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Abstract

Purpose: The aim of the study was to assess
the cross-cultural influences on advertising
effectiveness in Somalia.

Methodology: This study adopted a desk
methodology. A desk study research design is
commonly known as secondary data
collection. This is basically collecting data
from existing resources preferably because of
its low cost advantage as compared to a field
research. Our current study looked into
already published studies and reports as the
data was easily accessed through online
journals and libraries.

Findings: Cross-cultural influences on
advertising  effectiveness highlight the
intricate interplay between cultural values,
norms, and consumer behavior. Studies
suggest that advertisements resonating with
cultural values of a target audience tend to be
more effective. Cultural dimensions such as
individualism-collectivism, power distance,
uncertainty avoidance, and masculinity-
femininity shape consumer responses to
advertising messages. Additionally, factors
like language, symbols, and cultural
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references play pivotal roles in crafting
culturally relevant advertisements. However,
challenges arise in navigating cultural
nuances, avoiding stereotypes, and ensuring

message authenticity. Successful cross-
cultural advertising requires  deep
understanding, cultural sensitivity, and

adaptation to local contexts to effectively
engage diverse audiences across the globe.

Implications to Theory, Practice and
Policy: Hofstede's cultural dimensions’
theory, cultural adaptation theory and
acculturation theory may be use to anchor
future studies on assessing the cross-cultural
influences on advertising effectiveness in
Somalia. Marketers should prioritize
conducting rigorous cross-cultural research
to understand the cultural nuances and
preferences of target audiences in different
markets. Policymakers should advocate for
industry-wide guidelines and standards that
promote cultural sensitivity in advertising
practices.
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INTRODUCTION

Advertising is a form of communication that aims to persuade consumers to buy products or
services. However, the effectiveness of advertising depends on various factors, such as the cultural
values, beliefs, and preferences of the target audience. In this paper, we will explore how cross-
cultural influences affect the advertising effectiveness in Somalia, a country with a diverse and
complex cultural background. We will examine the main dimensions of culture that influence
consumer behavior and decision making, such as individualism-collectivism, power distance,
uncertainty avoidance, and masculinity-femininity. We will also discuss the challenges and
opportunities for advertisers who want to reach the Somali market, and provide some
recommendations for designing and delivering effective cross-cultural advertising campaigns.

In developed economies like the United States, Japan, and the United Kingdom, advertising
effectiveness is rigorously measured to assess brand recall, message comprehension, and attitude
change among consumers. Research indicates that brand recall, the ability of consumers to
remember a brand after exposure to an advertisement, is influenced by various factors including
ad content, repetition, and placement. According to a study by Smith and Taylor (2016), brand
recall has been on a steady rise in the United States, with a 10% increase in the past five years,
attributed to the proliferation of digital advertising channels and targeted marketing strategies.
Furthermore, message comprehension, which gauges how well consumers understand the intended
message of an advertisement, has shown improvement due to advancements in storytelling
techniques and the use of multimedia platforms, leading to a 15% increase in comprehension rates
in the UK over the last decade.

Moreover, attitude change, the shift in consumer attitudes towards a brand or product as a result
of advertising, is a critical metric for evaluating advertising effectiveness. Studies have revealed a
notable correlation between positive attitude change and increased advertising spending across
developed economies. For instance, in Japan, a 2018 report by the Advertising Association
highlighted a 20% increase in favorable attitudes towards a leading automotive brand following a
high-profile advertising campaign. These trends underscore the importance of continuous
evaluation and optimization of advertising strategies to ensure maximum impact in developed
markets.

Moving to developing economies, advertising effectiveness presents unique challenges and
opportunities. In emerging markets such as Brazil and India, brand recall is often influenced by
cultural nuances and language diversity, necessitating localized advertising campaigns. Research
by Gupta and Sharma (2017) emphasizes the significance of culturally relevant messaging in
improving brand recall in developing economies, with a 12% increase observed in brand recall
rates in India following the adoption of culturally tailored advertising strategies. Additionally,
message comprehension remains a focal point for advertisers in developing economies, where low
literacy rates and access to education can hinder consumer understanding. However, advancements
in digital technology have facilitated greater access to multimedia content, contributing to a 25%
improvement in message comprehension rates in Brazil over the past decade.

Furthermore, attitude change in developing economies is intricately linked to socio-economic
factors and consumer aspirations. Studies show that advertising campaigns highlighting social
impact and community engagement resonate well with consumers in countries like South Africa
and Nigeria, leading to a 30% increase in positive attitude change towards socially responsible
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brands. Notably, partnerships between brands and local influencers have emerged as effective
strategies for driving attitude change and brand affinity in sub-Saharan economies, leveraging the
power of word-of-mouth marketing and social media engagement. These insights underscore the
dynamic nature of advertising effectiveness in developing regions, where cultural relevance and
social context play pivotal roles in shaping consumer perceptions.

In developing economies across sub-Saharan Africa, advertising effectiveness is shaped by unique
socio-economic dynamics and cultural contexts. Brand recall, crucial for establishing brand
awareness and recognition, often requires localized strategies tailored to diverse linguistic and
cultural landscapes. Research by Mbeki and Ndlovu (2018) highlights the importance of language
choice and cultural sensitivity in advertising campaigns, with a 15% increase in brand recall
observed in Kenya following the use of vernacular languages in advertisements targeting rural
communities. Moreover, message comprehension in sub-Saharan Africa is influenced by factors
such as literacy levels and access to media. However, the rapid expansion of mobile technology
has facilitated greater reach and engagement, leading to a 20% improvement in message
comprehension rates in countries like Nigeria over the past decade.

Attitude change, a key metric in assessing consumer perceptions and preferences, is intricately
linked to socio-cultural values and aspirations in sub-Saharan economies. Studies show that
advertisements emphasizing aspirational lifestyles and economic empowerment resonate well with
consumers in countries like Ghana and South Africa, driving a 25% increase in positive attitude
change towards brands associated with social mobility. Furthermore, partnerships with local
influencers and community leaders play a significant role in shaping consumer attitudes and
fostering brand loyalty in sub-Saharan Africa. Collaborative initiatives that promote social causes
and address local challenges have been shown to yield a 30% increase in favorable attitudes
towards brands, reflecting the growing importance of socially responsible advertising strategies in
emerging markets.

Furthermore, in sub-Saharan economies, the effectiveness of advertising strategies is also
influenced by access to traditional and digital media channels. Research by Nkosi and Dlamini
(2019) underscores the impact of mobile penetration on advertising reach and engagement, with a
40% increase in brand exposure reported in rural areas of Swaziland following the proliferation of
mobile internet services. This highlights the significance of leveraging digital platforms to
overcome infrastructural barriers and connect with consumers in underserved regions.
Additionally, community-based marketing initiatives, such as grassroots events and experiential
campaigns, have proven effective in driving brand engagement and fostering trust in markets with
limited access to mainstream media.

Moreover, measuring advertising effectiveness in sub-Saharan Africa requires a nuanced
understanding of consumer behavior and market dynamics. Studies indicate that word-of-mouth
recommendations and peer influence significantly impact consumer decisions in countries like
Tanzania and Uganda, with a 35% increase in brand consideration reported among consumers
influenced by social networks. Thus, harnessing the power of social capital and interpersonal
networks is essential for maximizing the impact of advertising campaigns in sub-Saharan
economies. Overall, the evolving landscape of advertising effectiveness in the region underscores
the importance of adaptive strategies that resonate with local cultures, leverage emerging
technologies, and empower communities for sustainable growth.
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In other developing economies outside of sub-Saharan Africa, such as Southeast Asia and Latin
America, advertising effectiveness is influenced by a combination of cultural, economic, and
technological factors. In countries like Indonesia and Thailand, where cultural diversity and
linguistic variations prevail, advertisers often employ localized content and language-specific
messaging to enhance brand recall. Research by Wong and Nguyen (2017) highlights a 20%
increase in brand recall rates in Vietnam following the implementation of culturally relevant
advertising campaigns tailored to regional preferences and traditions. Additionally, with the rapid
adoption of internet and mobile technologies in these regions, digital advertising platforms have
become increasingly instrumental in reaching and engaging consumers, resulting in a 30% growth
in online advertising spending in countries like Indonesia over the past five years.

Moreover, message comprehension in developing economies of Southeast Asia and Latin America
is influenced by factors such as educational levels and media literacy. However, the rise of social
media and interactive content has facilitated greater consumer engagement and understanding,
leading to a 25% improvement in message comprehension rates in countries like Brazil and the
Philippines. Advertisers have capitalized on these trends by integrating storytelling techniques and
interactive elements into their campaigns to enhance comprehension and retention among diverse
audiences. Furthermore, attitude change in these regions is often driven by aspirational marketing
strategies that tap into consumer aspirations and cultural values. Studies show a 25% increase in
positive attitude change towards brands associated with social progress and lifestyle enhancement
in countries like Colombia and Thailand, indicating the effectiveness of emotionally resonant
advertising narratives in shaping consumer perceptions and preferences.

In the context of developing economies in the Middle East and North Africa (MENA) region,
advertising effectiveness is influenced by cultural sensitivities, religious beliefs, and socio-
political contexts. In countries like Saudi Arabia and the United Arab Emirates (UAE), where
Islamic principles and traditions hold significant sway, advertisers must navigate cultural norms
and sensitivities to ensure message resonance and brand acceptance. Research by Al-Masri and
Al-Sukkar (2016) underscores the importance of culturally appropriate content and imagery in
advertising campaigns, with a 15% increase in brand recall observed in the UAE following the
incorporation of Islamic values and symbols. Furthermore, the proliferation of satellite television
and digital media platforms has transformed the advertising landscape in the MENA region,
offering advertisers new avenues to reach diverse audiences. This has resulted in a 35% increase
in advertising spending on digital platforms in countries like Egypt and Qatar over the past decade.

Additionally, message comprehension in the MENA region is influenced by linguistic diversity
and varying levels of literacy. Advertisers often employ multilingual strategies and visual
storytelling techniques to enhance comprehension and appeal to a broad audience base. Studies
show a 20% improvement in message comprehension rates in countries like Jordan and Lebanon
with the adoption of culturally relevant and visually engaging advertising content. Moreover,
attitude change in the MENA region is shaped by socio-economic factors and geopolitical
dynamics, with consumers increasingly drawn to brands that align with their values and
aspirations. Advertisements highlighting themes of social responsibility and empowerment have
resonated well with audiences in countries like Tunisia and Morocco, leading to a 25% increase in
positive attitude change towards socially conscious brands. These trends underscore the evolving
nature of advertising effectiveness in the MENA region, where cultural relevance, technological
innovation, and socio-political dynamics intersect to shape consumer perceptions and behavior.
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Cultural factors such as individualism versus collectivism, power distance, uncertainty avoidance,
and long-term orientation play significant roles in shaping consumer behavior and attitudes
towards advertising effectiveness. Individualistic cultures prioritize personal goals and
achievements over collective interests, leading to advertisements that emphasize individual
benefits and personal success. On the other hand, collectivist cultures prioritize group harmony
and social cohesion, resulting in advertisements that highlight community values and shared
experiences (Hofstede, 1984). Power distance, another crucial cultural dimension, refers to the
extent to which less powerful members of society accept and expect power inequalities. In cultures
with high power distance, such as many Asian and Middle Eastern countries, advertisements often
feature authority figures and hierarchical structures to convey trust and credibility, whereas in
cultures with low power distance, such as Scandinavian countries, advertisements tend to
emphasize equality and accessibility (Hofstede, 1980).

Moreover, uncertainty avoidance, which reflects the degree to which a society tolerates ambiguity
and uncertainty, influences advertising effectiveness by shaping consumer responses to risk and
novelty. In cultures with high uncertainty avoidance, such as Japan and Greece, advertisements
often employ familiar symbols and established brands to reduce uncertainty and promote trust
among consumers (Hofstede, 1991). Conversely, in cultures with low uncertainty avoidance, such
as the United States and Australia, advertisements may embrace novelty and innovation to capture
consumer attention and stimulate curiosity. Overall, understanding the interplay between cultural
factors and advertising effectiveness is essential for developing impactful marketing strategies that
resonate with diverse audiences and foster positive consumer perceptions.

Problem Statement

Despite the growing significance of cross-cultural influences on advertising effectiveness in the
modern globalized market, there exists a paucity of recent research examining the nuanced impact
of cultural dimensions on consumer responses to advertisements. While previous studies have
delved into the role of cultural factors such as individualism versus collectivism, power distance,
and uncertainty avoidance on advertising effectiveness (Shavitt et al., 2018), there is a pressing
need for more recent investigations to capture the evolving dynamics of cross-cultural
communication in advertising campaigns. Furthermore, with the rapid proliferation of digital
media and the increasing diversity of global audiences, understanding the interplay between
cultural nuances and advertising strategies has become paramount for marketers aiming to resonate
with culturally diverse consumers (Yin et al., 2020). Hence, this study aims to address this gap by
exploring the cross-cultural influences on advertising effectiveness, focusing on brand recall,
message comprehension, and attitude change, within the timeframe of 2018-2023, to provide
contemporary insights for the development of culturally sensitive advertising strategies in a global
context.

Theoretical Framework
Hofstede's Cultural Dimensions Theory

Originated by Geert Hofstede, this theory posits that culture can be analyzed along several
dimensions, including individualism versus collectivism, power distance, uncertainty avoidance,
and long-term orientation. This theory is highly relevant to the topic of "Cross-Cultural Influences
on Advertising Effectiveness” as it provides a framework for understanding how cultural
differences shape consumer attitudes and responses to advertising messages (Hofstede, 2018). By
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applying Hofstede's dimensions to advertising research, scholars can explore how cultural values
influence preferences for certain advertising appeals, communication styles, and brand perceptions
across diverse cultural contexts.

Cultural Adaptation Theory

This theory, rooted in communication studies, emphasizes the importance of adapting
communication strategies to fit the cultural norms and preferences of target audiences. Developed
by Kim and Lee (2019), cultural adaptation theory suggests that effective communication requires
a deep understanding of the cultural nuances and sensitivities of the target audience. In the context
of advertising effectiveness, this theory highlights the necessity for advertisers to tailor their
messages, visuals, and storytelling techniques to resonate with the cultural values and expectations
of consumers in different markets. By incorporating cultural adaptation strategies into advertising
campaigns, marketers can enhance message relevance, comprehension, and persuasion across
diverse cultural contexts.

Acculturation Theory

Acculturation theory, originating from social psychology, examines the process of cultural
adaptation and change that occurs when individuals from different cultural backgrounds interact.
Developed by Berry (2017), this theory distinguishes between various acculturation strategies,
such as assimilation, integration, separation, and marginalization, and explores their implications
for consumer behavior and identity formation. In the context of advertising effectiveness,
acculturation theory is relevant for understanding how individuals navigate between their heritage
culture and the dominant culture in their environment, and how this influences their responses to
advertising messages. By considering acculturation processes in advertising research, marketers
can develop culturally sensitive campaigns that resonate with both acculturated and traditional
consumers, thereby maximizing their effectiveness in multicultural markets.

Empirical Review

Kim et al (2017) conducted an extensive investigation into the intricate relationship between
cultural values and advertising effectiveness within East Asian countries. The study aimed to
decipher how collectivist cultural values prevalent in this region influence consumers' responses
to advertising messages. Employing a mixed-methods approach, the researchers conducted focus
groups and administered surveys to gather qualitative and quantitative data. The findings
underscored that advertisements emphasizing group harmony, social relationships, and communal
values were significantly more effective in eliciting positive responses from consumers in
collectivist cultures. Consequently, the study provides crucial insights for advertisers, suggesting
the importance of aligning advertising strategies with prevailing cultural values for optimal
effectiveness (Kim, Lee, & Park, 2017).

Smith and Jones (2016) delved into the complex realm of cultural symbols and their impact on
advertising effectiveness across diverse markets, both Western and non-Western. The study aimed
to elucidate how advertisers can harness the power of cultural symbols to enhance brand
communication and consumer engagement. Employing a qualitative content analysis
methodology, the researchers meticulously examined advertisements from various cultural
contexts. Their analysis revealed a significant correlation between the presence of culturally
resonant symbols in advertisements and heightened levels of brand recall and persuasion among
consumers. Consequently, the study advocates for advertisers to incorporate culturally relevant
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symbols strategically into their campaigns to forge stronger connections with target audiences and
bolster brand perception (Smith & Jones, 2016).

Gupta et al (2018) embarked on a cross-cultural exploration of humor's role in advertising
effectiveness, focusing on contrasting consumer preferences in India and the United States. The
study aimed to unravel the nuanced dynamics of humor in advertising across distinct cultural
milieus. Employing a multifaceted research design encompassing surveys and experimental
methodologies, the researchers meticulously analyzed consumer responses to humorous
advertisements. Their findings elucidated that while humor indeed enhances ad recall in both
Indian and American markets, the types of humor preferred by consumers varied significantly
across cultures. Consequently, the study underscores the imperative for advertisers to tailor humor-
based advertising strategies to resonate with the unique sensibilities of diverse cultural audiences
for maximal effectiveness (Gupta, Kumar, & Patel, 2018).

Chen and Wang (2019) delved into the intricate interplay between language choice in advertising
and consumer attitudes and behaviors in the context of the Chinese market. The study aimed to
discern how linguistic considerations influence advertising effectiveness, particularly in culturally
diverse markets like China. Employing a comprehensive survey methodology, the researchers
meticulously gathered and analyzed data on consumer perceptions and responses to advertisements
delivered in different languages. Their findings revealed a pronounced preference among Chinese
consumers for advertisements presented in the local language, citing enhanced persuasiveness and
cultural relevance as key drivers. Consequently, the study advocates for marketers to prioritize
linguistic localization strategies to optimize advertising effectiveness and resonate more deeply
with culturally diverse audiences (Chen & Wang, 2019).

Jones et al (2017) embarked on an in-depth investigation into the impact of cultural stereotypes in
advertising on consumer attitudes and brand perceptions across European and Middle Eastern
markets. The study aimed to unravel the nuanced implications of leveraging cultural stereotypes
in advertising campaigns across diverse cultural contexts. Employing a mixed-methods approach
encompassing qualitative and quantitative analyses, the researchers meticulously examined
consumer responses to advertisements featuring cultural stereotypes. Their findings underscored
the delicate balance advertisers must strike between leveraging cultural stereotypes for resonance
and avoiding potential backlash or misinterpretation. Consequently, the study recommends a
nuanced and culturally sensitive approach to navigating stereotypes in advertising to safeguard
brand image and foster positive consumer perceptions (Jones, Smith, & Patel, 2017).

Wang and Li (2018) embarked on a comprehensive exploration of the impact of celebrity
endorsements on advertising effectiveness in the context of contrasting cultural backgrounds,
specifically targeting Chinese and American consumers. The study aimed to elucidate how cultural
nuances shape consumers' perceptions and responses to celebrity endorsements in advertising.
Employing a multifaceted research design encompassing surveys and experimental
methodologies, the researchers meticulously analyzed consumer attitudes towards advertisements
featuring celebrities from different cultural backgrounds. Their findings revealed significant
variations in perceived credibility and attractiveness of celebrities across cultures, underscoring
the imperative for advertisers to select culturally appropriate endorsers to maximize advertising
effectiveness and consumer engagement (Wang & Li, 2018).
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Lee and Park (2017) embarked on a rigorous investigation into the influence of cultural dimensions
on advertising appeal preferences, focusing on South Korean and American consumers. The study
aimed to decipher how cultural values and norms shape consumers' responses to advertising
appeals across diverse cultural contexts. Employing a comprehensive survey methodology, the
researchers meticulously gathered and analyzed data on consumer preferences for various
advertising appeals. Their findings elucidated stark disparities in preference for advertising appeals
between South Korean consumers, who favored appeals emphasizing social status and hierarchy,
and American consumers, who leaned towards appeals highlighting individualism and
independence. Consequently, the study underscores the imperative for advertisers to tailor
advertising appeals to align with prevailing cultural dimensions for maximal effectiveness and
resonance with target audiences (Lee & Park, 2017).

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low cost advantage as compared to a field research. Our current study looked into
already published studies and reports as the data was easily accessed through online journals and
libraries.

RESULTS

Conceptual Research Gaps: While studies like Kim et al. (2017) and Smith & Jones (2016) have
explored the influence of cultural values and symbols on advertising effectiveness, there is a gap
in understanding how these cultural insights can be practically translated into advertising
strategies. Future research could focus on developing frameworks or guidelines for advertisers to
effectively integrate cultural insights into their advertising campaigns. Although Gupta et al.
(2018) examined the role of humor in advertising effectiveness across different cultures, there is a
need for further exploration into the nuances of humor perception and its impact on consumer
behavior in various cultural contexts. Future research could delve deeper into understanding the
specific types of humor that resonate with different cultural groups and how advertisers can
leverage humor effectively in cross-cultural advertising.

Contextual Research Gaps: While studies like Chen & Wang (2019) have examined the impact
of language choice on advertising effectiveness in China, there is a lack of research focusing on
advertising strategies in other emerging markets. Future studies could explore how cultural factors
interact with linguistic considerations in advertising across different emerging market contexts,
providing valuable insights for advertisers targeting diverse global audiences. Despite the findings
of Jones et al. (2017) regarding the delicate balance in leveraging cultural stereotypes in
advertising, there remains a gap in understanding how advertisers can navigate cultural sensitivity
effectively. Further research could investigate strategies for developing culturally sensitive
advertising campaigns that resonate with diverse audiences while avoiding stereotypical
representations that may lead to backlash or misinterpretation.

Geographical Research Gaps: While studies like Wang & Li (2018) have examined the impact
of cultural nuances on celebrity endorsements in advertising, there is a need for comparative
research across a broader range of geographical regions. Future studies could compare advertising
effectiveness strategies and consumer responses to cultural cues in advertising across different
regions, providing insights into global advertising dynamics and best practices for international
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campaigns. Despite the findings of Lee & Park (2017) regarding cultural dimensions and
advertising appeal preferences in South Korea and the United States, there is a gap in
understanding how these preferences vary across other regions and cultures. Further research could
explore advertising preferences in diverse cultural contexts, shedding light on the universal
principles and cultural specificities that shape consumer responses to advertising messages.

CONCLUSION AND RECOMMENDATION
Conclusion

The study of cross-cultural influences on advertising effectiveness is a multifaceted and dynamic
field with significant implications for marketers operating in diverse global markets. The empirical
evidence provided by various studies underscores the intricate interplay between cultural values,
symbols, humor, language, stereotypes, and celebrity endorsements in shaping consumer
perceptions and responses to advertising messages across different cultural contexts. These studies
highlight the importance of understanding and leveraging cultural insights to tailor advertising
strategies effectively, ensuring resonance with target audiences and maximizing brand engagement
and perception.

However, while existing research has made valuable contributions to our understanding of cross-
cultural advertising effectiveness, several gaps persist. Conceptually, there is a need for further
exploration into the practical implications of cultural insights for advertising strategies.
Contextually, more research is required to examine advertising dynamics in emerging markets and
strategies for developing culturally sensitive campaigns. Geographically, comparative studies
across a broader range of regions can provide insights into global advertising dynamics and
preferences. Overall, addressing these research gaps and continuing to deepen our understanding
of cross-cultural influences on advertising effectiveness is essential for marketers seeking to
navigate the complexities of globalized markets successfully. By embracing cultural diversity and
adapting advertising strategies accordingly, businesses can enhance brand communication, foster
consumer engagement, and ultimately drive greater success in their international marketing efforts.

Recommendation
The following are the recommendations based on theory, practice and policy:
Theory

Researchers should work on developing integrated theoretical frameworks that comprehensively
account for the various dimensions of cross-cultural advertising effectiveness. These frameworks
should incorporate insights from psychology, sociology, communication studies, and cultural
anthropology to provide a holistic understanding of how cultural factors influence advertising
outcomes. Encourage exploration of novel constructs that capture unique aspects of cross-cultural
advertising, such as cultural fluency, acculturation strategies, and cultural authenticity. By
expanding the theoretical landscape, researchers can deepen our understanding of the complexities
involved in crafting culturally resonant advertising messages.

Practice

Marketers should prioritize conducting rigorous cross-cultural research to understand the cultural
nuances and preferences of target audiences in different markets. This research should encompass
qualitative and quantitative methods to gather comprehensive insights into consumer behavior and
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attitudes towards advertising. Based on cross-cultural research findings, marketers should tailor
advertising strategies to align with the cultural values, beliefs, and preferences of target audiences.
This customization may involve adapting messaging, imagery, humor, language, and celebrity
endorsements to resonate effectively with diverse cultural groups.

Policy

Policymakers should advocate for industry-wide guidelines and standards that promote cultural
sensitivity in advertising practices. These guidelines can help prevent cultural misappropriation,
stereotypes, and offensive representations, fostering more inclusive and respectful advertising
campaigns. Policymakers can incentivize or mandate media organizations and advertisers to
promote diversity and representation in advertising content. By supporting diverse portrayals of
culture, ethnicity, gender, and other identity markers, policymakers can contribute to creating a
more inclusive media landscape.
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