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Mission statement:  

“Compile and analyze information about culturally targeted 
ads and how all consumer segments can be included in the 
development process. Develop guidelines on when it would 
be helpful to tailor messaging to individual groups and best 
practices for incorporating multicultural themes in 
advertising.”

“What it takes to build a relationship with your 21st 
Century diverse audience” white paper to focus on four 
ways to connect with today’s 21st Century audience

Working Group Mission



the power of language



our language matters



Language connects

Language is a tool

It goes beyond our words

It creates and expresses 
emotion



By 2045… A Multicultural Majority

Source: U.S. Census Bureau, Population Division Release date: September 2018



Key markets are 
already there

Los Angeles

Chicago

San Francisco

New York

Houston



Households in those markets tend to over-index 
for speaking another language at home

Source: 



Source: Business Insider 2020

Most common language spoken at home other than 
English or Spanish

https://www.businessinsider.com/what-is-the-most-common-language-in-every-state-map-2019-6?fbclid=IwAR2C1ZZe5bJ2_xjqYWm0eaGZsLxobOoYKrimL6c8SjVVLYbf7etqapANACY


in-language code 
switching visual language



in-language creative



Bilingualism is on the rise
Today, 25% of the U.S. population is bilingual

Source: American Consumer Survey/US Census. Kantar Futures, 2019 – Base: P12+

11% 11% 68% 61%
NH-White African-American Hispanic Asian



A focus on language vs. acculturation



Language as a way in

• 62% of Hispanics say “Spanish 
language is more important to me 
today than it was just five years ago”

• 83% say “I appreciate it when 
businesses communicate with 
Hispanics in Spanish”

Both, Asian and Hispanic audiences believe there should be more 
commercials directed specifically for them; in culture and in language

69% 
ASIAN

70% 
HISPANIC

Source: Kantar Futures, 2019 – Base: P12+



Language is important to preserve

Source: Kantar Futures, 2019 – Base: P12+

TOTAL HISPANIC ASIAN

FOOD 43% 59% 59%

LANGUAGE 27% 56% 53%

HOLIDAYS/RITUALS 51% 46% 53%

LITERATURE/BOOKS 26% 29% 28%

MUSIC/SONGS 35% 51% 35%

RELIGION 41% 42% 33%

Aspects of your culture and traditions that you feel are most important to preserve



Latin music surpasses Country music 
consumption in the U.S.

Source: Forbes “Latin Music Is Now More Popular Than Country & EDM In America,” 1/4/19.

…and it’s the 5th most popular genre

1. Hip-hop

2. Pop

3. Rock

4. R&B

5. Latin



Spanish is here to stay

Source: (1) 2019 Nielsen Universe Estimates by language Strata (Personal Language); 
(2) Projection: IHS Global Insight – 2019 Hispanic Market Monitor Forecast

Hispanics 5+ That Speak Spanish at Home (in Millions)2

80% of Hispanics P2+ 
speak Spanish1

The number of Spanish speakers is 
projected to continue growing!

Only Spanish

Only English

Bilingual



Establishing an emotional 
connection is paramount

• Ads that trigger 
emotions are more 
memorable

• Targeted culturally 
relevant ads have been 
proven, by the experts, 
to be more effective
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Wells Fargo: in language and in culture



Spanish advertising is more effective than 
English advertising

Source: Phoenix Marketing International, TV Brand Effect based on survey responses among  SL Broadcasting vs. EL Broadcast/Cable 1.1.18-12.31.18

AMONG BILINGUAL HISPANIC A18+AMONG HISPANIC A18+



Spanish ads drive purchase intent across 
categories

BANKING

4.8x

CPG

2.8X
CASUAL DINING

2.7X

Source: Phoenix Marketing International, TV Brand Effect based on survey responses among Univision vs. EL Broadcast/Cable 1.1.18-12.31.18

AUTOMOTIVE

3.2x
TELCOM

3.2X
RETAIL

3X

QSR

2.1X
INSURANCE

1.5X

Audiences who see ads on Spanish TV have higher purchase 
intent compared to watching ads on English TV



In-language: things to remember

● The number of people speaking multiple languages is going to 
continue to grow and will be an effective way to reach 
consumers

● Marketers should use language + culture to establish an 
emotional connection with consumers

● Speaking to consumers in the language they prefer will ensure 
trust and brand loyalty 



code 
switching



Source: Oxford English Dictionary, 

2020



Code-switching is real 
for Black Americans

2018’s Sorry to Bother You 
highlights the reality that 
African Americans feel they 
need to adjust their speech 
in favor of “sounding white” 
in professional spaces in 
order to be taken more 
seriously



Go beyond 
race & ethnicity

As hetero-normative 
identity markers become 
more and more passé, 
brands are responding not 
only in messaging but also 
in business practice



Niche audiences set 
trends & create culture

Diversity audiences are a 
trendsetting force in 
American culture having 
demonstrated 
unprecedented impact on 
a global scale from arts 
& entertainment, to 
fashion, to social causes



Appreciation & 
appropriation 
are not the same

But be careful



https://www.youtube.com/watch?v=khSKVWyDRpk

https://www.youtube.com/watch?v=khSKVWyDRpk


Code-switching: what to remember

• Only 13% of top marketing executives are people of color, 
making brands vulnerable to communication insensitivities 
- particularly if using the language of marginalized groups.

• Privilege becomes a problem when brands attempt to tap 
into a culturally sensitive issue from a position of power. 
Ask yourself are we talking to people or at them?



Visual Language



What are emojis and how are they 
used?

• Emojis are small digital  
images or icons used to  
express an idea or emotion  
in electronic 
communication

• Emojis add context

• Emojis are different from  
Emoticons

Source: Millennial Marketing, Grammarist, Lovell Communications, 
Netivist

http://www.millennialmarketing.com/2018/08/the-language-of-gen-z-emojis/
https://grammarist.com/new-words/emoji-vs-emoticon/
https://www.lovell.com/our-outlook/whats-new-in-apstylebook-2016
https://netivist.org/debate/emoji-text-messages


Emojis are now a global “language”

Among heavy mobile message users over  
half of messages include emojis

92%
Almost all of internet users have 
used  emojis

56%

Source: Agora Pulse, Economy, 2016 Emoji 
Report

4Billion
People can communicate via emojis

https://www.agorapulse.com/blog/should-your-agency-use-emojis-in-social-media-really/
https://www.ecnmy.org/engage/emoji-is-now-a-global-language/
http://cdn.emogi.com/docs/reports/2016_emoji_report.pdf


The majority across age groups say they feel “more  
connected” to people they frequently message when 
using  emojis and GIFs

Source: Time Magazine, Harris Poll

Centennials and Millennials agree they  
prefer to use emojis when texting 
more than older age groups.

Whenever possible I prefer 
to  use emojis, gifs, and 

images  rather than words 
when  texting on my cell 

phone

Total Agree, Net

Total Male Female
Centennials  

(12-22)
Millennials  

(23-40)
Xers  

(41-
54)

Boomers  
(55-73)

Matures  
(74+)

39% 37% 40% 58% 55% 37% 19% 8%

Source: Monitor 2019

https://time.com/4834112/millennials-gifs-emojis/


The “face with tears of joy” emoji is the  
most popularly used

1. Face with tears of joy
2. Red heart
3. Smiling face with heart eyes
4. Rolling on the floor laughing
5. Smiling face with smiling 

eyes
6. Folded hands
7. Two hearts
8. Loudly crying face
9. Face blowing a kiss
10. Thumbs up

Source: Business Insider

https://markets.businessinsider.com/news/stocks/most-popular-emoji-unicode-consortium-2019-10-1028593715


Brands have the opportunity to 
communicate  to its consumers through 
emojis

more likely to  
open an email  
from a brand  
that has an  
emoji in the  
subject line

willing to make  
purchases using  

emojis

more likely to  
buy products  

advertised using  
emojis

more likely to  
engage with a  
brand’s posts  
that include  

emojis

58% 64% 44% 51%

Source: Campaign US

https://www.campaignlive.com/article/study-consumers-want-brands-use-favorite-emojis/1591235


Taco Bell’s taco emoji campaign engaged  
33,000 consumers

• In 2014, Taco Bell started  
a petition to "release a taco  
emoji into the wild”

• The campaign amassed 
33,000  signatures

• People can tweet @tacobell and 
they'll instantly  receive a 
unique photo, gif, or  
illustration

Source: AdAge, Huffington Post

https://adage.com/creativity/work/emoji-how/44211
https://www.huffpost.com/entry/taco-bell-emoji-petition_n_6416798


Brands are using emojis to simplify the  
purchasing experience
• Dominos made it possible to order pizza through the use 
of  a pizza emoji

◦ Ordering time was reduced to five seconds

◦ In one day, more than 500 people across the US used the 
emoji  ordering system

Source: Smart Insights

https://www.smartinsights.com/social-media-marketing/social-media-strategy/brands-used-emoji-marketing-successfully/


Emojis are now a part of Venmo’s 
payment  venacular

• “Ven-mojis” are emojis used in Venmo to signify what 
the  payer is sending money for

• An emoji auto complete feature was introduced in 2015

• An emoji provides a great alternative to express the 
key  concepts associated with a transaction

Source: Wired

https://www.wired.com/story/how-i-learned-embrace-venmos-ever-evolving-vernacular/


Visual Language: what to remember

● Emojis are now a global language, with 4 billion people using 
emojis to communicate

● The younger age groups prefer to use emojis to 
communicate more than words

● Brands should consider communicating to consumers using 
emojis, purchase consideration using emojis is growing



Key Takeaways

Ensure Brand Values and Language Align: Even the most 
seemingly progressive of brands can fail when it comes to 
speaking the language of its intended audience.

Start In-House: How does a brand successfully check its 
privilege? Much of the work towards inclusive communications 
starts in-house. Examine and acknowledge the unconscious 
biases that may skew your language and work to mitigate them.

Stay Up To Date: Language is malleable, and cultural language 
is being reshaped at an incredible pace, both online and off. 
Follow the evolution closely.



Q&A


