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The book reinforces the notion that the television viewing experience is now enhanced 
with a “second screen” which connects the viewer, not only to other viewers but also to the 
creative team behind programs. In that regard, Daniel Faltesek’s “Managing Multiscreen” 
serves as a befitting conclusion to the book. Faltesek, a professor at Oregon State University, 
discusses what the multiscreen revolution means for advertisers and how it has given fan 
communities increased control to “resist, reverse, and revise” the advertisers’ efforts.

This book would fit classes focused on television, social media influence, and per-
haps even classes that look at the role of audiences in communication theory contexts. 
Media professionals, producers, and television executives are also among those who 
would find this book useful, as it recounts both successful and unsuccessful attempts 
of content providers to win over viewers through social media.
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Advertising’s approach to creating consumers through experience and imagery has 
changed as the appearance and definition of consumer has changed. There are now more 
audiences to reach and different ways to reach them. Shalini Shankar’s book describes the 
ways that the advertising industry attempts to recognize and develop Asian American con-
sumers. Although written in a way that engages working advertisers as well as scholars, the 
book adds to the literature on ethnic and racial identity politics through an analysis of the 
advertising profession based on an ethnography of several advertising agencies.

Race and ethnicity matter in advertising because racial and ethnic groups different 
from the homogeneous White “mainstream” audience now provide more sources of 
profit than in previous generations. The techniques of advertising have expanded, 
moving beyond niche advertising to what Shankar labels “multicultural advertising” 
that targets minority groups through specific coded cultural language.

Shankar, a sociolinguistic anthropologist at Northwestern University, suggests that 
brand identity is constructed alongside racial/ethnic identity. Her book does not single 
out advertising or capitalism as the cause of racism. It is in fact a sharp departure from 
cultural analyses of advertising and commercial media in that it suggests that because of 
its centrality to identity politics advertising can be a force for improvement and genuine 
multicultural flourishing. Shankar does acknowledge that the industry professionals she 
interacted with had a superficial understanding of diversity as anything non-White, and 
that some of the executives embraced a colorblind ideology in their work.

Chapter 1 begins by looking at how the media representations of race and ethnicity 
have shifted over time as the social, economic, and legal status of Asian Americans has 
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shifted. The latter part of the chapter homes in on how Asian American advertising 
developed with distinction from other minority-focused consumer relations efforts.

Chapter 2 uses the practical aspects of advertising development to discuss the con-
ceptual and theoretical conditions of culture. The chapter is built around Shankar’s 
conception of identity formation through culture and the advertising agencies’ manip-
ulation and implementation of it. For Shankar and the advertising professionals, cul-
ture is produced through a process called transcreation, a buzzword for crafting 
messages for specific audiences.

Chapter 3 deals concretely with the perceptions that the advertising professionals have 
about race and ethnicity and their capacity to alter and promote those perceptions in the 
course of developing products and consumers. Shankar uses her interviewee responses to 
illustrate the relationship between affect and expertise. A key argument here is that “inter-
cultural affect enables the production of profit,” as multicultural advertisers make their 
corporate clients feel good about entering into a new racial/ethnic market despite unfamil-
iarity with cultural convention. In those cases, the use of in-culture language is as important 
as general professional credentials. Shankar outlines the dangers of too much cultural ref-
erence, which can be ethnically and racially reductive in concept and execution.

Chapter 4, focused on production, placement, and distribution, would find a wel-
come home in any contemporary collection of media industry studies. Throughout the 
chapter, Shankar uses terms like assemblage, space, and temporality but by this point 
in the book the reader has developed a working knowledge thanks to her expert expla-
nations. Shankar uses the chapter to argue that digital media help structure ethnic 
experience and engagement. In addition to reports on Shankar’s ethnography, the 
chapter contains analyses of particular advertising spots and campaigns, showcasing 
the racialized and racist turns that are easy for producers to take.

Advertising Diversity does not try to break new theoretical ground, but instead uses 
what theories already exist and tries them out against her ethnographic observations. 
Some mass communication scholars may wonder why she omits a discussion of audi-
ence segmentation from her treatment of niche advertising, or hope for a fuller treat-
ment of digital advertising, but there are other books for those problems. The result is 
a book with an instructive methodology for working advertising professionals as well 
as scholars of contemporary American mass culture.
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Transitioning from 2016 to 2017 in global politics is an ideal sociopolitical climate in 
which to absorb ideas purveyed in Global Media, Biopolitics and Affect: Politicizing 


