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Inclusion and Diversity has a very wide
scope and as part of aresearch series,
we have focused these findings on racial
representation in advertising

How is racial representation in advertising evolving?
Consumer s6 views on Diver :
Reactions to single race versus multi-racial & diverse
ads by diverse audiences:

Black Americans

Hispanics

Asians

Whites

ICANTAR



_ Characteristics
of Implicit Bias

Pervasive

Bias is
Wired In
our Brains

Not aligned with our declared beliefs
Favour our ingroup
Malleable
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Kantar used an integrated approach to test the ads, measuring both explicit and implicit

reactions to the advertising

o0 060 ©00 oo

[eomces ]

Link Kantardés creative assessment tool
read on whether the creative idea and execution works as

planned is needed, with recommendations for maximizing

potential

Enjoyment

Branding

Active involvement

Persuasion

Relevance

Credibility

Message Recall

I&D questions
The ad presents a modern and progressive view of
society.
The ad will have a positive effect on people who have
previously been underrepresented in advertising

Facopli Codirgy identifidse t a iEyedrdcking allows the

and understands the
subconscious reactions that
respondents cannot help
but show on their face, even
if just for a second. This
provides granular detalil
around what emotion is
expressed at which exact
point.

We know ads that are more
expressive/emotionally
engaging have an even
stronger influence on
advertising success.

:) Affectiva

measurement of attention
on the different elements of
an ad.

eye
square

l(ANTAR Sample Size: n=480 completes per ad, ages 18-64 , including a readable base for Black Americans, Asians and Hispanics.



We also used implicit Reaction Time techniques to measure spontaneous feelings and affinity
towards fHNnA Diverse Communityo

Intuitive Associations tell Emotional Priming

us which associations are measures our implicit

most intuitive or affinity or emotional bias

spontaneous, and towards the concept of n A

therefore are most likely to Diverse Community. o
be dominant in the mind in

real world situations. In addition, we also
measured explicit affinity
Is the ad: or stated love to the idea.

Inclusive Fake
Diverse Unreal
United Unrelatable
Fun Annoying

l(ANTAR Sample Size: n=480 completes per ad, ages 18-64, including a readable base for Black Americans, Asians and Hispanics.
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Racial & ethnic representation in advertising is stable over time, with peaks achieved after the
Black Lives Matter protests of 2020

Racial & ethnic representation (USA) | |

N

Diversity of skin colours

Different ethnic origin

O 9O 9O 9O 99 99 9 O O O O
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Racial and Ethnic Diversity
Index by State: 2020

The Diversity Index tells us the chance that two people chosen at
random will be from different racial and ethnic groups.

—DE 59.6%
" —MD 67.3%

§ocer2%

Diversity Index
M 65.0% or more
M 55.0 to 64.9%
1 45.0 to 54.9%
~ 35.0 to 44.9%
Less than 35.0%

PR 2.2%

Source: 2020 Census Redistricting Data

.S. f m = X 3 =
e partmen Hon Connarce (Public Law 94-171) Summary File

U.S. CENSUS BUREAU
census.gov

C United States®

ensus

o—— Bureau

US Census uses Diversity Index (DI) to measure the probability
that two people chosen at random will be from different racial and
ethnic groups. The diversity index has gone up over a decade and
Is expected to go up even more in the future.

54.9 %

US Diversity Index
Percentage of Total

2010 56.4% Population Forecast: 43.6%
People of US Census 2060 White
color

61.1%

US Diversity Index
2020
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People of color have a higher affinity towards a diverse community. Black Americans feel it
very strongly followed by Hispanics.

|l mplicit and Explicit Affinity to A A Diverse

3.49p
o 3.21r
/ \.; 2.97r
Love (Explicit Affinity)* @ ——0 ®
. , 0.23p
i FaT 4 EP (Implicit Affinity)**
A Diverse Community
All Black Hispanics Asians Whites/Others
Americans
p Significantly different than all groups * T _
l( ANTAR p Significantly different than Asians/Whites **Ll?r\]/;ilcit'-l :;f?nist;a(l;ﬁ;sdtzcgze (+1t0 -1) Total Sample = 4319 11

r  Significantly different than one group



Majority of consumers agree that ads with diverse characters show an authentic reflection of
society, and the feeling is stronger among people of color

Ads with diverse characters show an authentic reflection of society
Top 2 Box T Agree

90%
79%p

72%r 71%r

68%

Total

0%
AA/Black Hispanic Asian White/other

l(ANTAR p Significantly different than all groups
r Significantly different than Whites



Promoting diversity in ads also affects the bra

among people of color

| prefer to buy brands that promote diversity and inclusion
Top 2 Box 1 Agree

90%

73%p

60%

0%
AA/Black Hispanic Asian White/other

l(ANTAR p Significantly different than all groups 13
r Significantly different than Whites



Not promoting diversity could hurt brands but promoting it will not alienate other consumers
given that a third are neutral to theideai 44 % Hi spanics will stop usi
promote 1&D.

| would stop using brands that do not promote inclusion and diversity

60% m Total mAA/Black  ®Hispanic m Asian ®m White/ Other

49%

44%
40%
40b
%

41%

38% 38%

35% 35%

27%
25%

21% 21%
19%

Agree Neutral Disagree

I 35%

Ii

l(ANTAR p Significantly different than all groups 14
r Significantly different than Whites



|l n fact, according to HMCO6s study ATi mebds Up!o
offended or disrespected their values.

53%+ 13-49s Have

“Stopped Buying A Brand
Because It Offended Them
Or Disrespected Their Values”

53% 62% 750,

HISP/NHW  NHB

#1 Reason to Split With a Brand is
Disrespect for “My Racial Group”
OR “Someone EISG’S” (Teens + POC Parents)

ICANTAR 15
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-1 on Power +45 on Power
+1 on STSL +23 on STSL

Just showing under-represented Showing underrepresented groups
groups has noimpacton t he adsao In a positive way*, meaning in
ability to build brand equity or progressive, non-stereotyped
increase short-term sales ways, can dramatically accelerate

iImmediate sales lift and long-term
brand equity

l(ANTAR Kantar Link database (Global) January 2019 i March 2021 STSL = Short Term Sales Likelihood
Power = Ado6és potenti al to contribute to Long Term Equilq’y






There are many ways of reaching diverse audiences

Celebrating Culture Focusing on What Connects Us Inclusive casting

lllustrating the brand message with a story Bringing people together by showing diverse Choosing central characters

centered around their culture and respecting and inclusive communities experiencing from underrepresented groups without the
diversity everyday problems and human truths. story centering around their identity

ICANTAR 18



Celebrating
Culture .



Uber 6s nN15+10
celebrated the

Hispanic tradition

of a girl coming of age

ICANTAR
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Ad Video

ICANTAR 2






The ad was enjoyable and considered progressive for society as well as having a positive
Impact on those underrepresented in advertising

Top 25

Enjoyment

4%

Progressive View & Positive Impact
on Underrepresented

ICANTAR
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Facial Coding showed that people engaged with the diversity of riders attending the party and
reveal showing a strong representation of the culture

Expressiveness s Expressiveness Trace
Percentile [ SR e
_ 164
66

L 125
e A |l i ke the strong representation of Mex
: appropriate. | also liked seeing the grandmother represent people with

— Exposure 1 accessibility needs. 0

...... Exposure 2 47

ICANTAR 24



The ad evoked feelings of cute, fun, inclusivity and unity, and was universally enjoyed across
races

However, since no one remembered the brand ,

the addos overall impact was pgo Enjoyment by Demography i Mean Score
' ; \ ~ 86%
Fun
United
Spontaneous Inclusive Hispanics
Feelings
Unreal Black Americans
Tiresome
Branding
~ 25%
Bottom 20 US Norms = 3.67
5

Impact

l(ANTAR p Significantly different than two groups 25
r Significantly different than Whites



The ad evoked lots of positive feelings among Hispanics and Asians spontaneously, but we

also see the theme being thought of as unreal even by Hispanics

People commented on enjoying the celebration of culture, diversity and music. Few Hispanics, Black Americans and Whites
thought it was unreal.

Black Whites/
Americans Hispanics Asians Others

Cute Fun Fun Fun

Inclusive Diverse Cute

United Inclusive
T Cute United
Spontaneous Cute
Feelings Unreal Unreal Unreal

Tiresome Tiresome
Annoying Annoying

p Significantly different than two other groups
r Significantly different than Whites

ICANTAR

Grey Legend i Words associated at a considered level
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Hi spanic reactions, in their own wordsé@é

nl't was cheesy, and a l|little too Cauca
commercial, which makes it ironically funny, but | honestly thought it
was a car commerci al at fi1rst, | was e

ADoubt many paemgeaierosUder t o

NThe music Is a bit much, It doesn't U
correctly it should be Quinceafera, | had no interest in learning what it
was about . o

ICANTAR 27
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Focusing on What
Connects Us




Acknowledging the diversity around us in day-to-day interactions

Diversity as a way of life Diversity in our communities Diverse casting
Bringing people together by showing lllustrating the brand message by showing a Choosing central characters from diverse
multiracial families with everyday problems diverse community groups with humor and gratitude as a hook

ICANTAR 29



Instacart Ad - Video

# instdeart |

ICANTAR
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Instacart shows an interracial couple with day-to-day problems getting solved by Instacart

Top 30

Impact

Top 20

Enjoyment

4%

Finstdeart

.

Progressive View & Positive Impact
on Underrepresented

l(ANTAR The Impact Score is a measure of the overall effectiveness of your creative in generating creative impact or cut-through which is linked to the brand

32



The mom taking a break when the baby is asleep and recharging while Instacart helps are the most
enjoyable moments of the ad. Eye Tracking shows brand gets attention only towards the end

l ’ instacart | Walmagk>;<

) : AN i p - § - 3 v
P i 3 $10 off code i $10 off coda istacart $10 off code
o .
N . Instacart is here to help make your So, while you recharge your home
Heos finally asleep Take a moment for yourself . p y Y 9e Y Download the app
day easier gets restocked

Expressiveness 7.0 Expressiveness Trace
Percentile '

F 17.9

82
L 137 i
AThe couple was adorable and the desire to not wake a
— Exposure 1 ilt was funny to me, | could relate to the people in the a
""" Exposure 2 my shopping, itds a service Hisgamctresponded ul d | i ke to use more

ICANTAR 33



The ad was spontaneously thought of as cute, fun, lovable and united. It was universally
enjoyed across races

This was also the most enjoyable ad among the group that had the highest and lowest implicit affinity towards diversity.

~ 86% Enjoyment i Mean Score
Cute Whites/Others
Lovable
fun Asians
United Hispanics
Spontaneous

Feelings Black Americans

Tiresome
‘ < B
#" instdcart e ®  $100ftcode Implicit Affinity

Low Affinity
Medium Affinity

High Affinity
US Norms = 3.67

~ 21%

l(ANTAR p Significantly different/higher than all other ads tested for the group

34



The ad evokes positive feelings across all demography at a spontaneous or considered level

People commented on the ad being relatabl e, I t6s diversity,
were about the Asound of the apple crunch. o

Black Whites/
Americans Hispanics Asians Others
Fun Fun Loveable Loveable
Diverse
Inclusive
‘ United United
Spontaneous Cute Cute Cute
Feelings Unreal Tiresome
l Tiresome Annoying
"."instocort [ Annoying
ICANTAR " Sionifcanty ifferent than Whites. -+ S1ey Fegena Wordk sssorisied sta consered vl 35



Inclusive
casting




Inclusive casting T Same product targeted at a different demography

Bounty Ads i Would the ad showing a single race appeal to more than one race?

Humor catering to different races

ICANTAR 37



Inclusive casting i Same product targeted at a different demography

Bounty Ads

Progressive View &
Positive Impact
on Underrepresented

l(ANTAR The Impact Score is a measure of the overall effectiveness of your creative in generating creative impact or cut-through which is linked to the brand

38



Bounty Ad 11
Video

ICANTAR 39






People enjoyed the family play. The girl poking, shouting in slow motion and product remedy were emotionally
engaging but there is adrop in engagement in repeat viewings when the girl shouts in slow motion

”‘ The

olﬁw Quicker
B\" | Picker
I Upper

18.6
Expressiveness
Percentile
— 15.1
56 [
— 115
[ g ﬁThe littl e pirate gir/l S ador abl e; AThe sl ow moti on ""NOOO O (
— Exposure 1 ’ she reminds me of my niece. | a bit annoyingo.
______ e 5 loved the family play, and the
xposure “44 dads faceo Expressiveness ( Emotional
Engagement) Trace

ICANTAR 4



Overall, the ad evoked spontaneous feelings of being cute, fun and inclusive.
Few felt it was annoying. Asians enjoyed the ad more than Whites. Hispanics and Blacks liked
the ad equally well.

~ 82%
Cute Enjoyment by Demographyi Mean Score
Fun :
Inclusive
Feelings
l Annoying
~ 20%

US Norms = 3.67

l(ANTAR p Significantly different than Asians/Whites
r Significantly different than Whites

42



The ad evoked more positive feelings among Asians. All people of color associated the ad with

being inclusive or diverse

Whites/
Asians Others
Fun Fun
Diverse Cute
Inclusive
Lovable
Cute

Black
Americans Hispanics
€ but we al so see some negat. eei i ngs among a
few Black Americans Hispanics who found it unreal Fun un
and annoying. Inclusive Diverse
Diverse Lovable
Cute
Spontaneous Contemporary
Feelings Unreal Fake
Annoying Unreal
Unrelatable

@ Annoying

AThe ad was a IbHispan& respgngentr at e d 0

All associations shown are the ideas most intuitively associated with the ad. Many people endorse them and do so very quickly.

l(ANTAR Grey Legend i These ideas are associated with the ad but at a more rational level.

43



Bounty Ad 21
Video

ICANTAR 44






The mother-son bonding generates strong positive engagement, picking up when the woman
| 1T kes the gquy, spills the glass, and her son an

|
3 = atae
l -

207 Expressiveness Trace

Expressiveness

Percentile
E 16.5

L 123
69 -
i I fi
I . . _..' f,#r( ‘ t .

It was entertaining with the moth
i me together as she | ooked for a
— Exposure 1
posu L4
------ Exposure 2

ICANTAR 4



Overall, the ad evoked feelings of being cute, fun and lovable at a spontaneous level. Black
Americans and Hispanics enjoyed the ad more compared to Asians and White people

~ 82%
Cute
Lovable Enjoyment by Demography i Mean Score
Fun
Spontaneous
Feelings .

~ 20%
US Norms = 3.67

l(ANTAR p Significantly different than two groups 47
r Significantly different than Whites



Facial Coding data revealed all Black Americans and Hispanics enjoying the ad more compared to Whites
and Asians

Black ! Hispanics
Americans
Smile
Trace
Asians Whites/ 180
Others

48

ICANTAR



The ad evokes positive feelings of being fun, inclusive, loveable, united and cute across all

people of color but a few find it unreal or unrelatable

Black Whites/
Americans Hispanics Asians Others
Fun Fun Fun Fun
Inclusive Inclusive Inclusive
Loveable Loveable Loveable
‘ United United United
Spontaneous
Feelings Cute Cute Cute

Unreal Fake Unrelatable

Tiresome Unreal

Unrelatable

l(ANTAR p Significantly different than two other groups Grey Legend i Words associated at a considered level 49
r Significantly different than Whites



Bounty Ad 3
-Video

ICANTAR
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