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Abstract

This study provides a comprehensive review of advertising research about ethnic identity
between 2013-2023. While the role of ethnicity in advertising has been long studied, no attempts
have been made to explore the state of this research in the past decade. This examination of all
published articles in leading advertising journals (n=24) provides a detailed account of the state
of current literature about ethnic identity in advertising in terms of the various approaches,
theories, methods, and topics researchers employ. Findings suggest that ethnicity in advertising is
still a work-in-progress with most studies employing experimental designs. Studies focus on four
categories: Ethnic cues in the ad, the characteristics of ethnic consumers, a combination of both,
and cognitive and behavioral consumer responses. Future research should expand the scope of
analysis to social media, integrate new technologies, explore the perspectives of the industry and
investigate the societal impact of ethnic portrayal in advertising.
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