Brand Blunders and Race in Advertising: Issues, Implications, and
Potential Actions from a Macromarketing Perspective

Introduction

This pedagogic commentary explores the problematic representation of race in three recent
high-profile advertising campaigns in what we refer to as “brand blunders”, and the issues,
implications, and potential actions this raises from a macromarketing perspective. We seek to
address the call of Francis (2021) to explore the topic of race within the marketing academy
and move this to the core of the macromarketing curriculum. We also respond to the recent
invitation by Stanton (2022) for contributions which examine macromarketing topics from a
pedagogical viewpoint that have utility for educators in this discipline and can facilitate
classroom discussion as well as future research on macromarketing topics of interest.
Macromarketing has historically been concerned with the interaction and reciprocity of
marketing systems and society (Hunt 2011; Shultz 11 2009); Layton (2007, p. 227) posited
that ““...the concept of the marketing system lies at the core of this thinking about
macromarketing.” Our focus is to examine the representation of race by certain brands in
their advertising imagery and publicity and the audience reaction to these campaigns. We also
consider the subsequent response of the company to this furor and what these examples imply
about the relationship between marketing systems (such as advertising) and society
(Wooliscroft 2021). According to Francis (2021, p. 137), “out of all institutions for
marketing, advertising provides the most visible evidence of how their practices and norms
produce or support systemic racism.” It seems therefore apposite to explore how this may
potentially manifest itself within advertising imagery for prominent international brands and
what this implies about the relationship between advertising, race, and society from a
macromarketing perspective.

The commentary seeks to contribute to the discussion on race in advertising (Davis

2007; Francis 2021), and the societal role and impact of advertising imagery (Livas

2021; Loxam 2016; Paulson and O’Guinn 2018) from a macromarketing standpoint. We
examine imagery from three relatively recent advertising campaigns by H&M, Jo Malone,
and Dolce & Gabbana (D&G) which created public controversy in terms of their
representation of race, and led to some accusations of overt racism by public commentators
and consumer communities. We argue that these examples constitute significant “brand
blunders”, which in the context of this commentary we define as unintentional transgressions
committed by a brand against its stakeholders that result in significant negative publicity for
the organization and require some form of corrective marketing communications action. The
advertising examples we have chosen are taken from international (H&M) and Chinese
market contexts (Jo Malone and D&G). We examine each campaign including the fallout in
some detail and consider what macromarketing implications and future empirical research
questions arise from this analysis; we also provide some suggestions for how this
commentary can be utilized for classroom teaching.

This commentary is structured as follows: we first explore literature relevant to cultural
stereotyping of gender and race in advertising and the critical role of consumers in the
reading and interpretation of advertising texts. We then examine the three specific advertising
campaigns by H&M, Jo Malone, and D&G as examples of “brand blunders”, evaluating the
content of these campaigns, how they were received by their relevant audiences, and the
subsequent organizational responses to consumer interpretations of the advertising imagery.
Finally, we explore the key issues, implications, and potential actions that are raised by these
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examples, and how we should consider the interaction between advertising, race, and society
based on the analysis of these campaigns from a macromarketing perspective (Francis

2021; Livas 2021). We also pose relevant questions for macromarketing scholarship that may
be considered in future empirical studies of advertising and marketing. We conclude that
embracing Diversity, Equity, and Inclusion (DEI) is crucial for marketing and that
macromarketing is ideally placed to advance this agenda for the entire discipline. It is our
intention to open potential new research vistas for macromarketing doctoral candidates in this
area and stimulate critical thinking on these matters for students undertaking courses in
advertising, brand management, consumer research, innovation management, marketing
communications, and marketing strategy, specifically with a macromarketing focus.

Advertising, Society, and Cultural Stereotyping: Representing
Gender and Race

Advertising occupies a significant place within social and cultural life, with Leiss et al.
(2005, p. 19) famously describing advertising as a ““...cultural discourse in and through
goods,” and the role of advertising as a harbinger of social and cultural change has been well
documented historically (Fox 2009; Frank 1997; Loxam 2016). Brands are socially and
culturally embedded and Holt (2004, p. 9) argues that “iconic brands function like cultural
activists...their myths prod people to reconsider accepted ideas about themselves.”
Advertising has an inherent relationship with social norms and values (Livas 2021) and
advertisements are regarded as a social tableau that constitute “reflections of society”
(Marchand 1985, p. 165). As Clampin (2009, p. 71) has previously argued:

Advertising is designed to reflect everyday life. It depends on connecting with a constituency
of customers, speaking in their language and identifying the problems they encounter every
day, while proposing empathetic solutions. Where it succeeds in doing this it serves a
function above and beyond merely selling products by helping to reflect society, validating
behavior, and establishing norms of conduct.

Belk and Pollay (1985, p. 889) document how advertising had a key role in promoting the
“good life” and a .. life abounding in material comforts and luxuries — through the settings
in which it promotes its offering and through the values to which it attaches its

appeals.” McDonald, Laverie, and Manis (2021, p. 485) have recently articulated the mutual
shaping of advertising and society, arguing how “...advertisers influence society and changes
in society influence advertisers.” The extent to which advertising accurately reflects society
has been questioned, most famously by Pollay (1986, p. 27) who notes how “few would
argue that advertising faithfully mirrors reality,” and whether advertising can or should
reflect social reality has itself been called into question (Holbrook 1987; Scott 2005).

Advertising discourse has a prominent role in cultural stereotyping in two specific areas of
the advertising literature on gender and race. Goffman's (1979, p. 25) analysis demonstrates
how advertisements frame certain gender relationships and depictions of social reality which
are presented as natural. Since at least the 1970s, there has been an abundance of research
which has highlighted how advertising portrays gender, and particularly female roles, in
stereotypical ways (\VVerhellen, Dens, and de Pelsmacker 2016). Advertising is seen to
promote sexism and the sexual objectification of women (Grau and Zotos 2016; Huhlmann
and Limbu 2016; Tshichla and Zotos 2016); however, it may be that the advertising industry
itself is undergoing a process of evolution and social change in terms of the representation of
gender and sexuality. Branchik (2007) has documented how advertising images of the gay
community in the United States have developed to a more progressive and respectable image
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over time. A study by Ford et al. (1998) found that women in Japanese magazine advertising
were presented in “counter-stereotypical” ways and found no significant differences in
gender portrayals for the central characters in the advertisements. In the United Kingdom in
2018, the Advertising Standards Authority (ASA) and Committee of Advertising Practice
(CAP) introduced new rules (Code Rules 4.9 and 4.14) on gender stereotyping in advertising
which state that ads “must not include gender stereotypes that are likely to cause harm, or
serious or widespread offence” (Advertising Standards Authority 2018), and there is currently
a preponderance to “Femvertising” (advertising emboldened with feminist principles) as an
industry response to gender stereotyping (Sobande 2020). Advertising texts constitute bodily
norms (Patterson and Elliott 2002) and create an ideal image for females (Yazdanparast et al.
2018); however, there are certainly signals from the contemporary industry and advertising
discourse that gender stereotyping is something that is being challenged at both a practice and
regulatory level.

The cultural stereotyping of race and ethnicity has been regarded as particularly evident in
advertising discourse (Humphrey and Schuman 1984; Rubie-Davies, Liu, and Lee 2013), and
historically, African Americans have struggled for inclusion in the advertising industry
(Chambers 2008). In their analysis of American advertising imagery, Bristor, Lee, and Hunt
(1995, p. 56) concluded that ““...an ideology of white superiority is deeply encoded in mass
media advertising;” various studies have highlighted that racial stereotyping remains
prominent in advertising media (Johnson and Grier 2012; Taylor, Landreth, and Bang

2005; Taylor and Stern 1997), and the representation of African Americans in advertising
characters has certainly been historically problematic (Davis 2007). As societies’ views 0N
issues of race and racial equality have evolved, so too has advertising's representation of
race. Goldman and Papson (1998) demonstrate how advertisers such as Nike incorporate the
allure of African American culture for corporate brand advertising, and Crockett (2008, p.
256) has argued that “blackness is a source of fresh, constantly reproducing symbolic
material for appropriation.” Branchik and Davis (2018, p. 470) have noted the growing
representation of black models in advertising which “...reflects American society's growing
embrace of diversity in general and the important role of blacks in popular culture.” Much
like the issue of gender representation, as society changes and evolves over time, the social
tableau of advertising representation has also corrected and adjusted to reflect these important
social and cultural developments in terms of race (Marchand 1985). As key “citizen artists”
in culture (Holt 2002, p. 70), some corporations have tapped into social justice causes as a
reservoir of cultural meaning and champion issues on DEI, although their sincerity and
authenticity in doing so is certainly open to scrutiny (Sobande 2020). That the overt racism of
some historical advertising representations (Chambers 2008) is being challenged and
eradicated is something that must be considered a positive development for the advertising
industry and society.

The advertising industry itself has traditionally been less than socially diverse (Chambers
2008; Fox 1997), and television programs such as “Mad Men” have highlighted a largely
gender (male) and ethnicity (white) hegemony within American advertising agencies in the
1950s and 1960s. The extent to which the industry has changed is documented in some recent
studies; Middleton, Turnbull, and de Oliveira (2020) have explored how traditional gender
stereotyped models are still referred to by agency practitioners in how contemporary
advertising campaigns are developed in Brazil, while Windels (2016) found that some
advertising practitioners used stereotypes but in subversive or truthful ways rather than ways
that were harmful to those represented. In a recent contribution, Middleton and Turnbull
(2021, p. 566) highlighted the “...market system dynamics operating upon meso-level
professional advertising actors that result in transformed logics and practices;” their findings
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outline an industry in which being socially progressive is regarded as a specific intellectual
asset to advertising agencies. The preceding analysis has highlighted research that has
documented specific areas of stereotyping in relation to gender and race in advertising, the
evidence from previously mentioned contemporary studies has indicated how this is slowly
changing, and advertising as a discourse and profession is potentially becoming more diverse
and inclusive. That some cultural stereotyping exists and is part of the current advertising
landscape remains undeniable; however, advertising representations and viewpoints within
the industry do point to some potential evolutionary change and cause for cautious optimism.

Consumer Response to Cultural Stereotyping in
Advertisements

The role of the consumer in the interpretation of advertising meaning is something that has
been a focus for research in the discipline for well over three decades (Buttle 1991).
Consumers have a role as an active audience in the reading of advertisements (Hirschman and
Thompson 1997), and often have a high degree of advertising literacy. Advertisers may
encode “dominant or preferred meanings” in their messages (Hall 1980, p. 134), while
consumers have their own individual reading and develop “interpretive strategies” that are
idiosyncratic and framed based on their own social and cultural knowledge (Mick and Buhl
1992). Consumers form “interpretive communities” around particular messages and meanings
of advertising (Fish 1980; Yannopoulou and Elliott 2008), and advertisements are important
social resources which are used by these communities in the context of everyday life (Ritson
and Elliott 1999).

Research has demonstrated that consumers not only actively negotiate the meaning of texts
(Grier and Brumbaugh 1999), but also personalize them in terms of their own goals and life
projects (Thompson and Haytko 1997). Consumers are highly engaged in their advertising
reading and have demonstrated criticality and sophistication in how they interpret advertising
texts (O’Donohoe and Tynan 1998). Linear communication models have tended to simplify
the ways in which advertisements are decoded by consumers (Hackley and Hackley 2022),
and studies have illustrated that, as embedded within a socio-cultural milieu, consumers are
individualized readers of advertising meaning and their engagement with advertising is multi-
layered and complex (Scott 1994).

The reading of advertisements and how they are interpreted is gender-specific (Stern 1993),
and gender differences in how consumers interpret advertising meaning have been previously
noted (Elliott et al. 1995). Consumers tend to react negatively to gender stereotyping and
sexual objectification in advertising (Elliott, Eccles, and Hodgson 1993), and advertising
images that are idealized are found to have a negative impact upon the self-esteem and self-
perceptions of physical attractiveness of both sexes (Gulas and McKeage 2000; Hirschman
and Thompson 1997). Studies which explore how consumers read advertisements note the
“discursive constitution of the socially, historically situated interpreting subject” (Kates and
Shaw-Garlock 1999, p. 42), particularly in terms of how consumers negotiate the meaning of
advertising texts. Rome, O’Donohoe, and Dunnett (2020, p. 557) document the ways in
which young women “...engage with gender discourses and gendered power relations in their
reading of advertisements,” and are critical readers who negotiate conceptions of gender and
sexuality through their evaluation of advertising texts. Akestam, Rosengren, and Dahlen
(2017) demonstrate how “Femvertising” leads to higher ad attitudes and less ad reactance
than traditional advertising, and Sternadori and Abitol (2022) highlight how “Manvertizing”
(socially progressive representations of masculinity) was positively received by men who
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identify with masculine traits and support women's rights. Previous studies have highlighted
how gender ideologies are negotiated by active advertising audiences, but also how these
ideologies are being subverted at the level of society and practice (such as the recent Gillette
advertisement “The Best Men Can Be” which challenged societal conceptions of “Toxic
Masculinity” in 2019) (Rhodes 2023).

The representation of nationality and race in contemporary advertising can frame how
consumers experience advertising texts (Holland and Gentry 1999). Advertisements that
contain themes of patriotism and nationalism are often appreciated by consumers who are
positive in their advertising responses (Yoo and Lee 2016). Although evidence of racial and
ethnic stereotyping and archetypes do persist (Taylor, Landreth, and Bang 2005), culturally
situated consumers interpret advertising texts and ascribe meaning to them on their own
terms. In her study of advertising, with regard to young Scottish consumers, O’Donohoe
(1999, p. 684) notes how nationalism plays a role in advertising interpretation and that
“...these meanings seem to be intertwined with their sense of national identity.” Zhou and
Belk (2004) corroborate these findings in their analysis of Chinese advertising reading and
note how Chinese consumers interpret advertising in terms of a cosmopolitan as well as a
highly nationalistic lens. The social, cultural, and historical positioning of the reader certainly
impacts how such advertisements are interpreted, which highlights the value of considering
the reader response of consumers to advertising texts (Scott 1994). Some advertising texts
can give the impression of a unidirectional process of advertising communication (Buttle
1995), it is clear the audience has an active and engaged role as a co-creator of advertising
meaning.

Brand Blunders and Race in Advertising: Considering H&M,
Jo Malone, and D&G

The preceding analysis has evaluated the relationship between advertising, race, and society,
as well as considering the role of consumers in advertising interpretation processes. The
interaction between marketing systems and society is a key macromarketing concern (Layton
2007), and the issue of the representation of race in advertising is a prescient topic,
particularly since the prominent rise of racial social justice movements like Black Lives
Matter (BLM) (Francis 2021). In the light of this, we sought to examine some high-profile
brand blunders in terms of the representation of race in advertising, and considered how
macromarketing and advertising theory provides a useful basis for evaluating this nexus. As
marketing scholars have argued that failure has as much to teach our educators, students, and
practitioners as success (Brown 2008), it seems helpful from a macromarketing perspective to
investigate the problematic representation of race in advertising in some recent high-profile
advertising campaigns, and what theoretical as well as practical implications can be drawn
from these.

We focus upon three examples of brand blunders from multinational corporations in terms of
the representation of race in advertising campaigns, which created significant public reaction
and controversy for the brands concerned. We explore the specific nature of the racial
representation in the advertisement, the consumer response to the advertising imagery, and
the subsequent company actions to address public criticism of the organization. Each
example highlights a different form of racial representation (the first involving black model
representation for the international market, the second the erasure of a black actor from an
advertisement for the domestic Chinese market, and the third a Chinese model representation
for the domestic Chinese market). We consider the specific brand blunders created by these
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organizations, the resulting publicity fallout, and what these examples collectively imply for
macromarketing theory and advertising practice. We also offer some research questions for
future macromarketing scholarship, and finally provide some suggestions as to how these
examples could be discussed in the classroom from a macromarketing perspective.

H&M's Brand Blunder

In January 2018, an advertising image for the online store of the Swedish fashion company
H&M featured a three-year-old black model called Liam Mango. The words “Coolest
Monkey in the Jungle” were the featured text on the green hoodie he was wearing. The image
elicited a furious online and social media response from commentators and customers, with
some accusing the brand of blatant racism, and high-profile brand ambassadors like Canadian
singer Weeknd and American rapper G-Eazy cutting ties completely with the brand (Barr
2018). A large campaign on social media calling for the brand to be boycotted by its
customers also followed (BBC 2018), and riots broke out at H&M stores across South Africa,
causing the company to temporarily close all stores in the impacted areas.

There is ambiguity about the intention of H&M and whether this transgression amounted to a
genuine brand blunder or a form of deliberate overt racism, although the evidence suggests
that the latter is probably unlikely (Blanchard 2019). Interestingly, the mother of the young
model, Terry Mango, had commented online that she herself did not regard the image to be of
racist intent and incurred the wrath of some members of the African community in Europe,
even requiring additional personal security owing to the media attention the advertisement
had generated (\Wang 2019). The public controversy surrounding the image led to an apology
from H&M for any offence caused, the appointment of Annie Wu as H&M's first Global
Leader for Diversity and Inclusiveness, and the company providing training for staff on DEI-
related issues at H&M (ibid) (Figure 1).

It was not as simple as H&M lacking ethnic diversity in their workforce however, as \West
(2018) has documented in her analysis of the controversy; H&M did have quite a diverse
workforce at the time, with significant numbers of ethnic minority employees working
throughout the company, and how this brand blunder precisely occurred remains somewhat
opaque. The company has put various safeguards in place regarding the generation of designs
and the use of artificial intelligence for digital imagery to try to ensure that something like
this could not happen again; it was bad publicity for a brand that was already troubled in
terms of its market position (Blanchard 2019). What does seem apparent is that the event led
to significant changes in the DEI policies of H&M, and the incorporation of training and
practices to improve the corporate culture and organizational policies on DEI.

Jo Malone's Brand Blunder

The second example concerns the perfume brand Jo Malone, which is owned by the global
cosmetics company Estee Lauder. In 2020, Jo Malone employed Star Wars English actor
John Boyega as an official brand ambassador for the company. He originally shot a
commercial entitled “London Gent,” which featured the actor walking around his native
Peckham in South London hanging out with friends and family. Boyega had much creative
input into the development of the original commercial that was personal to him and based
upon his life story (Elan 2020). When Jo Malone reshot the commercial for the Chinese
market, they decided to retain the original idea of “London Gent” but replaced Boyega with
Chinese actor Liu Haoran; no other black actors featured in the remaking of the commercial.
This led to accusations not only of racism from the company, but also the cultural
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appropriation of Boyega's creative input into the original film (Onibada 2020). To further
compound matters, Boyega only discovered his recasting in the advertisement via social
media and not from the company (Elan 2020); he promptly resigned from Jo Malone as an
ambassador for the brand (Malvern 2020).

Although the actor stated he understood why the firm would wish to use local actors in
different international regions, he also highlighted that the decision to replace him with a
Chinese star was made “without his knowledge or consent,” and he commented how
“dismissively trading out one's culture this way is not something I can condone” (Ad Age
2021). Boyega had previously been removed from a Chinese poster for the movie Star Wars:
The Force Awakens (2015) in which he played a leading role, and this had also happened to
other non-white characters in the movie (ITV 2020). Jo Malone removed the advertisement
from its campaign in China, stating, “we deeply apologize for what, on our end, was a
mistake” (BBC 2020), with the owners of the Jo Malone brand Estee Lauder apologizing for
the hurt caused to the actor (Elan 2020) (Figure 2).

The fallout from the recasting was significant, and the original founder of the company (who
had left the business in 2006) defended her reputation and distanced herself from its actions
(Smith 2020). Whether the actions of Jo Malone were an act of deliberate racism or purely a
“tactical” marketing decision (Elan 2020), it amounted to the erasure of a black actor from an
advertisement for the Chinese market, an action that backfired badly for the Jo Malone brand.
It generated an enormous consumer backlash on social media (Onibada 2020), one which the
company struggled to provide an acceptable explanation for; the public reaction only
precipitated a fulsome apology rather than a wholesale reappraisal of DEI policies or
practices at Jo Malone.

D&G's Brand Blunder

The final example relates to three online promotional videos for D&G as part of the brand's
“D&G Loves China” campaign in mid-November 2018. With gaudy Chinese decorations in
the background and erhu music playing loudly throughout (Zhang 2018), one video featured a
Chinese model haplessly attempting to eat pizza, cannoli, and pasta with chopsticks, and the
voiceover (in Mandarin) adopted a patronizing tone toward the model. The videos were
posted on Instagram, Facebook, and Twitter ahead of an upcoming fashion show in Shanghai
— “The Great Show” — named as a “Tribute to China” according to the company (Chung,
Holland, and Wang 2018). This video led to a fierce consumer backlash against the brand in
China (Pan 2018), with consumers filming themselves destroying D&G products, and
mentions of the brand surging by 2,512% on the Chinese social media network Weibo (Hills
2021). The brand was accused of “trivializing” the country's centuries-old culture and
incorporating a racist stereotype of Chinese women (Lim 2018). Similarly, Zhang

(2018) argued that the video was not an homage to China, but a racist depiction of the white
West's orientalist perception of Chinese culture. The actress who featured in the video, Zuo
Ye, was widely attacked on social media in the wake of its release, outlining that the
controversy almost destroyed her modeling career, and she publicly undertook to “improve
my behavior” in future (BBC 2019).

The problems for the brand were further exacerbated when screenshots of private messages
allegedly made by one of the brand's co-founders about the controversy surfaced on
Instagram, which included highly derogatory remarks about China and Chinese people
(Jennings 2018). The incident led to the cancellation of the brand's Shanghai fashion show
and its products being pulled from Chinese e-commerce sites, with the hashtag “Boycott
Dolce” trending on Weibo (Ritschel 2018). Our own analysis of the posts on Weibo
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documented a significant upsurge in consumer anger in the wake of the comments attributed
to the co-founder via the Instagram private messages, as Chinese consumers interpreted the
videos in terms of their own nationalistic identity positions (Zhou and Belk 2004).

The founders of the company did release a contrite apology video outlining their respect for
the Chinese nation, its history, traditions, and people; however, this was not well received by
Chinese consumers, particularly considering the alleged comments attributed to the company
co-founder. As a result, the brand has suffered significant damage in the crucial Chinese
market for luxury goods (McEleny 2018). The advertisement attempted to employ humor as a
device for the Chinese market, and the use of cultural stereotypes can lead to negative
reactions if not sensitive to the socio-cultural context of the consumer (R6Rner, Kammerer,
and Eisend 2017). In the domestic Italian context, this incident has been said to be “a clash
between the Italian attitude and the critical ability of the new, global, and connected
audience” (Modica 2018). Modica (2018) argued that the D&G advertising campaign in
question demonstrated a sense of cultural superiority by Italians and a problematic portrayal
of women as submissive beings. According to Hills’s (2021) report, the brand was struggling
to regain Chinese consumers’ trust until very recently. The controversy surrounding the racial
and sexist stereotyping in the advertisement and the alleged direct messages from the
company found on social media have, thus, negatively impacted upon the D&G brand
reputation and equity in the Chinese market. It appears that the original video was based on
poor execution of cultural and humor cues in an advertisement rather than intentional racism;
however, the alleged comments attributed to one of the brand co-founders did not aid the
cause of the brand in the context of its Chinese market and customers.

Issues, Implications, and Potential Actions for
Macromarketing

The brand blunders we have featured collectively highlight significant issues in terms of the
problematic representation of race by certain international brands, and this has created
countervailing consumer criticism of the companies concerned. We can also observe how
marketing systems and society interact and impact upon each other as a result (Hunt

2011; Shultz 11 2009). Whether these examples constitute evidence of structural racism in
Western capitalism, or are genuine brand blunders is debatable and contested, as they could
be either or both depending upon one's analytical or theoretical perspective. They do raise
some interesting issues, implications, and potential actions that we argue are relevant to the
macromarketing discipline. In this section, we attempt to use relevant marketing and
advertising theory to analyze these examples, their significance to macromarketing, and the
key practical lessons we can extract from a pedagogical perspective. We also crucially
identify key avenues and questions for further academic inquiry in each of the themes we
highlight that could stimulate future macromarketing research in the various areas discussed.

Brands in an Era of Accountability

Fournier and Avery (2011, p. 198) have outlined how marketing practitioners increasingly
work within an “age of transparency” owing to the digital world and the interconnected
nature of consumers. The rise of digital communications and social media culture means that
company actions, and particularly brand blunders or corporate scandals, are open to far more
public scrutiny and interrogation than they may have been previously. Consumers are
digitally networked and form online communities and e-tribes around topics of interest that
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can hold companies accountable for their actions and behavior (Kozinets, Hemetsberger, and
Schau 2008). What these examples all expose is the power and amplification of consumer
voices via social media to highlight company errors and change corporate policies and
practices as a result. Consumer groups in this context are key stakeholders in the co-creation
of value for organizations, a role very much conceived for them from a macromarketing
perspective by Lusch and Webster (2011). Some future research questions that may be of
interest for macromarketing scholarship are:

a.

To what extent do online consumer communities via activism create lasting social change in
marketing organizations?

b.

How do organizations facilitate co-creation with consumer communities and what outcomes
and consequences does this potentially have for each party? (Goulding, Shankar, and
Canniford 2013)

In the example of H&M, a review of diversity policy and staff training was instigated by the
backlash from online consumer communities, caused by the offensive advertisement
featuring the three-year-old child. While controversy can itself be utilized as an effective
marketing tool to generate publicity and consumer interest in a brand (Brown 2003), it is
unlikely that accusations of ostensive or implicit racism are good for any organization, and in
all three examples the companies have been quick to engage in public relations exercises to
acknowledge their mistake and apologize to their customers. Whether this is merely a
traditional PR crisis management tactic or a genuine commitment to DEI policies, only time
will tell. The critical scrutiny provided by online communities on social media would at least
appear to be an important development in creating a positive change within the organizations
in question and perhaps, by extension, for the marketing discipline.

Advertising Polysemy and the Attributional Power of the Reader

Advertising texts are complex and polysemic, which Puntoni, Schroeder, and Ritson (2010, p.
51) describe as the “...factors that lead consumers to generate multiple meanings for the same
message.” Indeed, a key focus within research in advertising has been to explore how
consumers engage with and derive meaning from advertising texts (Belk 2017). The tradition
of reader response theory has been well established within the advertising literature (Scott
1994)- a vital contribution which views “...the consumer as active co-creator of text” (Stern
1989, p. 332) and ascribes vital agency to the reader of advertising in processes of advertising
interpretation. As Mick and Buhl (1992, p. 318) have presciently noted, ““...consumers
interpret ads as a principal way to understanding their world and themselves and, in the end,
they become the final arbitrators of advertising meaning.” Sometimes, for low involvement
advertising, a singular meaning is more likely to be dominant (Puntoni, Schroeder, and Ritson
2010). Research has demonstrated that consumer reading and interpretation of advertising
meaning is idiosyncratic (Mick and Politi 1989), and consumers engage with advertising in
terms of their specific life experiences and trajectories (Mick and Buhl 1992). Thus,
advertising texts have the potential for multiple meanings and discourses (Cook 1992), and
are engaged with and evaluated by consumers in a fashion that is highly socially and
culturally contextual (Scott 1994; Stern 1989).

The three examples highlight the power of advertising audiences in ascribing meaning to
texts and the expansive literary license of interpretive communities within a digital context.
Marketing communications textbooks can be seductive in their simplification of consumer
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interpretive processes in relation to advertising meaning (Hackley and Hackley 2022), and it
is important for firms to conceive the consumer as an active, engaged, and critical audience
for marketing communications campaigns and messages. The example of D&G especially
highlights how consumers can wield such textual power if advertisements offend their
culture, race, or sensibilities, and can adopt a highly nationalistic stance in their advertising
response (Zhou and Belk 2004). This underscores the need for organizations to view the
development of marketing communications as a co-created partnership rather than a
simplistic message delivery process (Badot and Cova 2008), and the use of marketing
research as part of the advertising development process to incorporate a multiplicity of
consumer voices and perspectives from various social, cultural, and ethnic backgrounds. A
critical appreciation of interpretive advertising theory and the use of consumer research can
potentially aid organizations to avoid such brand blunders and create more inclusive and
appropriate marketing communications messages that will potentially resonate with their
audiences. Some future research inquiries from a macromarketing perspective could explore:
a.

How are consumer perspectives incorporated into the creative advertising development
process?

b.
To what extent is ethnic diversity represented in commercial marketing research, as others
have called for in academic consumer research? (Arsel, Crockett, and Scott 2021)

Consumers as readers of advertising have a crucial role in marketing communication
processes, and these examples highlight how potentially diverse consumer voices and
perspectives (and particularly those of ethnic minority consumers) may be absent from the
current marketing research landscape. The research questions we pose could not only be
relevant to macromarketing scholars in terms of the diversity of research participants, but also
critical to how those working in marketing and advertising roles can reflect upon their
practices and consider the extent to which they are sufficiently diverse and inclusive for the
contemporary age.

Advertising as an Adapting Social Tableau

The world has undoubtedly seen a radical shift in the past decade with mass social
movements like “Me Too” and BLM putting critical issues like gender and race equality on
the agenda for both business and society, with vital and searching questions to address
(Sobande 2020). As society has evolved and transformed, the social tableau of advertising
also adapts in order to reflect these important changes (Marchand 1985), something which
advertisers have adjusted to quite well in their history (Fox 1997); Branchik and Chowdhury
(2012, p. 160) have observed how advertising has a powerful role in both “...reflecting and
facilitating social change.” Advertising texts will evolve to reflect these social changes and so
too should DEI policies within the marketing and advertising industries to address critical
issues on gender and race equality.

It is important for marketing scholars to critique racism within the marketing academy
(Tadajewski 2012), and this should also extend to calling for more diversity in commercial
advertising and marketing organizations. Middleton, Turnbull, and de Oliveira (2020) have
highlighted the need for advertising employees to engage with unconscious bias training to
create a more diverse and inclusive work environment, which is something we would support
and echo. People of color have gained more prominence in the creative advertising industries
(Chambers 2008), and consumers have always been ethnically diverse and never more so in
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an era of globalization and networked online communities. The greater promotion of the DEI
agenda is, therefore, vital to achieve more inclusivity and to eliminate advertising campaigns
that are either implicitly or explicitly sexist or racist in tone or content (being unintentionally
sexist or racist is always a possibility and we hope our analysis and suggestions can
potentially help to guard against this), and create more employee diversity in an industry
which requires it. This also raises some useful questions for future scholarship in
macromarketing on DEI in particular:

a.

To what extent is DEI making an impact upon the marketing and advertising industries in
terms of hiring policies, including appointments to senior management roles?

b.
What are the lived experiences of ethnic minorities working in the marketing and advertising
industries in Western societies?

The preceding examples highlight that much work still needs to be done in this area to create
more inclusive campaigns which do not cause offence or provoke negative consumer
reactions, and broaden the pool of diverse talent working in advertising and marketing
organizations. The evidence from the H&M example in particular highlights how reflexive
and agile organizations can learn from brand blunders and foster a DEI agenda in a positive
way for the development of inclusive and potentially better marketing practice. While DEI
continues to make important strides in various industries including marketing, a key future
macromarketing challenge is to both monitor this progress and document the experiences of
different genders and ethnic minorities working in the sector during this transitional period
toward equality.

Discussion and Conclusion

We contend as a discipline examining the role of marketing systems, their impact on society,
and society's impact upon them (Hunt 2011), that macromarketing is pivotally placed to both
examine marketing systems from a social justice perspective as well as championing a DEI
research agenda, which macromarketing scholars have identified as a key current concern of
the discipline (Francis 2021). The evolution of mass social movements has highlighted the
diversity imperative we have within global societies for equality, fairness, and justice, and we
argue that macromarketing can have a key role in developing this important research agenda,
as well as promoting DEI concerns for the marketing discipline. The development of the
macromarketing scholarship of this nature has critical potential not only for the marketing
academy, but also to “...transform the world into a better place” (Dholakia 2012, p.224),
which remains a vital potentiality of the field.

Our analysis has highlighted what Kozinets, Hemetsberger, and Schau (2008, p. 339) have
previously referred to as the “wisdom of collective crowds” in holding corporate interests to
account and confronting potential instances of sexist or racist stereotypical representation.
Consumer communities are connected via digital technology and social networks to influence
the behavior and practices of corporations, and these examples have highlighted the
important ways in which their power can be exercised to instigate social change. Consumers
themselves have vital input into value co-creation processes for marketing (Lusch and
Webster 2011; Vargo and Lusch 2004), and we have demonstrated that they can also nudge
companies in positive directions to embrace DEI initiatives. The online environment has the
capacity for social harm as well as good, and online communities can inculcate important
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moments of social and cultural disruption that can lead to better outcomes for society
generally, and for marketing specifically.

The relationship between advertising, social values, and culture is also an important
macromarketing consideration (Livas 2021). It has been suggested that while advertising does
have a role in shaping culture, Holt (2006, p.374) counters that “cultural products other than
brands, including films, television programs, politicians, sports teams and novels — do the
ideological heavy lifting in modern culture.” In a similar vein, Livas (2021, p.461) notes that
“...though advertising can contribute to social change, it is unlikely to be successful on its
own.” Marketing scholars have been skeptical as to the authenticity of brands taking a lead on
social justice issues (Sobande 2020), or whether this is a desirable goal for society (Livas
2021). Advertising campaigns such as Nike's Colin Kaepernick “Dream Crazy” do highlight
how advertisements can have a useful part to play in fostering national debates and
conversations on social justice issues, such as racism in sport and society, and how brands
can act as agents of ideological change in this regard (Holt 2004). If advertising imagery has
historically been part of the problem in perpetuating racially problematic stereotypes
(Chambers 2008; Davis 2007), it is reasonable to indicate that it could also potentially
become part of the solution to redress this balance. However, the social and cultural
legitimacy of the brand in tackling such issues would be important to ensure organizations
were not engaged in cynical practices of “woke washing” (Kates 2004; Rhodes

2023; Sobande 2020). It is critical that marketing not only reflects important social changes
that are taking place, but also fully embraces them for the development of more diversity and
inclusivity for the industry.

We also wish to highlight the classroom and course potential of our pedagogic commentary,
and the ways in which it may be effectively utilized for these purposes. We have identified
six specific areas where this commentary might be usefully employed for macromarketing
pedagogy and offer some discussion questions for various courses:

1.

We have made the argument in the commentary that the three examples constitute “brand
blunders” rather than prima facie evidence of overt or structural racism; however, we have
also acknowledged they are racially problematic advertising images and instances which have
the potential to be considered racist in either content or intent. Perhaps critical questions to
pose to students regarding these advertisements, either as individual or collective examples:
a.

Are these examples unintentional “brand blunders”, as the authors suggest?

b.
Do these examples constitute structural racism?

C.
Do these examples contain elements of both brand blunders and structural racism?

d.

What recommendations would they make to the companies based upon their

analysis? Francis (2021) has highlighted how addressing the issue of structural racism is of
vital importance to the macromarketing discipline, and we contend a discussion of this type
would be relevant for courses examining macromarketing concepts or exploring the
relationship between marketing and society.

2.
The commentary examines the role of cultural stereotyping in the areas of gender and race as
prominent categories where this takes place. It may be insightful to investigate with a student
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class the extent to which cultural stereotyping remains a part of the contemporary advertising
landscape:

a.

Is the social tableau of advertising reflections genuinely shifting in a more progressive
direction? (Marchand 1985)

b.
What are the key forces which can potentially drive social change in advertising texts and
work practices?

This would be relevant to courses in advertising and marketing communications to evaluate
whether “progressive market logics and practices” (Middleton and Turnbull 2021, p.461) are
authentically reflected in the advertising imagery and work practices of today.

3.

We have considered the role of online consumer communities in highlighting brand blunders
and creating change within some organizations. It might be fruitful for classes to consider the
level of sway that online or brand communities have over company policies and practices,
and whether organizations are required to align to the values of the consumer community,

as Skalén, Pace, and Cova (2015) have suggested that firms align with the practices of their
consumers. Brand communities can create value for organizations and consumers (Schau
Muniz, and Arnould 2009), yet they can also be sites of conflict and contestation between the
organization and the community (Cova and Pace 2006; Fournier and Lee 2009). It would be
interesting to explore:

a.

How empowered are online or brand communities in a digital era?

b.
In what ways do online or brand communities’ impact upon organizational processes and
practices?

C.
What are the broader implications of this for the co-creation of value? (Lusch and \Webster
2011)

This would be particularly relevant for courses in brand management, consumer research,
innovation management, and marketing strategy, which consider the consumer-organization
interface.

4.

Somewhat related to this point, it may be helpful to examine if organizations should view
their consumers as co-creators of value in terms of advertising and marketing
communications development. Hackley and Hackley (2022, p.28) have argued that
consumers are intricately involved in “meaning making processes” in how they read
advertisements, while Holt (2004, p.184) adopts a more producer-orientated perspective, and
notes how brands provide “...a myth that is compelling enough to draw people together, on
their own, so that they [brand communities] can amplify the myth through their interactions.”
Some important discussion questions to consider:

a.

Should brands engage in the sort of author-based cultural mythmaking processes advocated
by Holt (2004)?

b.
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Should consumers be intricately involved in the advertising development processes of
organizations as part of consumer co-creation of meaning? (\VVargo and Lusch 2004)

C.
How can advertising campaigns represent a heteroglossia of consumer voices? (Cook 1992)

These questions would be especially pertinent for courses in advertising and marketing
communications.

5.

As DEI has risen as a key concern within areas such as macromarketing and consumer
research (Arsel, Crockett, and Scott 2021; Francis 2021), it would be useful to explore with a
student group whether the rhetoric of DEI matches the reality for different genders and ethnic
minorities in terms of hiring policies in the marketing and advertising industries:

a.

Is the promised “DEI dividend” being realized by these various groups in terms of
employment opportunities and career advancement in marketing and advertising?

b.
What actions can companies take to improve their DEI record and how can these make a
meaningful difference?

This could be analyzed by considering the achieved progress of DEI in these industries, and
would be relevant to courses in advertising, marketing communications, or any courses which
address macromarketing themes.

6.

We argue our pedagogic commentary and extended bibliography could also be used for
course development and design for subjects such as advertising and society, advertising and
gender, advertising and race, or any course which considers advertising from a
macromarketing perspective. While not a fully comprehensive reading list, we anticipate it
can provide some seminal texts and examples of impactful recent papers for instructors
delivering courses in these areas and cognate disciplines to macromarketing.

Finally, our pedagogic commentary has highlighted some future research agendas for
macromarketing in terms of the role of online communities in marketing processes, the
incorporation of diverse consumer voices into the advertising development process, and the
lived experiences of different genders and ethnic minorities working in the marketing and
advertising industries, to measure the progress of equality and diversity. We conclude these
are all important avenues to explore and to develop scholarship in order to advance DEI
research in the macromarketing discipline. We hope our paper has made a modest
contribution in highlighting the relevance of this to the macromarketing field,
macromarketing's pivotal role in promoting this research agenda in the mainstream marketing
literature, and encouraging a discussion on the evolving relationship between advertising,
race, and society for future macromarketing teaching and scholarship.

References

Ad Age (2021), “A Regularly Updated Blog Tracking Brands’ Responses to Racial
Injustice,” (accessed March 5, 2023), [available at https://adage.com/article/cmo-
strategy/regularly-updated-blog-tracking-brands-responses-racial-injustice/2260291].
GO TO REFERENCE



https://journals.sagepub.com/doi/10.1177/02761467231178550#bibr109-02761467231178550
https://journals.sagepub.com/doi/10.1177/02761467231178550#bibr24-02761467231178550
https://journals.sagepub.com/doi/10.1177/02761467231178550#bibr4-02761467231178550
https://journals.sagepub.com/doi/10.1177/02761467231178550#bibr37-02761467231178550
https://adage.com/article/cmo-strategy/regularly-updated-blog-tracking-brands-responses-racial-injustice/2260291
https://adage.com/article/cmo-strategy/regularly-updated-blog-tracking-brands-responses-racial-injustice/2260291
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr1-02761467231178550

15

Google Scholar

Advertising Standards Authority (2018), “Harm and Offence: Gender Stereotypes,”
(accessed April 30, 2022), [available at https://www.asa.org.uk/advice-online /harm-
and-offence-gender-stereotypes.html].

GO TO REFERENCE

Google Scholar

Akestam Nina, Rosengren Sara, Dahlen Micael (2017), “Advertising ‘Like a Girl’: Toward
a Better Understanding of “Femvertising” and its Effects,” Psychology & Marketing, 34
(8), 795-806.

GO TO REFERENCE

Crossref

Google Scholar

Arsel Zeynep, Crockett David, Scott Maura L. (2021), “Diversity, Equity, and Inclusion
(DEI) in the Journal of Consumer Research: A Curation and Research Agenda,” Journal of
Consumer Research, 48 (5), 920-933.

Crossref

Google Scholar

Badot Olivier, Cova Bernard (2008), “The Myopia of New Marketing Panaceas: The Case
for Rebuilding our Discipline,” Journal of Marketing Management, 24 (1-2), 205-219.
GO TO REFERENCE

Crossref

Google Scholar

Barr Sabrina (2018), “H&M faces Consumer Boycott over ‘Racist’ Hoodie Advertising
Campaign,” Independent, (accessed August 2, 2022), [available

at https://www.independent.co.uk/life-style /fashion/hm-hoodie-racist-boycott-
advertising-people-h-m-a8149246.html].

GO TO REFERENCE

Google Scholar

BBC (2018), “H&M Apologises over ‘Racist’ Image of Black Boy in Hoodie,” (accessed
August 1, 2022), [available at https://www.bbc.co.uk/news/newsbeat-42603960].
GO TO REFERENCE

Google Scholar

BBC (2019), “Racist’ D&G Ad: Chinese Model Says Campaign Almost Ruined Career,”
(accessed March 14, 2023), [available at https://www.bbc.co.uk/news/world-asia-
china-46968750].

GO TO REFERENCE

Google Scholar

BBC (2020), “John Boyega Resigns from the Role after Jo Malone Replaced him in
Chinese ad,” (accessed March 5, 2023), [available

at https://www.bbc.co.uk/newsround/54165884].

GO TO REFERENCE

Google Scholar

Belk Russell W. (2017), “Qualitative Research in Advertising,” Journal of Advertising, 46
(1), 36-47.

GO TO REFERENCE

Crossref

Google Scholar

Belk Russell W., Pollay Richard W. (1985), “Images of Ourselves: The Good Life in
Twentieth Century Advertising,” Journal of Consumer Research, 11 (4), 887-897.



https://scholar.google.com/scholar_lookup?title=A+Regularly+Updated+Blog+Tracking+Brands%E2%80%99+Responses+to+Racial+Injustice&publication_year=2021
https://www.asa.org.uk/advice-online/harm-and-offence-gender-stereotypes.html
https://www.asa.org.uk/advice-online/harm-and-offence-gender-stereotypes.html
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr2-02761467231178550
https://scholar.google.com/scholar_lookup?title=Harm+and+Offence%3A+Gender+Stereotypes&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr3-02761467231178550
https://doi.org/10.1002/mar.21023
https://scholar.google.com/scholar_lookup?title=Advertising+%E2%80%98Like+a+Girl%E2%80%99%3A+Toward+a+Better+Understanding+of+%E2%80%9CFemvertising%E2%80%9D+and+its+Effects&author=Nina+%C3%85kestam&author=Sara+Rosengren&author=Micael+Dahlen&publication_year=2017&journal=Psychology+%26+Marketing&pages=795-806&doi=10.1002%2Fmar.21023
https://doi.org/10.1093/jcr/ucab057
https://scholar.google.com/scholar_lookup?title=Diversity%2C+Equity%2C+and+Inclusion+%28DEI%29+in+the+Journal+of+Consumer+Research%3A+A+Curation+and+Research+Agenda&author=Zeynep+Arsel&author=David+Crockett&author=Maura+L.+Scott&publication_year=2021&journal=Journal+of+Consumer+Research&pages=920-933&doi=10.1093%2Fjcr%2Fucab057
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr5-02761467231178550
https://doi.org/10.1362/026725708X274000
https://scholar.google.com/scholar_lookup?title=The+Myopia+of+New+Marketing+Panaceas%3A+The+Case+for+Rebuilding+our+Discipline&author=Olivier+Badot&author=Bernard+Cova&publication_year=2008&journal=Journal+of+Marketing+Management&pages=205-219&doi=10.1362%2F026725708X274000
https://www.independent.co.uk/life-style/fashion/hm-hoodie-racist-boycott-advertising-people-h-m-a8149246.html
https://www.independent.co.uk/life-style/fashion/hm-hoodie-racist-boycott-advertising-people-h-m-a8149246.html
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr6-02761467231178550
https://scholar.google.com/scholar_lookup?title=H%26M+faces+Consumer+Boycott+over+%E2%80%98Racist%E2%80%99+Hoodie+Advertising+Campaign&author=Sabrina+Barr&publication_year=2018
https://www.bbc.co.uk/news/newsbeat-42603960
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr7-02761467231178550
https://scholar.google.com/scholar_lookup?title=H%26M+Apologises+over+%E2%80%98Racist%E2%80%99+Image+of+Black+Boy+in+Hoodie&publication_year=2018
https://www.bbc.co.uk/news/world-asia-china-46968750
https://www.bbc.co.uk/news/world-asia-china-46968750
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr8-02761467231178550
https://scholar.google.com/scholar_lookup?title=%E2%80%98Racist%E2%80%99+D%26G+Ad%3A+Chinese+Model+Says+Campaign+Almost+Ruined+Career&publication_year=2019
https://www.bbc.co.uk/newsround/54165884
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr9-02761467231178550
https://scholar.google.com/scholar_lookup?title=John+Boyega+Resigns+from+the+Role+after+Jo+Malone+Replaced+him+in+Chinese+ad&publication_year=2020
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr10-02761467231178550
https://doi.org/10.1080/00913367.2016.1201025
https://scholar.google.com/scholar_lookup?title=Qualitative+Research+in+Advertising&author=Russell+W+Belk&publication_year=2017&journal=Journal+of+Advertising&pages=36-47&doi=10.1080%2F00913367.2016.1201025

16

GO TO REFERENCE

Crossref

ISI

Google Scholar

Blanchard Tamsin (2019), “Courting Controversy: From H&M’s ‘Coolest Monkey’ to
Gucci’s Blackface Jumper,” The Guardian, (accessed April 29, 2022), [available

at https://www.theguardian.com/fashion/2019 /feb/08/courting-controversy-from-
hms-coolest-monkey-to-guccis-blackface-jumper].

Google Scholar

Branchik Blaine J. (2007), “Pansies to Parents: Gay Male Images in American Print
Advertising,” Journal of Macromarketing, 27 (1), 38-50.

GO TO REFERENCE

Crossref

Google Scholar

Branchik Blaine J., Chowdhury Tilottama Ghosh (2012), “Self-Orientated Masculinity:
Advertisements and the Changing Culture of the Male Market,” Journal of
Macromarketing, 33 (2) 160-171.

GO TO REFERENCE

Crossref

Google Scholar

Branchik Blaine J., Davis Judy Foster (2018), “From Servants to Spokesmen: Black Male
Advertising Models and Changing US Culture Post World War I1,” Journal of Historical
Research in Marketing, 10 (4), 451-477.

GO TO REFERENCE

Crossref

Google Scholar

Bristor Julia M., Lee Renée Gravois, Hunt Michelle R. (1995), “Race and Ideology:
African-American Images in Television Advertising,” Journal of Public Policy &
Marketing, 14 (1), 48-59.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Brown Stephen (2003), Free Gift Inside. Chichester, West Sussex: Capstone.

GO TO REFERENCE

Google Scholar

Brown Stephen (2008), Fail Better! Stumbling to Success in Sales & Marketing. London:
Marshall Cavendish Limited.

GO TO REFERENCE

Google Scholar

Buttle Francis (1991), “What do People do with Advertising?” International Journal of
Advertising, 10 (2), 95-110.

GO TO REFERENCE

Crossref

Google Scholar

Buttle Francis (1995), “Marketing Communication Theory: What do the Texts Teach our
Students?” International Journal of Advertising, 14 (4), 297-313.

GO TO REFERENCE

Crossref



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr11-02761467231178550
https://doi.org/10.1086/209024
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1985AFN5200004
https://scholar.google.com/scholar_lookup?title=Images+of+Ourselves%3A+The+Good+Life+in+Twentieth+Century+Advertising&author=Russell+W.+Belk&author=Richard+W.+Pollay&publication_year=1985&journal=Journal+of+Consumer+Research&pages=887-897&doi=10.1086%2F209024
https://www.theguardian.com/fashion/2019/feb/08/courting-controversy-from-hms-coolest-monkey-to-guccis-blackface-jumper
https://www.theguardian.com/fashion/2019/feb/08/courting-controversy-from-hms-coolest-monkey-to-guccis-blackface-jumper
https://scholar.google.com/scholar_lookup?title=Courting+Controversy%3A+From+H%26M%E2%80%99s+%E2%80%98Coolest+Monkey%E2%80%99+to+Gucci%E2%80%99s+Blackface+Jumper&author=Tamsin+Blanchard&publication_year=2019
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr13-02761467231178550
https://doi.org/10.1177/0276146706296710
https://scholar.google.com/scholar_lookup?title=Pansies+to+Parents%3A+Gay+Male+Images+in+American+Print+Advertising&author=Blaine+J+Branchik&publication_year=2007&journal=Journal+of+Macromarketing&pages=38-50&doi=10.1177%2F0276146706296710
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr14-02761467231178550
https://doi.org/10.1177/0276146712463823
https://scholar.google.com/scholar_lookup?title=Self-Orientated+Masculinity%3A+Advertisements+and+the+Changing+Culture+of+the+Male+Market&author=Blaine+J.+Branchik&author=Tilottama+Ghosh+Chowdhury&publication_year=2012&journal=Journal+of+Macromarketing&pages=160-171&doi=10.1177%2F0276146712463823
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr15-02761467231178550
https://doi.org/10.1108/JHRM-07-2017-0043
https://scholar.google.com/scholar_lookup?title=From+Servants+to+Spokesmen%3A+Black+Male+Advertising+Models+and+Changing+US+Culture+Post+World+War+II&author=Blaine+J.+Branchik&author=Judy+Foster+Davis&publication_year=2018&journal=Journal+of+Historical+Research+in+Marketing&pages=451-477&doi=10.1108%2FJHRM-07-2017-0043
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr16-02761467231178550
https://doi.org/10.1177/074391569501400105
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1995RA40100006
https://scholar.google.com/scholar_lookup?title=Race+and+Ideology%3A+African-American+Images+in+Television+Advertising&author=Julia+M.+Bristor&author=Ren%C3%A9e+Gravois+Lee&author=Michelle+R.+Hunt&publication_year=1995&journal=Journal+of+Public+Policy+%26+Marketing&pages=48-59&doi=10.1177%2F074391569501400105
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr17-02761467231178550
https://scholar.google.com/scholar_lookup?title=Free+Gift+Inside&author=Stephen+Brown&publication_year=2003
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr18-02761467231178550
https://scholar.google.com/scholar_lookup?title=Fail+Better%21+Stumbling+to+Success+in+Sales+%26+Marketing&author=Stephen+Brown&publication_year=2008
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr19-02761467231178550
https://doi.org/10.1080/02650487.1991.11104440
https://scholar.google.com/scholar_lookup?title=What+do+People+do+with+Advertising%3F&author=Francis+Buttle&publication_year=1991&journal=International+Journal+of+Advertising&pages=95-110&doi=10.1080%2F02650487.1991.11104440
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr20-02761467231178550
https://doi.org/10.1080/02650487.1995.11104621

17

Google Scholar

Chambers Jason (2008), Madison Avenue and the Color Line: African Americans in the
Advertising Industry. Philadelphia, PA: University of Pennsylvania Press.

Crossref

Google Scholar

Chung Stephy, Holland Oscar, Wang Serenitie (2018), “Dolce & Gabbana cancels China
show amid ‘Racist’ ad Controversy.” CNN, (accessed January 10, 2023), [available

at https://edition.cnn.com/style/article/dolce-gabbana-shanghai-
controversy/index.html].

GO TO REFERENCE

Google Scholar

Clampin David (2009), ““To Guide, Help and Hearten Millions”: The Place of Commercial
Advertising in Wartime Britain, 1939-1945,” Journal of Macromarketing, 29 (1), 58-73.
GO TO REFERENCE

Crossref

IS1

Google Scholar

Cook Guy (1992), The Discourse of Advertising. London: Routledge.

Google Scholar

Cova Bernard, Pace Stefano (2006), “Brand Community of Convenience Products: New
Forms of Customer Empowerment - The Case “My Nutella The Community,” European
Journal of Marketing, 40 (9/10), 1087-1105.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Crockett David (2008), “Marketing Blackness: How Advertisers use Race to Sell
Products,” Journal of Consumer Culture, 8 (2), 245-268.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Davis Judy Foster (2007), ““Aunt Jemima is Alive and Cookin’?”: An Advertiser’s
Dilemma of Competing Collective Memories,” Journal of Macromarketing, 27 (1), 25-37.
Crossref

Google Scholar

Dholakia Nikhilesh (2012), “Being Critical in Marketing Studies: The Imperative of
Macro Perspectives,” Journal of Macromarketing, 32 (2), 220-225.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Elan Priya (2020), “Jo Malone Apologises to John Boyega for Cutting him out of Chinese
ad,” The Guardian, (accessed August 1, 2022), [available

at https://www.theguardian.com/film/2020/sep/13/jo-malone-apologises-to-john-
boyega-for-cutting-him-out-of-chinese-ad].

Google Scholar



https://scholar.google.com/scholar_lookup?title=Marketing+Communication+Theory%3A+What+do+the+Texts+Teach+our+Students%3F&author=Francis+Buttle&publication_year=1995&journal=International+Journal+of+Advertising&pages=297-313&doi=10.1080%2F02650487.1995.11104621
https://doi.org/10.9783/9780812203851
https://scholar.google.com/scholar_lookup?title=Madison+Avenue+and+the+Color+Line%3A+African+Americans+in+the+Advertising+Industry&author=Jason+Chambers&publication_year=2008&doi=10.9783%2F9780812203851
https://edition.cnn.com/style/article/dolce-gabbana-shanghai-controversy/index.html
https://edition.cnn.com/style/article/dolce-gabbana-shanghai-controversy/index.html
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr22-02761467231178550
https://scholar.google.com/scholar_lookup?title=Dolce+%26+Gabbana+cancels+China+show+amid+%E2%80%98Racist%E2%80%99+ad+Controversy&author=Stephy+Chung&author=Oscar+Holland&author=Serenitie+Wang&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr23-02761467231178550
https://doi.org/10.1177/0276146708328054
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000282466700006
https://scholar.google.com/scholar_lookup?title=%E2%80%9CTo+Guide%2C+Help+and+Hearten+Millions%E2%80%9D%3A+The+Place+of+Commercial+Advertising+in+Wartime+Britain%2C+1939%E2%80%931945&author=David+Clampin&publication_year=2009&journal=Journal+of+Macromarketing&pages=58-73&doi=10.1177%2F0276146708328054
https://scholar.google.com/scholar_lookup?title=The+Discourse+of+Advertising&author=Guy+Cook&publication_year=1992
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr25-02761467231178550
https://doi.org/10.1108/03090560610681023
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000241508300011
https://scholar.google.com/scholar_lookup?title=Brand+Community+of+Convenience+Products%3A+New+Forms+of+Customer+Empowerment+%E2%80%93+The+Case+%E2%80%9CMy+Nutella+The+Community&author=Bernard+Cova&author=Stefano+Pace&publication_year=2006&journal=European+Journal+of+Marketing&pages=1087-1105&doi=10.1108%2F03090560610681023
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr26-02761467231178550
https://doi.org/10.1177/1469540508090088
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000207505500004
https://scholar.google.com/scholar_lookup?title=Marketing+Blackness%3A+How+Advertisers+use+Race+to+Sell+Products&author=David+Crockett&publication_year=2008&journal=Journal+of+Consumer+Culture&pages=245-268&doi=10.1177%2F1469540508090088
https://doi.org/10.1177/0276146706296709
https://scholar.google.com/scholar_lookup?title=%E2%80%9CAunt+Jemima+is+Alive+and+Cookin%E2%80%99%3F%E2%80%9D%3A+An+Advertiser%E2%80%99s+Dilemma+of+Competing+Collective+Memories&author=Judy+Foster+Davis&publication_year=2007&journal=Journal+of+Macromarketing&pages=25-37&doi=10.1177%2F0276146706296709
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr28-02761467231178550
https://doi.org/10.1177/0276146711435844
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000304360500005
https://scholar.google.com/scholar_lookup?title=Being+Critical+in+Marketing+Studies%3A+The+Imperative+of+Macro+Perspectives&author=Nikhilesh+Dholakia&publication_year=2012&journal=Journal+of+Macromarketing&pages=220-225&doi=10.1177%2F0276146711435844
https://www.theguardian.com/film/2020/sep/13/jo-malone-apologises-to-john-boyega-for-cutting-him-out-of-chinese-ad
https://www.theguardian.com/film/2020/sep/13/jo-malone-apologises-to-john-boyega-for-cutting-him-out-of-chinese-ad
https://scholar.google.com/scholar_lookup?title=Jo+Malone+Apologises+to+John+Boyega+for+Cutting+him+out+of+Chinese+ad&author=Priya+Elan&publication_year=2020

18

Elliott Richard, Eccles Susan, Hodgson Michelle (1993), “Re-Coding Gender
Representations: Women, Cleaning Products, and Advertising's “New

Man”,” International Journal of Research in Marketing, 10 (3), 311-324.

GO TO REFERENCE

Crossref

Google Scholar

Elliott Richard, Jones Abigail, Benfield Andrew, Barlow Matt (1995), “Overt Sexuality in
Advertising: A Discourse Analysis of Gender Responses,” Journal of Consumer Policy, 18
(2),187-217.

GO TO REFERENCE

Crossref

Google Scholar

Fish Stanley (1980), Is There a Text in this Class? The Authority of Interpretive
Communities. Cambridge, MA: Harvard University Press.

GO TO REFERENCE

Google Scholar

Ford John B., Voli Patricia Kramer, Honeycutt Earl D. Jr., Casey Susan L. (1998), “Gender
Role Portrayals in Japanese Advertising: A Magazine Content Analysis,” Journal of
Advertising, 27 (1), 113-124.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Fournier Susan, Avery Jill (2011), “The Uninvited Brand,” Business Horizons, 54 (3), 193-
207.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Fournier Susan, Lee Lara (2009), “Getting Brand Communities Right,” Harvard Business
Review, 87 (4), 105-111.

GO TO REFERENCE

PubMed

IS1

Google Scholar

Fox Stephen R. (1997), The Mirror Makers: A History of American Advertising and its
Creators. Urbana and Chicago, IL: University of Illinois Press.

Google Scholar

Fox Karen F. A. (2009), “Za Zdorovye! Soviet Health Posters as Social

Advertising,” Journal of Macromarketing, 29 (1), 74-90.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Francis June N. P. (2021), “A Macromarketing Call to Action-Because Black Lives
Matter!,” Journal of Macromarketing, 41 (1), 132-145.

Crossref

IS1

Google Scholar



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr106-02761467231178550
https://doi.org/10.1016/0167-8116(93)90013-O
https://scholar.google.com/scholar_lookup?title=Re-Coding+Gender+Representations%3A+Women%2C+Cleaning+Products%2C+and+Advertising%27s+%E2%80%9CNew+Man%E2%80%9D&author=Richard+Elliott&author=Susan+Eccles&author=Michelle+Hodgson&publication_year=1993&journal=International+Journal+of+Research+in+Marketing&pages=311-324&doi=10.1016%2F0167-8116%2893%2990013-O
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr30-02761467231178550
https://doi.org/10.1007/BF01016511
https://scholar.google.com/scholar_lookup?title=Overt+Sexuality+in+Advertising%3A+A+Discourse+Analysis+of+Gender+Responses&author=Richard+Elliott&author=Abigail+Jones&author=Andrew+Benfield&author=Matt+Barlow&publication_year=1995&journal=Journal+of+Consumer+Policy&pages=187-217&doi=10.1007%2FBF01016511
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr31-02761467231178550
https://scholar.google.com/scholar_lookup?title=Is+There+a+Text+in+this+Class%3F+The+Authority+of+Interpretive+Communities&author=Stanley+Fish&publication_year=1980
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr32-02761467231178550
https://doi.org/10.1080/00913367.1998.10673546
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000075233200008
https://scholar.google.com/scholar_lookup?title=Gender+Role+Portrayals+in+Japanese+Advertising%3A+A+Magazine+Content+Analysis&author=John+B.+Ford&author=Patricia+Kramer+Voli&author=Earl+D.+Honeycutt&author=Susan+L.+Casey&publication_year=1998&journal=Journal+of+Advertising&pages=113-124&doi=10.1080%2F00913367.1998.10673546
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr33-02761467231178550
https://doi.org/10.1016/j.bushor.2011.01.001
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000290195900003
https://scholar.google.com/scholar_lookup?title=The+Uninvited+Brand&author=Susan+Fournier&author=Jill+Avery&publication_year=2011&journal=Business+Horizons&pages=193-207&doi=10.1016%2Fj.bushor.2011.01.001
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr34-02761467231178550
https://www.ncbi.nlm.nih.gov/pubmed/19736854
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000269236800023
https://scholar.google.com/scholar_lookup?title=Getting+Brand+Communities+Right&author=Susan+Fournier&author=Lara+Lee&publication_year=2009&journal=Harvard+Business+Review&pages=105-111&pmid=19736854
https://scholar.google.com/scholar_lookup?title=The+Mirror+Makers%3A+A+History+of+American+Advertising+and+its+Creators&author=Stephen+R+Fox&publication_year=1997
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr36-02761467231178550
https://doi.org/10.1177/0276146708327623
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000282466700007
https://scholar.google.com/scholar_lookup?title=Za+Zdorovye%21+Soviet+Health+Posters+as+Social+Advertising&author=Karen+F.+A+Fox&publication_year=2009&journal=Journal+of+Macromarketing&pages=74-90&doi=10.1177%2F0276146708327623
https://doi.org/10.1177/0276146720981718
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000609707100001
https://scholar.google.com/scholar_lookup?title=A+Macromarketing+Call+to+Action-Because+Black+Lives+Matter%21&author=June+N.+P+Francis&publication_year=2021&journal=Journal+of+Macromarketing&pages=132-145&doi=10.1177%2F0276146720981718

19

Frank Thomas (1997), The Conquest of Cool: Business Culture, Counterculture and the
Rise of Hip Consumerism. Chicago, IL: The University of Chicago Press.

GO TO REFERENCE

Crossref

Google Scholar

Goffman Erving (1979), Gender Advertisements. New York, NY: Harper Collins.

GO TO REFERENCE

Google Scholar

Goldman Robert, Papson Stephen (1998), Nike Culture. London: Sage publications.

GO TO REFERENCE

Google Scholar

Goulding Christina, Shankar Avi, Canniford Robin (2013), “Learning to be Tribal:
Facilitating the Formation of Consumer Tribes,” European Journal of Marketing, 47
(5/6),813-832.

GO TO REFERENCE

Crossref

Google Scholar

Grau Stacey L., Zotos Yorgos C. (2016), “Gender stereotypes in Advertising: A Review of
Current Research,” International Journal of Advertising, 35 (5), 761-770.

GO TO REFERENCE

Crossref

Google Scholar

Grier Sonya A., Brumbaugh Anne M. (1999), “Noticing Cultural Differences: Ad Meanings
Created by Target and Non-Target Markets,” Journal of Advertising, 28 (1), 79-83.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Gulas Charles S., McKeage Kim (2000), “Extending Social Comparison: An Examination
of the Unintended Consequences of Idealized Advertising Imagery,” Journal of
Advertising, 29 (2), 17-28.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Hackley Chris, Hackley Rungpaka Amy (2022), Rethinking Advertising as Paratextual
Communication. Cheltenham, Gloucestershire: Edward Elgar Publishing.

Crossref

Google Scholar

Hall Stuart (1980), “Encoding/Decoding,” in Culture, Media, Language: Working Papers
in Cultural Studies 1972-79, Hall Stuart, ed. London: Routledge, 128-138.

GO TO REFERENCE

Google Scholar

Hills Megan C. (2021), “Three years after ad Controversy, D&G is still Struggling to win
back China,” CNN, (accessed January 5, 2023), [available

at https://edition.cnn.com/style/article/dolce-gabbana-karen-mok-
china/index.html#:~:text=Almost%20three%20years%20after%20the,grata%200n%?2
0Chinese%Z20social%20media].

Google Scholar



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr38-02761467231178550
https://doi.org/10.7208/chicago/9780226924632.001.0001
https://scholar.google.com/scholar_lookup?title=The+Conquest+of+Cool%3A+Business+Culture%2C+Counterculture+and+the+Rise+of+Hip+Consumerism&author=Thomas+Frank&publication_year=1997&doi=10.7208%2Fchicago%2F9780226924632.001.0001
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr39-02761467231178550
https://scholar.google.com/scholar_lookup?title=Gender+Advertisements&author=Erving+Goffman&publication_year=1979
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr40-02761467231178550
https://scholar.google.com/scholar_lookup?title=Nike+Culture&author=Robert+Goldman&author=Stephen+Papson&publication_year=1998
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr41-02761467231178550
https://doi.org/10.1108/03090561311306886
https://scholar.google.com/scholar_lookup?title=Learning+to+be+Tribal%3A+Facilitating+the+Formation+of+Consumer+Tribes&author=Christina+Goulding&author=Avi+Shankar&author=Robin+Canniford&publication_year=2013&journal=European+Journal+of+Marketing&pages=813-832&doi=10.1108%2F03090561311306886
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr42-02761467231178550
https://doi.org/10.1080/02650487.2016.1203556
https://scholar.google.com/scholar_lookup?title=Gender+stereotypes+in+Advertising%3A+A+Review+of+Current+Research&author=Stacey+L.+Grau&author=Yorgos+C.+Zotos&publication_year=2016&journal=International+Journal+of+Advertising&pages=761-770&doi=10.1080%2F02650487.2016.1203556
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr43-02761467231178550
https://doi.org/10.1080/00913367.1999.10673578
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000081557000007
https://scholar.google.com/scholar_lookup?title=Noticing+Cultural+Differences%3A+Ad+Meanings+Created+by+Target+and+Non-Target+Markets&author=Sonya+A.+Grier&author=Anne+M.+Brumbaugh&publication_year=1999&journal=Journal+of+Advertising&pages=79-83&doi=10.1080%2F00913367.1999.10673578
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr44-02761467231178550
https://doi.org/10.1080/00913367.2000.10673606
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000165580800002
https://scholar.google.com/scholar_lookup?title=Extending+Social+Comparison%3A+An+Examination+of+the+Unintended+Consequences+of+Idealized+Advertising+Imagery&author=Charles+S.+Gulas&author=Kim+McKeage&publication_year=2000&journal=Journal+of+Advertising&pages=17-28&doi=10.1080%2F00913367.2000.10673606
https://doi.org/10.4337/9781800882621
https://scholar.google.com/scholar_lookup?title=Rethinking+Advertising+as+Paratextual+Communication&author=Chris+Hackley&author=Rungpaka+Amy+Hackley&publication_year=2022&doi=10.4337%2F9781800882621
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr46-02761467231178550
https://scholar.google.com/scholar_lookup?title=Encoding%2FDecoding&author=Stuart+Hall&publication_year=1980&pages=128-138
https://edition.cnn.com/style/article/dolce-gabbana-karen-mok-china/index.html#:%E2%88%BC:text=Almost%20three%20years%20after%20the,grata%20on%20Chinese%20social%20media
https://edition.cnn.com/style/article/dolce-gabbana-karen-mok-china/index.html#:%E2%88%BC:text=Almost%20three%20years%20after%20the,grata%20on%20Chinese%20social%20media
https://edition.cnn.com/style/article/dolce-gabbana-karen-mok-china/index.html#:%E2%88%BC:text=Almost%20three%20years%20after%20the,grata%20on%20Chinese%20social%20media
https://scholar.google.com/scholar_lookup?title=Three+years+after+ad+Controversy%2C+D%26G+is+still+Struggling+to+win+back+China&author=Megan+C+Hills&publication_year=2021

20

Hirschman Elizabeth C., Thompson Craig J. (1997), “Why Media Matter: Toward a Richer
Understanding of Consumers’ Relationship with Advertising and Mass Media,” Journal of
Advertising, 26 (1), 43-60.

Crossref

IS1

Google Scholar

Holbrook Morris B. (1987), “Mirror, Mirror, on the Wall, What’s Unfair in the Reflections
on Advertising?” Journal of Marketing, 51 (3), 95-103.

GO TO REFERENCE

Crossref

ISI

Google Scholar

Holland Jonna, Gentry James W. (1999), “Ethnic Consumer Reaction to Targeted
Marketing: A Theory of Intercultural Accommodation,” Journal of Advertising, 28 (1), 65-
77.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Holt Douglas B. (2002), “Why Do Brands Cause Trouble? A Dialectical Theory of
Consumer Culture and Branding,” Journal of Consumer Research, 29 (1), 70-90.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Holt Douglas B. (2004), How Brands Become Icons: The Principles of Cultural Branding.
Boston, MA: Harvard Business School Publishing Corporation.

Google Scholar

Holt Douglas B. (2006), “Jack Daniel’s America: Iconic Brands as Ideological Parasites
and Proselytizers,” Journal of Consumer Culture, 6 (3), 355-377.

GO TO REFERENCE

Crossref

Google Scholar

Huhlmann Bruce A., Limbu Yam B. (2016), “Influence of Gender Stereotypes on
Advertising Offensiveness and Attitude Toward Advertising in General,” International
Journal of Advertising, 35 (5), 846-863.

GO TO REFERENCE

Crossref

Google Scholar

Humphrey Ronald, Schuman Howard (1984), “The Portrayal of Blacks in Magazine
Advertisements: 1950-1982,” Public Opinion Quarterly, 48 (3), 551-563.

GO TO REFERENCE

Crossref

Google Scholar

Hunt Shelby D. (2011), “On the Founding of the Journal of Macromarketing,” Journal of
Macromarketing, 31 (2), 199-214.

Crossref

IS1

Google Scholar



https://doi.org/10.1080/00913367.1997.10673517
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1997WX99500004
https://scholar.google.com/scholar_lookup?title=Why+Media+Matter%3A+Toward+a+Richer+Understanding+of+Consumers%E2%80%99+Relationship+with+Advertising+and+Mass+Media&author=Elizabeth+C.+Hirschman&author=Craig+J.+Thompson&publication_year=1997&journal=Journal+of+Advertising&pages=43-60&doi=10.1080%2F00913367.1997.10673517
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr49-02761467231178550
https://doi.org/10.1177/002224298705100307
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1987J305800007
https://scholar.google.com/scholar_lookup?title=Mirror%2C+Mirror%2C+on+the+Wall%2C+What%E2%80%99s+Unfair+in+the+Reflections+on+Advertising%3F&author=Morris+B+Holbrook&publication_year=1987&journal=Journal+of+Marketing&pages=95-103&doi=10.1177%2F002224298705100307
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr50-02761467231178550
https://doi.org/10.1080/00913367.1999.10673577
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000081557000006
https://scholar.google.com/scholar_lookup?title=Ethnic+Consumer+Reaction+to+Targeted+Marketing%3A+A+Theory+of+Intercultural+Accommodation&author=Jonna+Holland&author=James+W.+Gentry&publication_year=1999&journal=Journal+of+Advertising&pages=65-77&doi=10.1080%2F00913367.1999.10673577
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr51-02761467231178550
https://doi.org/10.1086/339922
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000175856000005
https://scholar.google.com/scholar_lookup?title=Why+Do+Brands+Cause+Trouble%3F+A+Dialectical+Theory+of+Consumer+Culture+and+Branding&author=Douglas+B+Holt&publication_year=2002&journal=Journal+of+Consumer+Research&pages=70-90&doi=10.1086%2F339922
https://scholar.google.com/scholar_lookup?title=How+Brands+Become+Icons%3A+The+Principles+of+Cultural+Branding&author=Douglas+B+Holt&publication_year=2004
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr53-02761467231178550
https://doi.org/10.1177/1469540506068683
https://scholar.google.com/scholar_lookup?title=Jack+Daniel%E2%80%99s+America%3A+Iconic+Brands+as+Ideological+Parasites+and+Proselytizers&author=Douglas+B+Holt&publication_year=2006&journal=Journal+of+Consumer+Culture&pages=355-377&doi=10.1177%2F1469540506068683
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr54-02761467231178550
https://doi.org/10.1080/02650487.2016.1157912
https://scholar.google.com/scholar_lookup?title=Influence+of+Gender+Stereotypes+on+Advertising+Offensiveness+and+Attitude+Toward+Advertising+in+General&author=Bruce+A.+Huhlmann&author=Yam+B.+Limbu&publication_year=2016&journal=International+Journal+of+Advertising&pages=846-863&doi=10.1080%2F02650487.2016.1157912
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr55-02761467231178550
https://doi.org/10.1086/268857
https://scholar.google.com/scholar_lookup?title=The+Portrayal+of+Blacks+in+Magazine+Advertisements%3A+1950%E2%80%931982&author=Ronald+Humphrey&author=Howard+Schuman&publication_year=1984&journal=Public+Opinion+Quarterly&pages=551-563&doi=10.1086%2F268857
https://doi.org/10.1177/0276146710383283
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000290278600008
https://scholar.google.com/scholar_lookup?title=On+the+Founding+of+the+Journal+of+Macromarketing&author=Shelby+D+Hunt&publication_year=2011&journal=Journal+of+Macromarketing&pages=199-214&doi=10.1177%2F0276146710383283

21

ITV (2020), “Perfume brand Jo Malone Apologizes to John Boyega for Replacing Actor in
Chinese Version of Advert,” (accessed March 5, 2023), [available

at https://www.itv.com/news/2020-09-14 /perfume-brand-jo-malone-apologises-to-
john-boyega-for-replacing-actor-in-chinese-version-of-advert].

GO TO REFERENCE

Google Scholar

Jennings Rebecca (2018), “A Dolce & Gabbana Show was Cancelled after Racist Online
Messages Leaked,” Vox, (accessed July 24, 2022), [available

at https://www.vox.com/the-goods/2018/11/21/18106473/dolce-gabbana-fashion-
show-china-racism-instagram].

GO TO REFERENCE

Google Scholar

Johnson Guillaume D., Grier Sonya A. (2012), “What About the Intended Consequences?
Examining the Effects of Race-Stereotyped Portrayals on Advertising

Effectiveness,” Journal of Advertising, 41 (3), 91-106.

GO TO REFERENCE

Crossref

Google Scholar

Kates Steven M. (2004), “The Dynamics of Brand Legitimacy: An Interpretive Study in
the Gay Men’s Community,” Journal of Consumer Research, 31 (2), 455-464.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Kates Steven M., Shaw-Garlock Glenda (1999), “The Ever Entangling Web: A Study of
Ideologies and Discourses in Advertising to Women,” Journal of Advertising, 28 (2), 33-
49.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Kozinets Robert V., Hemetsberger Andrea, Schau Hope Jensen (2008), “The Wisdom of
Collective Crowds: Collective Innovation in the Age of Networked Marketing,” Journal of
Macromarketing, 28 (4), 339-354.

Crossref

IS1

Google Scholar

Layton Roger A. (2007), “Marketing Systems - A Core Macromarketing Concept,” Journal
of Macromarketing, 27 (3), 227-242.

Crossref

Google Scholar

Leiss William, Kline Stephen, Jhally Sut, Botterill Jacqueline (2005), Social
Communication in Advertising; Consumption in the Mediated Marketplace. 3rd ed.
London: Routledge.

GO TO REFERENCE

Google Scholar

Lim Shawn (2018), “Dolce & Gabbana Slammed Once Again for its Latest ‘DG Loves
China’ Campaign,” The Drum, (accessed January 5, 2023), [available



https://www.itv.com/news/2020-09-14/perfume-brand-jo-malone-apologises-to-john-boyega-for-replacing-actor-in-chinese-version-of-advert
https://www.itv.com/news/2020-09-14/perfume-brand-jo-malone-apologises-to-john-boyega-for-replacing-actor-in-chinese-version-of-advert
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr57-02761467231178550
https://scholar.google.com/scholar_lookup?title=Perfume+brand+Jo+Malone+Apologizes+to+John+Boyega+for+Replacing+Actor+in+Chinese+Version+of+Advert&publication_year=2020
https://www.vox.com/the-goods/2018/11/21/18106473/dolce-gabbana-fashion-show-china-racism-instagram
https://www.vox.com/the-goods/2018/11/21/18106473/dolce-gabbana-fashion-show-china-racism-instagram
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr58-02761467231178550
https://scholar.google.com/scholar_lookup?title=A+Dolce+%26+Gabbana+Show+was+Cancelled+after+Racist+Online+Messages+Leaked&author=Rebecca+Jennings&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr59-02761467231178550
https://doi.org/10.2753/JOA0091-3367410306
https://scholar.google.com/scholar_lookup?title=What+About+the+Intended+Consequences%3F+Examining+the+Effects+of+Race-Stereotyped+Portrayals+on+Advertising+Effectiveness&author=Guillaume+D.+Johnson&author=Sonya+A.+Grier&publication_year=2012&journal=Journal+of+Advertising&pages=91-106&doi=10.2753%2FJOA0091-3367410306
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr60-02761467231178550
https://doi.org/10.1086/422122
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000224129300019
https://scholar.google.com/scholar_lookup?title=The+Dynamics+of+Brand+Legitimacy%3A+An+Interpretive+Study+in+the+Gay+Men%E2%80%99s+Community&author=Steven+M+Kates&publication_year=2004&journal=Journal+of+Consumer+Research&pages=455-464&doi=10.1086%2F422122
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr61-02761467231178550
https://doi.org/10.1080/00913367.1999.10673582
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000082643000004
https://scholar.google.com/scholar_lookup?title=The+Ever+Entangling+Web%3A+A+Study+of+Ideologies+and+Discourses+in+Advertising+to+Women&author=Steven+M.+Kates&author=Glenda+Shaw-Garlock&publication_year=1999&journal=Journal+of+Advertising&pages=33-49&doi=10.1080%2F00913367.1999.10673582
https://doi.org/10.1177/0276146708325382
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000207652000003
https://scholar.google.com/scholar_lookup?title=The+Wisdom+of+Collective+Crowds%3A+Collective+Innovation+in+the+Age+of+Networked+Marketing&author=Robert+V.+Kozinets&author=Andrea+Hemetsberger&author=Hope+Jensen+Schau&publication_year=2008&journal=Journal+of+Macromarketing&pages=339-354&doi=10.1177%2F0276146708325382
https://doi.org/10.1177/0276146707302836
https://scholar.google.com/scholar_lookup?title=Marketing+Systems+%E2%80%93+A+Core+Macromarketing+Concept&author=Roger+A+Layton&publication_year=2007&journal=Journal+of+Macromarketing&pages=227-242&doi=10.1177%2F0276146707302836
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr64-02761467231178550
https://scholar.google.com/scholar_lookup?title=Social+Communication+in+Advertising%3B+Consumption+in+the+Mediated+Marketplace&author=William+Leiss&author=Stephen+Kline&author=Sut+Jhally&author=Jacqueline+Botterill&publication_year=2005

22

at https://www.thedrum.com/news/2018/11/20/dolce-gabbana-slammed-once-
again-its-latest-dg-loves-china-campaign].

GO TO REFERENCE

Google Scholar

Livas Christos (2021), “The Powers and Perils of Societal Advertising,” Journal of
Macromarketing, 41 (3), 454-470.

Crossref

IS1

Google Scholar

Loxam Angela (2016), “Profiting from War: Bovril Advertising during World War

I,” Journal of Macromarketing, 36 (2), 198-214.

Crossref

Google Scholar

Lusch Robert F., Webster Frederick E. (2011), “A Stakeholder-Unifying, Cocreation
Philosophy for Marketing,” Journal of Macromarketing, 31 (2), 129-134.

Crossref

IS1

Google Scholar

Malvern Jack (2020), “John Boyega Quits as Jo Malone Ambassador in Row over Chinese
Ad,” The Times, (accessed August 2 2022), [available

at https://www.thetimes.co.uk/article /john-boyega-quits-as-jo-malone-ambassador-
in-row-over-chinese-ad-f6s97s6d8].

GO TO REFERENCE

Google Scholar

Marchand Roland (1985), Advertising the American Dream. Making Way for Modernity
1920::1940. Berkeley and Los Angeles, California: University of California Press.
Crossref

Google Scholar

McDonald Robert E., Laverie Debra A., Manis Kerry T. (2021), “The Interplay Between
Advertising and Society: An Historical Analysis,” Journal of Macromarketing, 41 (4), 585-
609.

GO TO REFERENCE

Crossref

IS1

Google Scholar

McEleny Charlotte (2018), “What Brands can Learn from the Fallout from D&G’s
Offensive Chinese ads,” The Drum, (accessed July 23, 2022), [available

at https://www.thedrum.com/news/2018/12 /03 /what-brands-can-learn-the-fallout-
dg-s-offensive-chinese-ads].

GO TO REFERENCE

Google Scholar

Mick David G., Buhl Claus (1992), “A Meaning-Based Model of Advertising
Experiences,” Journal of Consumer Research, 19 (3), 317-338.

Crossref

IS1

Google Scholar

Mick David G. and Politi Laura G. (1989), “Consumer’s Interpretation of Advertising
Imagery: A Visit to the Hell of Connotation,” in Interpretive Consumer Research,
Hirschman Elizabeth C., ed. Provo, UT: Association for Consumer Research, 85-96.



https://www.thedrum.com/news/2018/11/20/dolce-gabbana-slammed-once-again-its-latest-dg-loves-china-campaign
https://www.thedrum.com/news/2018/11/20/dolce-gabbana-slammed-once-again-its-latest-dg-loves-china-campaign
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr65-02761467231178550
https://scholar.google.com/scholar_lookup?title=Dolce+%26+Gabbana+Slammed+Once+Again+for+its+Latest+%E2%80%98DG+Loves+China%E2%80%99+Campaign&author=Shawn+Lim&publication_year=2018
https://doi.org/10.1177/0276146720978261
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000599552700001
https://scholar.google.com/scholar_lookup?title=The+Powers+and+Perils+of+Societal+Advertising&author=Christos+Livas&publication_year=2021&journal=Journal+of+Macromarketing&pages=454-470&doi=10.1177%2F0276146720978261
https://doi.org/10.1177/0276146715593987
https://scholar.google.com/scholar_lookup?title=Profiting+from+War%3A+Bovril+Advertising+during+World+War+II&author=Angela+Loxam&publication_year=2016&journal=Journal+of+Macromarketing&pages=198-214&doi=10.1177%2F0276146715593987
https://doi.org/10.1177/0276146710397369
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000290278600002
https://scholar.google.com/scholar_lookup?title=A+Stakeholder-Unifying%2C+Cocreation+Philosophy+for+Marketing&author=Robert+F.+Lusch&author=Frederick+E.+Webster&publication_year=2011&journal=Journal+of+Macromarketing&pages=129-134&doi=10.1177%2F0276146710397369
https://www.thetimes.co.uk/article/john-boyega-quits-as-jo-malone-ambassador-in-row-over-chinese-ad-f6s97s6d8
https://www.thetimes.co.uk/article/john-boyega-quits-as-jo-malone-ambassador-in-row-over-chinese-ad-f6s97s6d8
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr69-02761467231178550
https://scholar.google.com/scholar_lookup?title=John+Boyega+Quits+as+Jo+Malone+Ambassador+in+Row+over+Chinese+Ad&author=Jack+Malvern&publication_year=2020
https://doi.org/10.1525/9780520342668
https://scholar.google.com/scholar_lookup?title=Advertising+the+American+Dream.+Making+Way+for+Modernity+1920%3A%3A1940&author=Roland+Marchand&publication_year=1985&doi=10.1525%2F9780520342668
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr71-02761467231178550
https://doi.org/10.1177/0276146720964324
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000578780500001
https://scholar.google.com/scholar_lookup?title=The+Interplay+Between+Advertising+and+Society%3A+An+Historical+Analysis&author=Robert+E.+McDonald&author=Debra+A.+Laverie&author=Kerry+T.+Manis&publication_year=2021&journal=Journal+of+Macromarketing&pages=585-609&doi=10.1177%2F0276146720964324
https://www.thedrum.com/news/2018/12/03/what-brands-can-learn-the-fallout-dg-s-offensive-chinese-ads
https://www.thedrum.com/news/2018/12/03/what-brands-can-learn-the-fallout-dg-s-offensive-chinese-ads
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr72-02761467231178550
https://scholar.google.com/scholar_lookup?title=What+Brands+can+Learn+from+the+Fallout+from+D%26G%E2%80%99s+Offensive+Chinese+ads&author=Charlotte+McEleny&publication_year=2018
https://doi.org/10.1086/209305
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1992KC51800002
https://scholar.google.com/scholar_lookup?title=A+Meaning-Based+Model+of+Advertising+Experiences&author=David+G.+Mick&author=Claus+Buhl&publication_year=1992&journal=Journal+of+Consumer+Research&pages=317-338&doi=10.1086%2F209305

23

GO TO REFERENCE

Google Scholar

Middleton Karen, Turnbull Sarah (2021), “How Advertising got ‘Woke’: The Institutional
Role of Adverting in the Emergence of Gender Progressive Market Logics and
Practices,” Marketing Theory, 21 (4), 561-578.

Crossref

IS1

Google Scholar

Middleton Karen, Turnbull Sarah, de Oliveira Mauro José (2020), “Female Role
Portrayals in Brazilian Advertising: Are Outdated Cultural Stereotypes Preventing
Change?” International Journal of Advertising, 39 (5), 679-698.

Crossref

Google Scholar

Modica Matteo (2018), “What the D&G Incident Means for ‘Brand Italy,” Medium,
(accessed March 6, 2023), [available at https://medium.com/@matteo modica/what-
the-d-g-incident-means-for-brand-italy-3bf83fa4c8c7].

Google Scholar

O’Donohoe Stephanie (1999), “Nationality and Negotiation of Advertising Meaning,”
in Advances in Consumer Research, Arnould Eric J., Scott Linda M., eds. Vol. 26, Provo, UT:
Association for Consumer Research, 684-698.

GO TO REFERENCE

Google Scholar

O’Donohoe Stephanie, Tynan Caroline (1998), “Beyond Sophistication: Dimensions of
Advertising Literacy,” International Journal of Advertising, 17 (4), 467-482.

GO TO REFERENCE

Crossref

Google Scholar

Onibada Ade (2020), “John Boyega will no Longer be a Jo Malone Ambassador after the
Brand cut him out of the Chinese Version of an Ad,” Buzzfeed News, (accessed July 28,
2022), [available at https://www.buzzfeednews.com/article/adeonibada/jo-malone-
john-boyega-liu-haoran-reshoot].

Google Scholar

Pan Yiling (2018), “Is it Racist? Dolce & Gabbana’s new ad Campaign Sparks Uproar in
China,” Jing Daily, (accessed July 25, 2022), [available at https://jingdaily.com/dolce-
gabbana-racism/].

GO TO REFERENCE

Google Scholar

Patterson Maurice, Elliott Richard (2002), “Negotiating Masculinities: Advertising and
the Inversion of the Male Gaze,” Consumption Markets & Culture, 5 (3), 231-249.

GO TO REFERENCE

Crossref

Google Scholar

Paulson Erika L., 0'Guinn Thomas C. (2018), “Marketing Social Class and Ideology in
Post-World-War-Two American Print Advertising,” Journal of Macromarketing, 28(1), 7-
28.

GO TO REFERENCE

Crossref

Google Scholar



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr74-02761467231178550
https://scholar.google.com/scholar_lookup?title=Consumer%E2%80%99s+Interpretation+of+Advertising+Imagery%3A+A+Visit+to+the+Hell+of+Connotation&author=David+G+Mick&author=Laura+G.+Politi&publication_year=1989&pages=85-96
https://doi.org/10.1177/14705931211035163
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000679509200001
https://scholar.google.com/scholar_lookup?title=How+Advertising+got+%E2%80%98Woke%E2%80%99%3A+The+Institutional+Role+of+Adverting+in+the+Emergence+of+Gender+Progressive+Market+Logics+and+Practices&author=Karen+Middleton&author=Sarah+Turnbull&publication_year=2021&journal=Marketing+Theory&pages=561-578&doi=10.1177%2F14705931211035163
https://doi.org/10.1080/02650487.2019.1658428
https://scholar.google.com/scholar_lookup?title=Female+Role+Portrayals+in+Brazilian+Advertising%3A+Are+Outdated+Cultural+Stereotypes+Preventing+Change%3F&author=Karen+Middleton&author=Sarah+Turnbull&author=Mauro+Jos%C3%A9+de+Oliveira&publication_year=2020&journal=International+Journal+of+Advertising&pages=679-698&doi=10.1080%2F02650487.2019.1658428
https://medium.com/@matteo_modica/what-the-d-g-incident-means-for-brand-italy-3bf83fa4c8c7
https://medium.com/@matteo_modica/what-the-d-g-incident-means-for-brand-italy-3bf83fa4c8c7
https://scholar.google.com/scholar_lookup?title=What+the+D%26G+Incident+Means+for+%E2%80%98Brand+Italy&author=Matteo+Modica&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr78-02761467231178550
https://scholar.google.com/scholar_lookup?title=Nationality+and+Negotiation+of+Advertising+Meaning&author=Stephanie+O%E2%80%99Donohoe&publication_year=1999&pages=684-698
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr79-02761467231178550
https://doi.org/10.1080/02650487.1998.11104733
https://scholar.google.com/scholar_lookup?title=Beyond+Sophistication%3A+Dimensions+of+Advertising+Literacy&author=Stephanie+O%E2%80%99Donohoe&author=Caroline+Tynan&publication_year=1998&journal=International+Journal+of+Advertising&pages=467-482&doi=10.1080%2F02650487.1998.11104733
https://www.buzzfeednews.com/article/adeonibada/jo-malone-john-boyega-liu-haoran-reshoot
https://www.buzzfeednews.com/article/adeonibada/jo-malone-john-boyega-liu-haoran-reshoot
https://scholar.google.com/scholar_lookup?title=John+Boyega+will+no+Longer+be+a+Jo+Malone+Ambassador+after+the+Brand+cut+him+out+of+the+Chinese+Version+of+an+Ad&author=Ade+Onibada&publication_year=2020
https://jingdaily.com/dolce-gabbana-racism/
https://jingdaily.com/dolce-gabbana-racism/
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr81-02761467231178550
https://scholar.google.com/scholar_lookup?title=Is+it+Racist%3F+Dolce+%26+Gabbana%E2%80%99s+new+ad+Campaign+Sparks+Uproar+in+China&author=Yiling+Pan&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr82-02761467231178550
https://doi.org/10.1080/10253860290031631
https://scholar.google.com/scholar_lookup?title=Negotiating+Masculinities%3A+Advertising+and+the+Inversion+of+the+Male+Gaze&author=Maurice+Patterson&author=Richard+Elliott&publication_year=2002&journal=Consumption+Markets+%26+Culture&pages=231-249&doi=10.1080%2F10253860290031631
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr83-02761467231178550
https://doi.org/10.1177/0276146717733788
https://scholar.google.com/scholar_lookup?title=Marketing+Social+Class+and+Ideology+in+Post-World-War-Two+American+Print+Advertising&author=Erika+L.+Paulson&author=Thomas+C.+O%E2%80%99Guinn&publication_year=2018&journal=Journal+of+Macromarketing&pages=7-28&doi=10.1177%2F0276146717733788

24

Pollay Richard W. (1986), “The Distorted Mirror: Reflections on the Unintended
Consequences of Advertising,” Journal of Marketing, 50 (2), 18-36.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Puntoni Stefano, Schroeder Jonathan E., Ritson Mark (2010), “Meaning Matters,” Journal
of Advertising, 39 (2), 51-64.

Crossref

IS1

Google Scholar

Rhodes Carl (2023), Woke Capitalism: How Corporate Morality is Sabotaging Democracy.
Bristol: Bristol University Press.

Google Scholar

Ritschel Chelsea (2018), “Dolce & Gabbana Accused of Racism in New Campaign,” The
Independent, (accessed July 25, 2022), [available

at https://www.independent.co.uk/life-style /fashion/dolce-and-gabbana-campaign-
racism-china-dg-loves-china-fashion-designer-a8643761.html].

GO TO REFERENCE

Google Scholar

Ritson Mark, Elliott Richard (1999), “The Social Uses of Advertising: An Ethnographic
Study of Adolescent Advertising Audiences,” Journal of Consumer Research, 26 (3), 260-
2717.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Rofdner Anna, Kammerer Maren, Eisend Martin (2017), “Effects of Ethnic Advertising on
Consumers of Minority and Majority Groups: The Moderating Effect of

Humor,” International Journal of Advertising, 36 (1), 190-205.

GO TO REFERENCE

Crossref

Google Scholar

Rome Alexandra Serra, O’'Donohoe Stephanie, Dunnett Susan (2020), “Problematizing
the Postfeminist Gaze: A Critical Exploration of Young Women'’s Reading of Gendered
Power Relations in Advertising,” Journal of Macromarketing, 40 (4), 546-562.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Rubie-Davies Christine M., Liu Sabrina, Lee Kai-Chi Kaiti (2013), “Watching Each Other:
Portrayals of Gender and Ethnicity in Television Advertising,” Journal of Social
Psychology, 153 (2), 175-195.

GO TO REFERENCE

Crossref

PubMed

IS1

Google Scholar



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr84-02761467231178550
https://doi.org/10.1177/002224298605000202
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1986C193200002
https://scholar.google.com/scholar_lookup?title=The+Distorted+Mirror%3A+Reflections+on+the+Unintended+Consequences+of+Advertising&author=Richard+W+Pollay&publication_year=1986&journal=Journal+of+Marketing&pages=18-36&doi=10.1177%2F002224298605000202
https://doi.org/10.2753/JOA0091-3367390204
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000278780200004
https://scholar.google.com/scholar_lookup?title=Meaning+Matters&author=Stefano+Puntoni&author=Jonathan+E.+Schroeder&author=Mark+Ritson&publication_year=2010&journal=Journal+of+Advertising&pages=51-64&doi=10.2753%2FJOA0091-3367390204
https://scholar.google.com/scholar_lookup?title=Woke+Capitalism%3A+How+Corporate+Morality+is+Sabotaging+Democracy&author=Carl+Rhodes&publication_year=2023
https://www.independent.co.uk/life-style/fashion/dolce-and-gabbana-campaign-racism-china-dg-loves-china-fashion-designer-a8643761.html
https://www.independent.co.uk/life-style/fashion/dolce-and-gabbana-campaign-racism-china-dg-loves-china-fashion-designer-a8643761.html
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr87-02761467231178550
https://scholar.google.com/scholar_lookup?title=Dolce+%26+Gabbana+Accused+of+Racism+in+New+Campaign&author=Chelsea+Ritschel&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr88-02761467231178550
https://doi.org/10.1086/209562
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000084564300004
https://scholar.google.com/scholar_lookup?title=The+Social+Uses+of+Advertising%3A+An+Ethnographic+Study+of+Adolescent+Advertising+Audiences&author=Mark+Ritson&author=Richard+Elliott&publication_year=1999&journal=Journal+of+Consumer+Research&pages=260-277&doi=10.1086%2F209562
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr89-02761467231178550
https://doi.org/10.1080/02650487.2016.1168907
https://scholar.google.com/scholar_lookup?title=Effects+of+Ethnic+Advertising+on+Consumers+of+Minority+and+Majority+Groups%3A+The+Moderating+Effect+of+Humor&author=Anna+R%C3%B6%C3%9Fner&author=Maren+Kammerer&author=Martin+Eisend&publication_year=2017&journal=International+Journal+of+Advertising&pages=190-205&doi=10.1080%2F02650487.2016.1168907
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr90-02761467231178550
https://doi.org/10.1177/0276146720950765
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000572772300008
https://scholar.google.com/scholar_lookup?title=Problematizing+the+Postfeminist+Gaze%3A+A+Critical+Exploration+of+Young+Women%E2%80%99s+Reading+of+Gendered+Power+Relations+in+Advertising&author=Alexandra+Serra+Rome&author=Stephanie+O%E2%80%99Donohoe&author=Susan+Dunnett&publication_year=2020&journal=Journal+of+Macromarketing&pages=546-562&doi=10.1177%2F0276146720950765
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr91-02761467231178550
https://doi.org/10.1080/00224545.2012.717974
https://www.ncbi.nlm.nih.gov/pubmed/23484346
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000322304500006
https://scholar.google.com/scholar_lookup?title=Watching+Each+Other%3A+Portrayals+of+Gender+and+Ethnicity+in+Television+Advertising&author=Christine+M.+Rubie-Davies&author=Sabrina+Liu&author=Kai-Chi+Kaiti+Lee&publication_year=2013&journal=Journal+of+Social+Psychology&pages=175-195&doi=10.1080%2F00224545.2012.717974&pmid=23484346

25

Schau Hope Jensen, Muniz Albert M., Arnould EricJ. (2009), “How Brand Community
Practices Create Value,” Journal of Marketing, 73 (5), 30-51.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Scott Linda M. (1994), “The Bridge from Text to Mind: Adapting Reader-Response
Theory to Consumer Research,” Journal of Consumer Research, 21 (3), 461-480.
Crossref

IS1

Google Scholar

Scott Linda M. (2005), Fresh Lipstick: Redressing Fashion and Feminism. New York, New
York: Palgrave MacMillan.

GO TO REFERENCE

Google Scholar

Shultz Clifford J. II (2009), “Examining the Interactions among Markets, Marketing, and
Society,” Journal of Macromarketing, 29 (1), 3-4.

Crossref

IS1

Google Scholar

Skalén Per, Pace Stefano, Cova Bernard (2015), “Firm-Brand Community Value Co-
Creation as Alignment of Practices,” European Journal of Marketing, 49 (3/4), 0309-
0566.

GO TO REFERENCE

Crossref

Google Scholar

Smith Charlotte (2020), “Jo Malone Defends Herself over John Boyega Advert Racism
row: “I'm Going to Fight for my Reputation”,” Wales Online, (accessed July 29, 2022),
[available at https://www.walesonline.co.uk/whats-on/whats-on-news/jo-malone-
defends-herself-over-18955586].

GO TO REFERENCE

Google Scholar

Sobande Francesca (2020), “Woke-Washing: “Intersectional” Femvertising and
Branding “Woke” Bravery,” European Journal of Marketing, 54 (11), 2723-2745.
Crossref

Google Scholar

Stanton Julie (2022), “Introducing the Macromarketing Pedagogy Section of the Journal
of Macromarketing,” Journal of Macromarketing, 42 (2), 326-327.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Stern Barbara B. (1989), “Literary Criticism and Consumer Research: Overview and
[llustrative Analysis,” Journal of Consumer Research, 16 (3), 322-334.

Crossref

Google Scholar

Stern Barbara B. (1993), “Feminist Literary Criticism and the Deconstruction of Ads: A
Postmodern View of Advertising and Consumer Responses,” Journal of Consumer
Research, 19 (4), 556-566.



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr92-02761467231178550
https://doi.org/10.1509/jmkg.73.5.30
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000269096400003
https://scholar.google.com/scholar_lookup?title=How+Brand+Community+Practices+Create+Value&author=Hope+Jensen+Schau&author=Albert+M.+Muniz&author=Eric+J.+Arnould&publication_year=2009&journal=Journal+of+Marketing&pages=30-51&doi=10.1509%2Fjmkg.73.5.30
https://doi.org/10.1086/209411
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1994PZ08100006
https://scholar.google.com/scholar_lookup?title=The+Bridge+from+Text+to+Mind%3A+Adapting+Reader-Response+Theory+to+Consumer+Research&author=Linda+M+Scott&publication_year=1994&journal=Journal+of+Consumer+Research&pages=461-480&doi=10.1086%2F209411
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr94-02761467231178550
https://scholar.google.com/scholar_lookup?title=Fresh+Lipstick%3A+Redressing+Fashion+and+Feminism&author=Linda+M+Scott&publication_year=2005
https://doi.org/10.1177/0276146708329040
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000282466700001
https://scholar.google.com/scholar_lookup?title=Examining+the+Interactions+among+Markets%2C+Marketing%2C+and+Society&author=Clifford+J.+Shultz&publication_year=2009&journal=Journal+of+Macromarketing&pages=3-4&doi=10.1177%2F0276146708329040
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr96-02761467231178550
https://doi.org/10.1108/EJM-08-2013-0409
https://scholar.google.com/scholar_lookup?title=Firm-Brand+Community+Value+Co-Creation+as+Alignment+of+Practices&author=Per+Sk%C3%A5l%C3%A9n&author=Stefano+Pace&author=Bernard+Cova&publication_year=2015&journal=European+Journal+of+Marketing&pages=0309-0566&doi=10.1108%2FEJM-08-2013-0409
https://www.walesonline.co.uk/whats-on/whats-on-news/jo-malone-defends-herself-over-18955586
https://www.walesonline.co.uk/whats-on/whats-on-news/jo-malone-defends-herself-over-18955586
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr97-02761467231178550
https://scholar.google.com/scholar_lookup?title=Jo+Malone+Defends+Herself+over+John+Boyega+Advert+Racism+row%3A+%E2%80%9CI%E2%80%99m+Going+to+Fight+for+my+Reputation%E2%80%9D&author=Charlotte+Smith&publication_year=2020
https://doi.org/10.1108/EJM-02-2019-0134
https://scholar.google.com/scholar_lookup?title=Woke-Washing%3A+%E2%80%9CIntersectional%E2%80%9D+Femvertising+and+Branding+%E2%80%9CWoke%E2%80%9D+Bravery&author=Francesca+Sobande&publication_year=2020&journal=European+Journal+of+Marketing&pages=2723-2745&doi=10.1108%2FEJM-02-2019-0134
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr99-02761467231178550
https://doi.org/10.1177/02761467221074002
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000751409800001
https://scholar.google.com/scholar_lookup?title=Introducing+the+Macromarketing+Pedagogy+Section+of+the+Journal+of+Macromarketing&author=Julie+Stanton&publication_year=2022&journal=Journal+of+Macromarketing&pages=326-327&doi=10.1177%2F02761467221074002
https://doi.org/10.1086/209218
https://scholar.google.com/scholar_lookup?title=Literary+Criticism+and+Consumer+Research%3A+Overview+and+Illustrative+Analysis&author=Barbara+B+Stern&publication_year=1989&journal=Journal+of+Consumer+Research&pages=322-334&doi=10.1086%2F209218

26

GO TO REFERENCE

Crossref

ISI

Google Scholar

Sternadori Miglena, Abitol Alan (2022), “How Male Consumers Respond to “Enlightened
Manvertising” Campaigns: Gender Schema, Hostile Sexism, and Political Orientation
Feed Attitudes,” Journal of Advertising Research, 62 (1), 87-101.

GO TO REFERENCE

Crossref

Google Scholar

Tadajewski Mark (2012), “Character Analysis and Racism in Marketing Theory and
Practice,” Marketing Theory, 12 (4), 485-508.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Taylor Charles R., Landreth Stacy, Bang Hae-Kyong (2005), “Asian Americans in
Magazine Advertising: Portrayals of the “Model Minority”,” Journal of Macromarketing,
25(2),163-174.

Crossref

Google Scholar

Taylor Charles R., Stern Barbara B. (1997), “Asian-Americans: Television Advertising
and the “Model Minority” Stereotype,” Journal of Advertising, 26 (2), 47-61.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Thompson Craig J., Haytko Diana L. (1997), “Speaking of Fashion: Consumers’ uses of
Fashion Discourses and the Appropriation of Countervailing Cultural Meanings,” Journal
of Consumer Research, 24 (1), 15-42.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Tshichla Eirini, Zotos Yorgos (2016), “Gender Portrayals Revisited: Searching for
Explicit and Implicit Stereotypes in Cypriot Magazine Advertisements,” International
Journal of Advertising, 35 (6), 983-1007.

GO TO REFERENCE

Crossref

Google Scholar

Vargo Stephen L., Lusch Robert F. (2004), “Evolving to a New Dominant Logic for
Marketing,” Journal of Marketing, 68 (1), 1-17.

Crossref

IS1

Google Scholar

Verhellen Yann, Dens Nathalie, de Pelsmacker Patrick (2016), “A Longitudinal Content
Analysis of Gender Role Portrayal in Belgian Television Advertising,” Journal of
Marketing Communications, 22 (2), 170-188.

GO TO REFERENCE



https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr101-02761467231178550
https://doi.org/10.1086/209322
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1993KQ35100006
https://scholar.google.com/scholar_lookup?title=Feminist+Literary+Criticism+and+the+Deconstruction+of+Ads%3A+A+Postmodern+View+of+Advertising+and+Consumer+Responses&author=Barbara+B+Stern&publication_year=1993&journal=Journal+of+Consumer+Research&pages=556-566&doi=10.1086%2F209322
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr102-02761467231178550
https://doi.org/10.2501/JAR-2022-006
https://scholar.google.com/scholar_lookup?title=How+Male+Consumers+Respond+to+%E2%80%9CEnlightened+Manvertising%E2%80%9D+Campaigns%3A+Gender+Schema%2C+Hostile+Sexism%2C+and+Political+Orientation+Feed+Attitudes&author=Miglena+Sternadori&author=Alan+Abitol&publication_year=2022&journal=Journal+of+Advertising+Research&pages=87-101&doi=10.2501%2FJAR-2022-006
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr103-02761467231178550
https://doi.org/10.1177/1470593112457742
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000312203300008
https://scholar.google.com/scholar_lookup?title=Character+Analysis+and+Racism+in+Marketing+Theory+and+Practice&author=Mark+Tadajewski&publication_year=2012&journal=Marketing+Theory&pages=485-508&doi=10.1177%2F1470593112457742
https://doi.org/10.1177/0276146705280634
https://scholar.google.com/scholar_lookup?title=Asian+Americans+in+Magazine+Advertising%3A+Portrayals+of+the+%E2%80%9CModel+Minority%E2%80%9D&author=Charles+R.+Taylor&author=Stacy+Landreth&author=Hae-Kyong+Bang&publication_year=2005&journal=Journal+of+Macromarketing&pages=163-174&doi=10.1177%2F0276146705280634
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr105-02761467231178550
https://doi.org/10.1080/00913367.1997.10673522
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1997XR47200004
https://scholar.google.com/scholar_lookup?title=Asian-Americans%3A+Television+Advertising+and+the+%E2%80%9CModel+Minority%E2%80%9D+Stereotype&author=Charles+R.+Taylor&author=Barbara+B.+Stern&publication_year=1997&journal=Journal+of+Advertising&pages=47-61&doi=10.1080%2F00913367.1997.10673522
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr107-02761467231178550
https://doi.org/10.1086/209491
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=A1997XH95500002
https://scholar.google.com/scholar_lookup?title=Speaking+of+Fashion%3A+Consumers%E2%80%99+uses+of+Fashion+Discourses+and+the+Appropriation+of+Countervailing+Cultural+Meanings&author=Craig+J.+Thompson&author=Diana+L.+Haytko&publication_year=1997&journal=Journal+of+Consumer+Research&pages=15-42&doi=10.1086%2F209491
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr108-02761467231178550
https://doi.org/10.1080/02650487.2016.1189250
https://scholar.google.com/scholar_lookup?title=Gender+Portrayals+Revisited%3A+Searching+for+Explicit+and+Implicit+Stereotypes+in+Cypriot+Magazine+Advertisements&author=Eirini+Tshichla&author=Yorgos+Zotos&publication_year=2016&journal=International+Journal+of+Advertising&pages=983-1007&doi=10.1080%2F02650487.2016.1189250
https://doi.org/10.1509/jmkg.68.1.1.24036
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000188005600001
https://scholar.google.com/scholar_lookup?title=Evolving+to+a+New+Dominant+Logic+for+Marketing&author=Stephen+L.+Vargo&author=Robert+F.+Lusch&publication_year=2004&journal=Journal+of+Marketing&pages=1-17&doi=10.1509%2Fjmkg.68.1.1.24036
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr110-02761467231178550

27

Crossref

Google Scholar

Wang Connie (2019), “The Real Story Behind H&M’s Racist Monkey Sweatshirt,”
Refinery29, (accessed August 2, 2022), [available at https://www.refinery29.com/en-
us/2019/07/237347 /h-m-racist-hoodie-controversy-diversity-problem].

GO TO REFERENCE

Google Scholar

West Samantha (2018), “H&M faced Backlash over its ‘Monkey’ Sweatshirt Ad. [tisn’t
the Company’s only Controversy,” The Washington Post, (accessed August 3, 2022),
[available at https://www.washingtonpost.com/news/arts-and-
entertainment/wp/2018/01/19/hm-faced-backlash-over-its-monkey-sweatshirt-ad-it-
isnt-the-companys-only-controversy/].

GO TO REFERENCE

Google Scholar

Windels Kasey (2016), “Stereotypical or Just Typical? How do US Practitioners View the
Role and Function of Gender Stereotypes in Advertisements?” International Journal of
Advertising, 35 (5), 864-887.

GO TO REFERENCE

Crossref

Google Scholar

Wooliscroft Ben (2021), “Macromarketing and the Systems Imperative,” Journal of
Macromarketing, 41 (1), 116-123.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Yannopoulou Natalia, Elliott Richard (2008), “Open Versus Closed Advertising Texts and
Interpretive Communities,” International Journal of Advertising, 27 (1), 9-36.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Yazdanparast Atefah, Naderi Iman, Spears Nancy, Fabrize Robert 0. (2018),
“Advertising and Pseudo-Culture: An Analysis of the Changing Portrayal of Women in
Print Advertisements,” Journal of Macromarketing, 38 (2), 185-205.

GO TO REFERENCE

Crossref

IS1

Google Scholar

Yoo Jinnie Jinyoung, Lee Wei-Na (2016), “Calling it Out: The Impact of National Identity
on Consumer Response to Ads with a Patriotic Theme,” Journal of Advertising, 45 (2),
244-255.

GO TO REFERENCE

Crossref

Google Scholar

Zhang Muqing M. (2018), “Dolce & Gabbana’s Cancelled Chopsticks Advert Shows us
Orientalism is Finally Being Taken Seriously as a Form of Racism,” Independent,
(accessed January 5, 2023), [available at https://www.independent.co.uk/voices/dolce-
and-gabbana-racist-advert-chinese-woman-d-g-orientalism-video-a8649741.html].



https://doi.org/10.1080/13527266.2013.871321
https://scholar.google.com/scholar_lookup?title=A+Longitudinal+Content+Analysis+of+Gender+Role+Portrayal+in+Belgian+Television+Advertising&author=Yann+Verhellen&author=Nathalie+Dens&author=Patrick+de+Pelsmacker&publication_year=2016&journal=Journal+of+Marketing+Communications&pages=170-188&doi=10.1080%2F13527266.2013.871321
https://www.refinery29.com/en-us/2019/07/237347/h-m-racist-hoodie-controversy-diversity-problem
https://www.refinery29.com/en-us/2019/07/237347/h-m-racist-hoodie-controversy-diversity-problem
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr111-02761467231178550
https://scholar.google.com/scholar_lookup?title=The+Real+Story+Behind+H%26M%E2%80%99s+Racist+Monkey+Sweatshirt&author=Connie+Wang&publication_year=2019
https://www.washingtonpost.com/news/arts-and-entertainment/wp/2018/01/19/hm-faced-backlash-over-its-monkey-sweatshirt-ad-it-isnt-the-companys-only-controversy/
https://www.washingtonpost.com/news/arts-and-entertainment/wp/2018/01/19/hm-faced-backlash-over-its-monkey-sweatshirt-ad-it-isnt-the-companys-only-controversy/
https://www.washingtonpost.com/news/arts-and-entertainment/wp/2018/01/19/hm-faced-backlash-over-its-monkey-sweatshirt-ad-it-isnt-the-companys-only-controversy/
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr112-02761467231178550
https://scholar.google.com/scholar_lookup?title=H%26M+faced+Backlash+over+its+%E2%80%98Monkey%E2%80%99+Sweatshirt+Ad.+It+isn%E2%80%99t+the+Company%E2%80%99s+only+Controversy&author=Samantha+West&publication_year=2018
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr113-02761467231178550
https://doi.org/10.1080/02650487.2016.1160855
https://scholar.google.com/scholar_lookup?title=Stereotypical+or+Just+Typical%3F+How+do+US+Practitioners+View+the+Role+and+Function+of+Gender+Stereotypes+in+Advertisements%3F&author=Kasey+Windels&publication_year=2016&journal=International+Journal+of+Advertising&pages=864-887&doi=10.1080%2F02650487.2016.1160855
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr114-02761467231178550
https://doi.org/10.1177/0276146720980521
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000599561300001
https://scholar.google.com/scholar_lookup?title=Macromarketing+and+the+Systems+Imperative&author=Ben+Wooliscroft&publication_year=2021&journal=Journal+of+Macromarketing&pages=116-123&doi=10.1177%2F0276146720980521
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr115-02761467231178550
https://doi.org/10.1080/02650487.2008.11073039
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000253139700002
https://scholar.google.com/scholar_lookup?title=Open+Versus+Closed+Advertising+Texts+and+Interpretive+Communities&author=Natalia+Yannopoulou&author=Richard+Elliott&publication_year=2008&journal=International+Journal+of+Advertising&pages=9-36&doi=10.1080%2F02650487.2008.11073039
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr116-02761467231178550
https://doi.org/10.1177/0276146718762475
http://gateway.webofknowledge.com/gateway/Gateway.cgi?GWVersion=2&DestApp=WOS_CPL&UsrCustomerID=5e3815c904498985e796fc91436abd9a&SrcAuth=atyponcel&SrcApp=literatum&DestLinkType=FullRecord&KeyUT=000432089400005
https://scholar.google.com/scholar_lookup?title=Advertising+and+Pseudo-Culture%3A+An+Analysis+of+the+Changing+Portrayal+of+Women+in+Print+Advertisements&author=Atefah+Yazdanparast&author=Iman+Naderi&author=Nancy+Spears&author=Robert+O.+Fabrize&publication_year=2018&journal=Journal+of+Macromarketing&pages=185-205&doi=10.1177%2F0276146718762475
https://journals.sagepub.com/doi/10.1177/02761467231178550#body-ref-bibr117-02761467231178550
https://doi.org/10.1080/00913367.2015.1065778
https://scholar.google.com/scholar_lookup?title=Calling+it+Out%3A+The+Impact+of+National+Identity+on+Consumer+Response+to+Ads+with+a+Patriotic+Theme&author=Jinnie+Jinyoung+Yoo&author=Wei-Na+Lee&publication_year=2016&journal=Journal+of+Advertising&pages=244-255&doi=10.1080%2F00913367.2015.1065778
https://www.independent.co.uk/voices/dolce-and-gabbana-racist-advert-chinese-woman-d-g-orientalism-video-a8649741.html
https://www.independent.co.uk/voices/dolce-and-gabbana-racist-advert-chinese-woman-d-g-orientalism-video-a8649741.html

Google Scholar
Zhou Nan, Belk Russell W. (2004), “Chinese Consumer Readings of Global and Local
Advertising Appeals,” Journal of Advertising, 33 (3), 63-76.

28


https://scholar.google.com/scholar_lookup?title=Dolce+%26+Gabbana%E2%80%99s+Cancelled+Chopsticks+Advert+Shows+us+Orientalism+is+Finally+Being+Taken+Seriously+as+a+Form+of+Racism&author=Muqing+M+Zhang&publication_year=2018

