financial & legal services 

 Healthcare services 

 Academic services (e.g. advertisements for colleges, universities and degree programs) 

 Public service announcements 

 Other services (Please Specify:  

__________________________________________________________  ) 

 Other products (Please Specify:  

_________________________________________________________  ) 

 

8. In the past week, how many advertisements (e.g. all types of ads such as print, broadcast, web, etc.) do you 

recall seeing that represented this racial/ethnic group?  

 

 0 

 1-5 

 6-10 

 11-15 

 More than 15 
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Please respond to the following question using complete sentences. 

 

9. Overall, how do you feel this particular racial/ethnic group is being portrayed in the media? 

 

 

 

 

 

 

 

 
[GENERAL QUESTIONS ABOUT THE SURVEY TOPIC - THIS WILL NOT BE DISPAYED ON THE ACTUAL SURVEY] 

 

10. How strongly do you agree or disagree with the following statements? 

 

a. I rarely take notice of one‘s race/ethnicity in advertisements. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

b. Racial/Ethnic representations used in advertisements do not influence my perceptions of that brand 

or product. 

 

 1      2      3      4      5      6 

               SD       D     SD      SA      A     SA 

 

c. Advertisements that represent a particular racial/ethnic group do not influence my perceptions 

about that group. 

 

 1      2      3      4      5      6 

                SD       D     SD      SA      A     SA 

 

 

Demographic Information 

 

What is your sex? 

  

 Male 

 Female  

 

What is your race/ethnicity? 

 

 African America/Black 

 Asian 

 Caucasian 

 Hispanic 

 Other (Please Specify: _____________)          

 

How old are you? _____  (in years) 

 

What is your college status? 

 

 Freshman 

 Sophomore 

 Junior 

 Senior 

 Graduate Student 

 Other (Please Specify: _____________) 

 

What is your major? __________________ 

 

What is/are your minor(s)/concentration(s) 

if applicable?  

_____________________________________
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APPENDIX C 

 

Pilot Survey Results & ―Think Alouds‖ 

 

The following are brief summaries of the piloted study which included the responses of 

60 participants: 

 

 What appears to be the race/ethnicity of the person in the advertisement? 

 

 On average, roughly 90% of participants or higher were able to identify the 

race/ethnicity of the African American and Asian characters in each of the 

advertisement; however, on average, about only 86% of participants were able 

to identify the race/ethnicity of the Hispanic characters in each of the 

advertisements. 

 

 Does the person in this advertisement appear to share the same race/ethnicity 

as…? 

 

 On average, roughly 14% of participants did not have close relationships with 

individuals a part of the African American minority group. 

 On Average, roughly 12% of participants did not have a close relationship 

with individuals a part of the Asian minority group. 

 On average, roughly 13% of participants did not have a close relationship with 

individuals a part of the Hispanic minority group. 

 

 Does the person in this advertisement appear to be approachable? 

 

 On average, an overwhelming majority, roughly 75% of participants found 

that the characters within the advertisements appeared to be approachable, 

except for the fourth advertisement featuring the Asian, male character in the 

Citizens Against Waste Control advertisement which showed over 85% of 

participants found the character to appear unapproachable. 

 

 Does the person in this advertisement appear to be friendly? 

 

 On average, and overwhelming majority, roughly 85% of participants found  

that the characters within the advertisements appeared to be friendly, except 

for the fourth advertisement featuring the Asian, male character in the Citizens 

Against Waste Control advertisement which showed over 90% of participants 

found the character to appear unfriendly. 
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 Does the person in this advertisement appear to be attractive? 

 

 On average, and overwhelming majority, roughly 80% of participants found 

that the characters within the advertisements to appeared to be attractive, 

except for the ninth advertisement featuring the Hispanic, male character in 

the Doritos advertisement which showed over 90% of participants found the 

character to appear unattractive. 

 

 Does the person in this advertisement appear to be intelligent/educated? 

 

 On average, about 50% of participants found that the characters within the 

advertisement appeared to be intelligent/educated. 

 

 Does the person in this advertisement appear to be motivated? 

 

 On average, about 50% of participants found that the characters within the 

advertisement appeared to be motivated, except for the Asian advertisements 

which, on average, showed about 85% of participants found that the 

characters within the advertisement appeared to be motivated. 

 

 Does the person in this advertisement appear to be important/influential? 

 

 On average, about 50% of participants found that the characters within the 

advertisement appeared to be important/influential, except for the first 

advertisement featuring the African American, male character in the Allstate 

advertisement and the fourth advertisement featuring the Asian, male 

character in the Citizens Against Waste Control advertisement which both 

showed over 90% of participants found the characters to appear 

important/influential. 

 

 Does the person in this advertisement appear to be professional? 

 

 On average, an overwhelming majority, roughly 75% of participants found 

that the characters within the advertisements appeared to be professional, 

except for the Hispanic advertisements which showed, on average, over 80% 

of participants found the characters to appear unprofessional. 

 

 Does the person in this advertisement appear to be financially stable? 

 

 On average, and overwhelming majority, roughly 75% of participants found 

that the characters within the advertisement appeared to be financially stable, 

except for the ninth advertisement featuring the male Hispanic character in the 
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Doritos advertisement which showed over 90% of participants finding the 

character to not appear financially stable. 

 

 Does the person in this advertisement appear confident? 

 

 On average, an overwhelming majority, roughly 75% of participants found 

that the characters within the advertisements appeared to be confident. 

 

 Does the person in this advertisement appear to be sexually depicted? 

 

 On average, an overwhelming majority, roughly 85% of participants found 

that all the female characters within the advertisements in addition to all of the 

Hispanic characters appeared to be sexually depicted. 

 Can you relate to this advertisement? 

 

 On average, roughly 75% of participants could relate to this advertisement, 

except for the first advertisement featuring the African American, male 

character in the Allstate advertisement and the fourth advertisement featuring 

the Asian, male character in the Citizens Against Waste Control advertisement 

which both showed over 90% of participants finding the advertisement to be 

unrelatable to them. 

 

 Could you relate more closely to this advertisement because it features someone 

who shares the same race/ethnicity as me? 

 

 On average, roughly 75% of participants could not relate more closely to this 

advertisement because it features someone who shared the same race/ethnicity 

as them. 

 

 Could you relate more closely to this advertisement if it featured someone who 

shared the same race/ethnicity as me? 

 

 On average, roughly 75% of participants would not relate more closely to this 

advertisement if it features someone who shared the same race/ethnicity as 

them. 

 

 Does this advertisement show an accurate representation of the racial/ethnic 

group? 

 

 On average, an overwhelming majority, roughly 75% of participants found 

that the African American and Asian characters within the advertisement 

appeared to show an accurate representation of the two minority groups, 



72 

 

 

except for the Hispanic advertisements in which roughly 85 % of participant 

felt they were inaccurately represented. 

 

 Does this advertisement exhibit a fair representation of the racial/ethnic group in 

comparison to advertisements of other racial/ethnic groups? 

 

 On average, an overwhelming majority, roughly 75% of participants found 

that the African American and Asian characters within the advertisement 

appeared to exhibit a fair representation of the two minority groups, except for 

the Hispanic advertisements in which roughly 85 % of participant felt they did 

not exhibit a fair representation. 

 

 Does this advertisement contain stereotypes about this racial/ethnic group? 

 

 On average, an overwhelming majority, roughly 75% of participants found the 

characters within all of the advertisements to be stereotyped. 

 

 Does this advertisement show a positive representation of this racial/ethnic group? 

 

 On average, and overwhelming majority, roughly 75% of participants found 

that the African American and Asian characters within the advertisement 

appeared to show a positive representation of the two minority groups, except 

for the Hispanic advertisements in which roughly 85 % of participant felt they 

did not show a positive representation. 

 

 Does this advertisement show a negative representation of this racial/ethnic 

group? 

 

 On average, and overwhelming majority, roughly 85% of participants found 

that the African American and Asian characters within the advertisement did 

not show a negative representation of the two minority groups, except for the 

Hispanic advertisements in which roughly 85 % of participant felt they did 

show a negative representation. 

 

 In the past week, how many advertisements do you recall seeing that represented 

this racial/ethnic group?  

 

 On average, nearly 85% of participants recalled seeing African American and 

Asian characters in advertisements, but only 25% recalled seeing Hispanics. 
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 Do you take notice of one‘s race/ethnicity in advertisements? 

 

 On average, nearly 75% of participants take notice of one‘s race/ethnicity in 

advertisements. 

 

 Do racial/ethnic representations used in advertisements influence your perceptions 

of that brand or product? 

 

 The participants were equally split 50%/50% on whether racial/ethnic 

representations used in advertisements influence their perceptions of that 

brand or product. 

 

 Do advertisements that represent a particular racial/ethnic group influence your 

perceptions about that group? 

 

 The participant were equally split 50%/50% on whether advertisements that 

represent a particular racial/ethnic group influence their perceptions about that 

group. 

 

Based on the pilot survey results, several issues were brought to my attention and 

addressed when making the necessary changes to the actual survey. The following points 

were brought up when conducting think ―alouds‖ with survey participants: 

 

 The survey was very long, but interesting and worth thinking about. 

 

 Why were these particular advertisements selected to be first, second, and so on? 

 

 In general, the Hispanic advertisement seemed to be more negative than the 

African American and Asian advertisements. 

 

 The advertisement themselves tended to show stereotypes of each of the minority 

groups. 

 

 Why were only three racial/ethnic groups selected for this study? 

 

 Why were these particular category of advertisements selected? 

 

 I liked that the survey showed me how I am progressing throughout the process of 

answering the questions. 

 

 The format of the survey was repetitive, but necessary for collecting the desired 

information. 
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 The survey was formatted well, but answers labeled ―other‖ should have provided 

space to write in an answer. 

 

 Having to open a new tab and paste in the link was inconvenient—links should be 

embedded. 
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APPENDIX D 

 

Survey Participant Demographic Information 

 

What is your sex? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid male 16 14.0 15.7 15.7 

female 86 75.4 84.3 100.0 

Total 102 89.5 100.0  

Missing 99999999 12 10.5   

Total 114 100.0   

 

What is your race/ethnicity? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid African American 1 .9 1.0 1.0 

Asian 15 13.2 14.7 15.7 

Caucasian 81 71.1 79.4 95.1 

Hispanic 1 .9 1.0 96.1 

Other, please specify: 4 3.5 3.9 100.0 

Total 102 89.5 100.0  

Missing 99999999 12 10.5   

Total 114 100.0   

 

If other, please specify what is your race/ethnicity? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 99999999 111 97.4 97.4 97.4 

Asian/Caucasian 1 .9 .9 98.2 
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Japanese, Myan, Caucasian 1 .9 .9 99.1 

Middle Eastern 1 .9 .9 100.0 

Total 114 100.0 100.0  

 

How old are you? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 16 1 .9 .9 .9 

18 17 14.9 14.9 15.8 

19 26 22.8 22.8 38.6 

20 32 28.1 28.1 66.7 

21 16 14.0 14.0 80.7 

22 4 3.5 3.5 84.2 

23 2 1.8 1.8 86.0 

25 2 1.8 1.8 87.7 

27 1 .9 .9 88.6 

31 1 .9 .9 89.5 

99999999 12 10.5 10.5 100.0 

Total 114 100.0 100.0  

 

What is your college status? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid freshman 23 20.2 22.5 22.5 

sophomore 34 29.8 33.3 55.9 

junior 30 26.3 29.4 85.3 

senior 13 11.4 12.7 98.0 

other 2 1.8 2.0 100.0 

Total 102 89.5 100.0  
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Missing 99999999 12 10.5   

Total 114 100.0   

 

What is your major? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 99999999 12 10.5 10.5 10.5 

advertising 2 1.8 1.8 12.3 

Advertising 4 3.5 3.5 15.8 

Ancient Mediterranean 

Studies 

1 .9 .9 16.7 

Animal Science 1 .9 .9 17.5 

Art 1 .9 .9 18.4 

BSE 1 .9 .9 19.3 

Cinema studies 1 .9 .9 20.2 

Comm Studies 1 .9 .9 21.1 

Communication Studies 2 1.8 1.8 22.8 

Communications 2 1.8 1.8 24.6 

Communications and Design 1 .9 .9 25.4 

Communications, Marketing 1 .9 .9 26.3 

CSCL 1 .9 .9 27.2 

Economics 1 .9 .9 28.1 

Electrical Engineering 2 1.8 1.8 29.8 

English 2 1.8 1.8 31.6 

family social science 1 .9 .9 32.5 

Graphic Design and 

Journalism 

1 .9 .9 33.3 

Graphic Design/ Advertising 1 .9 .9 34.2 
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ICP: Design Studies, 

Marketing, and Advertising 

1 .9 .9 35.1 

Individualized Studies 1 .9 .9 36.0 

journalism 4 3.5 3.5 39.5 

Journalism 19 16.7 16.7 56.1 

Journalism- Professional 

Strategic Communications 

1 .9 .9 57.0 

Journalism-Strategic 

Communication 

1 .9 .9 57.9 

Journalism, Art 1 .9 .9 58.8 

Journalism; political science 1 .9 .9 59.6 

Journalism: Advertising 1 .9 .9 60.5 

Journalism/SCMC 1 .9 .9 61.4 

Marketing 3 2.6 2.6 64.0 

Mass Communication 1 .9 .9 64.9 

Mass Communications 1 .9 .9 65.8 

Materials Science and 

Engineering 

1 .9 .9 66.7 

Mechanical Engineering 1 .9 .9 67.5 

no major 1 .9 .9 68.4 

None 1 .9 .9 69.3 

Photojournalism and Spanish 1 .9 .9 70.2 

Political Science and 

Communications 

1 .9 .9 71.1 

Political Science,  Journalism 1 .9 .9 71.9 

Pre Journalism 1 .9 .9 72.8 

Pre-Journalism 2 1.8 1.8 74.6 

Pre-Nursing 1 .9 .9 75.4 

Professional Strategic 

Communications 

1 .9 .9 76.3 
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public Relations 1 .9 .9 77.2 

Public Relations 1 .9 .9 78.1 

Retail Merchandising 1 .9 .9 78.9 

Retail Merchandising, 

Design Studies, Mass 

Communication 

1 .9 .9 79.8 

Sociology 1 .9 .9 80.7 

Sport Management 2 1.8 1.8 82.5 

Strat Comm major 1 .9 .9 83.3 

Strategic Communication 2 1.8 1.8 85.1 

Strategic Communication & 

Sport Management 

1 .9 .9 86.0 

Strategic Communication-

Advertising 

1 .9 .9 86.8 

Strategic communications 1 .9 .9 87.7 

Strategic Communications 3 2.6 2.6 90.4 

Studies in Cinema and Media 

Culture 

1 .9 .9 91.2 

undecided 2 1.8 1.8 93.0 

Undecided 7 6.1 6.1 99.1 

Youth Studies 1 .9 .9 100.0 

Total 114 100.0 100.0  

 

What is/are your minor(s)/concentration(s) if applicable? 

  

Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 99999999 41 36.0 36.0 36.0 

advertising 1 .9 .9 36.8 

Advertising 1 .9 .9 37.7 

american studies 1 .9 .9 38.6 
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American Studies, 

Mathematics 

1 .9 .9 39.5 

Anthropology 1 .9 .9 40.4 

Art 1 .9 .9 41.2 

Art History 1 .9 .9 42.1 

Broadcast, photojournalism, 

and sport management 

1 .9 .9 43.0 

Business 1 .9 .9 43.9 

Business Management 1 .9 .9 44.7 

Chemistry / Astrophysics 1 .9 .9 45.6 

Child Psychology 1 .9 .9 46.5 

Chinese 1 .9 .9 47.4 

communication studies 1 .9 .9 48.2 

Communications 1 .9 .9 49.1 

Design 2 1.8 1.8 50.9 

Design minor 1 .9 .9 51.8 

Design, Management 1 .9 .9 52.6 

economics 1 .9 .9 53.5 

English 2 1.8 1.8 55.3 

Information Technology 1 .9 .9 56.1 

Italian/Fashion Studies 1 .9 .9 57.0 

Journalism and Marketing 1 .9 .9 57.9 

Journalism and Mass 

Communications 

1 .9 .9 58.8 

Leadership 1 .9 .9 59.6 

management 1 .9 .9 60.5 

Management 6 5.3 5.3 65.8 

Management, Mass 

Communication, Japanese 

1 .9 .9 66.7 
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management, public relations 1 .9 .9 67.5 

Mass comm 1 .9 .9 68.4 

Mass Communication 3 2.6 2.6 71.1 

Mass Communications 3 2.6 2.6 73.7 

Mathematics 1 .9 .9 74.6 

n/a 2 1.8 1.8 76.3 

N/A 2 1.8 1.8 78.1 

NA 1 .9 .9 78.9 

New Media Studies 1 .9 .9 79.8 

No Minor 1 .9 .9 80.7 

none 1 .9 .9 81.6 

None 2 1.8 1.8 83.3 

photography and cultural 

studies 

1 .9 .9 84.2 

Political Science 2 1.8 1.8 86.0 

psychology 1 .9 .9 86.8 

Public Relations 1 .9 .9 87.7 

retail merchandising 1 .9 .9 88.6 

Science and Technical 

Writing 

1 .9 .9 89.5 

Sociology 1 .9 .9 90.4 

Spanish 3 2.6 2.6 93.0 

Spanish Studies 1 .9 .9 93.9 

Spanish, Business 

management 

1 .9 .9 94.7 

Spanish, Marketing 1 .9 .9 95.6 

Spanish, Political Science 1 .9 .9 96.5 

Studies in Cinema and Media 

Culture 

1 .9 .9 97.4 
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Theatre 1 .9 .9 98.2 

Undecided 1 .9 .9 99.1 

Why are there not any 

Caucasian Ads? 

1 .9 .9 100.0 

Total 114 100.0 100.0  
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APPENDIX E 

 

Open-Ended Survey Responses 

 

Survey Responses to the 

Burger King Ad featuring  

African Americans 

Survey Responses to the 

Everest Ad featuring  

African Americans 

Survey Responses to the 

Popeyes Ad featuring  

African Americans 
I am disappointed in the way 

racial stereotypes are being 

enforced in this advertisement. 

African Americans are being 

stereotyped as pushy, bossy, 

people who don't speak very 

intelligently. 

A little stereotypically, but that 

might be necessary to attract 

certain customers (convince them 

that the 'cajun fried shrimp' or 

whatever is legitimate) 

I am not sure whether it counts as 

a stereotype or not. In the ad the 

guy appears to sing rap and keep 

moving his body just as what 

other African Americans appear 

on other ads. 

Again I don't think race matters 

here.  Besides advertisements 

regarding for-profit universities 

are scams to begin with. Some 

are in hot water with the federal 

government over their predatory 

practices encouraging students to 

receive financial aid from t 

I feel as though this particular 

racial/ethnic group is being 

portrayed in a good light in this 

advertisement. The woman 

appears like a warm and inviting 

person who is educated and 

successful. 

I believe this advertisement 

portrays this racial/ethnic group 

in a very stereotypical way. The 

person seems to lack intelligence 

and credibility. 

As someone who was trying to 

better his life and gives you 

advice to do the same. He seemed 

like a "normal" guy that could be 

a close friend 

Almost as though they are 

fighting against typical white 

culture which doesn't serve the 

food they like. 

I didn't like the advertisement in 

the first place, it was weird and 

kind of creepy.  So if I was 

paying attention to the race of the 

main characters like for this 

survey I would come off with a 

negative feeling because the main 

character was weird. 

Being portrayed as lazy because 

the speaker continually is telling 

the audience to get up and make 

the call. The speaker is being 

portrayed as a motivated student 

trying to help others do well in 

life as well. 

Arfican Americans are being 

stereotyped as loving fried shrimp 

for one thing and old fashioned 

and traditional home cooking. 

The lady is middle aged and 

appears to be an experienced 

cook. She describes the shrimp as 

if she has some experience 

cooking it. She 

I do not really notice the 

racial/ethnic group that is being 

portrayed until the prompted 

questions. 

He is being portrayed as someone 

who's trying to be motivational 

but I thought it just came off as 

cheesy and abrasive. 

As enjoying fried foods with a 

classic "down south" "home 

cookin'" appreciation. 

I don't really think race provides 

a huge issue in this 

advertisement. Maybe they are 

trying to connect to African 

American people by this ad, but 

it's tough to decide. 

He is considered as an 

educationally aspiring African-

American. 

As southern country folk, its a 

little off setting but it got tne 

message across.  But really did 

she say "not in my kitchen"? wow 

I feel that the group is being 

portrayed negatively, although I 

think the woman and her 

ethnicity are portrayed positively.  

He was not dressed up neatly, he 

was not speaking correctly, and 

he did not seem serious about 

what he is saying. It was showed 

a negative image of African 

American people with less edu.  

Definitely stereotyping food that 

African American people eat. 

They seem to be saying that 

Popeye's food taste just like what 

an older African American 

woman would make in Louisiana. 
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Survey Responses to the 

Adidas Ad featuring  

Asians 

Survey Responses to the  

Kia Ad featuring  

Asians 

Survey Responses to the 

Target Ad featuring  

Asians 
Asians are portrayed as silly and 

vain. This guy is trying way too 

hard and is making a fool of 

himself. 

As a sex object. An educated Asian family that 

can afford Target. 

Borderline upset. The image 

being propagated of Asians is 

saddening, and as a whole, I 

think, inaccurate. 

As if the Asian women is being 

sought after by white men. 

Asian parents are strict about 

their kids dating. 

He's largely portrayed as goofy: 

acting cool but isn't really. That 

might be the person and not the 

race though. 

As influential and almost 

shockingly cool (for the situation, 

not for the race) 

I think it is not so much about the 

race than being an over-

protective parent. I feel like that 

could happen in any racial group. 

I am an Asian, but i can't relate 

anything about me to this 

advertisement. I buy Adidas, but 

only because i like the brand 

itself. That Asian guy doesn't 

have any impact on this 

advertisement and didn't attract 

the viewers of this. 

As though looks are important to 

men and they are surprised when 

the woman has more to her than 

just her appearance. 

Asians are not really being 

portrayed in any certain way: the 

mom is just like any other mom 

who wants her daughter all to 

herself. There is a stereotype of 

Asian mothers being over-

protective and controlling- that's 

shown in the ad. 

I believe the choice in casting 

this Asian man as this character 

is based less on his race and more 

so off his popularity in the movie 

"The Hangover." He is portrayed 

in a ridiculously rich, silly 

manner. 

Asian people like driving small 

"Asian" cars even if they are 

professional golf players. 

As being worried about their 

children and always looking for 

the best deals (cheap?) 

I don't associate the character 

with his certain ethnic/racial 

group.  He is very crazy and I 

have previous notion of he actor 

from his past work. 

Asian women are sexy and tall. 

They can get any man's attention 

and it doesn't fluster them 

I feel that the woman is portrayed 

more as a concerned mother than 

by her race.  The only racial thing 

I could interpret is the stereotype 

that her particular racial group 

have parents that are very 

involved in their children's lives. 

I don't feel the ad is about the 

race at all.  The guy used in the 

ad is a famous comedic actor 

who uses his height and accent to 

succeed in many comedic 

movies.  The ad is less about his 

race and more about using 

someone funny to advertise to the 

young b 

Asian women being good looking I don't think Asians are usually 

portrayed as being motherly or 

nurturing, or trying to save 

money such as the target ad 

proposes. On the other hand they 

are stereotyped as liking nice 

things and target is a brand that 

caters to middle to upper 

I don't notice a stereotype, but the 

man was annoying, which doesn't 

portray the group well. 

Asians are being portrayed as 

intimidating, skilled and 

accomplished. 

Asian parents are strict about 

their kids dating. 
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Survey Responses to the   

Bing Ad featuring  

Hispanics 

Survey Responses to the  

Kaluha Ad featuring  

Hispanics 

Survey Responses to the 

Doritos Ad featuring 

Hispanics 
Ad was set up to look like 

stereotypical Spanish soap opera 

Again, Hispanics are treated as 

super dramatic people. They are 

also shown as fun loving. 

Advertisers always associate 

Latinos with spicy things. Salsa, 

chips, chip dip, jalapenos, etc. It's 

an old trick. 

Again I don't feel the person can 

be a accurate representation of 

the whole group so I don't find 

that just because it portrayed 

these individuals in a certain way 

that the entire group acts in the 

same manner. 

Again, this ad is obviously geared 

to perpetuate societal stereotypes 

of sexualized Latin culture. It's 

disappointing the way media 

constantly portrays Latin women 

in a sexualized/unintelligent light. 

As a group that is always 

romantic or sensual. 

As overly dramatic although she seems attractive by 

way of speaking especially this 

advertisement is about alcohol, I 

do not feel familiar and friendly to 

her. 

As fat gross-looking group who 

lays around eating. 

As resourceful and loving beauty. As a group with a superior 

language. 

As lazy, overweight people who 

like to eat. 

As stereotypical Hispanics who 

don't know English 

As people who want to make 

things sexier. 

By associating the character with 

tortilla chips, they make him look 

like a fat, lazy couch potato. The 

white guy eating chips on the 

couch is more attractively 

portrayed  -- it's unfair. 

I feel as though this 

advertisement is somewhat 

degrading to this group. Even 

though it is meant to be funny I 

think it doesn't put this group in a 

good light. 

As very interesting people that 

speak their native language and 

live in warm, tropical places 

where there are Mexican markets 

and fiestas. They are proud of 

their heritage 

I feel that this particular racial 

group are continually portrayed 

in a sexual context. The music 

played within these three 

advertisements sounded like 

sounds that would be affiliated 

with this particular ethnic group. 

I feel that they are portraying 

Hispanic people as being over-

the-top, so negatively. 

attractive and like drinking 

alcohol 

It portrays the men as being 

sloppy and kind of creepy. 

I think it made them look a little 

ridiculous. 

Attractive people who speak a 

sexy language and drink alcohol. 

fat, lazy Mexican stereotype 

I think that this advertisement is 

meant to look at racial 

stereotypes in a humorous way. 

Attractive, seductive, funny, 

intelligent. 

I think they do not need to make 

him nude in this advertisement as 

this advertisement is about 

snacks.   It made me negative 

image of this ethnic group and 

not want to purchase this snacks. 

I think the ad is portraying 

Hispanics as they act in movies, 

very dramatically. I don't think 

it's a huge deal and I didn't find it 

offensive, but many other people 

might. 

Beautiful women. Alcohol has its 

place in their lifestyle and they are 

confident about who they are and 

where they come from. 

I feel that this particular racial 

group is continually portrayed in 

a sexual context.  
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Survey Responses about 

African Americans 

Representations in the 

Media 

Survey Responses about 

Asians 

Representations in the 

Media 

Survey Responses about 

Hispanics 

Representations in the 

Media 
A lot of times the media tries to 

mix in a variety of different racial 

groups in media. A lot of the 

times you will see ads for spicy 

food or cooking with the African 

America group. 

Asians are greatly 

underrepresented. While Asian 

females are given a good image, 

Asian males are depicted as 

comical figures and I believe 

many of us will want to see that 

change. 

After watching the previous ads 

it seems like this racial/ethnic 

group is being portrayed 

negatively in the media. 

A lot of times, they are portrayed 

as having an attitude. 

Asians are portrayed as high-

achievers with big personalities. 

As being exotic and sexy, or as 

being kind of greasy, creepy 

people. Kind of weird to have the 

two opposites. 

actually, Im the one of the person 

who does not care about typical 

racial/ethnic group due to I am 

not American. But sometimes, it 

sometimes gives positive image 

of the media when ethnic group 

like me. 

Asians are usually portrayed as 

being smarter and richer in the 

media. 

Hispanic females are portrayed as 

sexy and intelliegent, while 

Hispanic males are portrayed as 

being violent, repulsive, and 

unintelligent. 

Advertisers find cultural 

charcteristics to appeal to the 

ethnic group portrayed as well as 

all other ethnic groups. 

Depends on the ad--sometimes as 

better than everybody else, other 

times just as another citizen, 

nothing special about them 

as unintelligent and foreign 

African Americans are generally 

represented as hip and urban, 

being 'cool' and relate-able to 

young people. 

Asians are greatly 

underrepresented. While Asian 

females are given a good image, 

Asian males are depicted as 

comical figures and I believe 

many of us will want to see that 

change. 

As very attached to their heritage 

and proud of it. 

African Americans, along with 

most races, are stereotypically- in 

a somewhat negative tone- 

portrayed in the media. 

Asians are portrayed as high-

achievers with big personalities. 

At times accurately, other times 

the media plays off their 

stereotypes too often. 

African-Americans are often 

shown in legal, food, athletic, or 

shopping settings.  They are 

shown very stereotypically in 

these categories especially in 

athletic media. 

Asians are usually portrayed as 

being smarter and richer in the 

media. 

Generally positively. Women are 

portrayed as alluring and sexy. 

Men are portrayed as suave and 

debonair and occasionally and 

comically slovenly and fat. 

Alright, they seem to be out there 

enough that you get a wide range 

of activities.  I think they might 

still have some stereotypes 

associated with them but that 

might be less connected to race 

and more with who they're 

advertising to. 

Depends on the ad--sometimes as 

better than everybody else, other 

times just as another citizen, 

nothing special about them 

Either as sexual objects or the 

total opposite: unsexy and 

overweight. 


