City University of New York (CUNY)
CUNY Academic Works

Student Theses and Dissertations Baruch College

Spring 5-24-2022

The Use of Ethnonyms in Communication Strategies

Cristina B. Gonzales Otoya Villanueva
CUNY Bernard M Baruch College

How does access to this work benefit you? Let us know!

More information about this work at: https://academicworks.cuny.edu/bb_etds/140

Discover additional works at: https://academicworks.cuny.edu

This work is made publicly available by the City University of New York (CUNY).
Contact: AcademicWorks@cuny.edu


https://academicworks.cuny.edu/
https://academicworks.cuny.edu/bb_etds
https://academicworks.cuny.edu/bb
http://ols.cuny.edu/academicworks/?ref=https://academicworks.cuny.edu/bb_etds/140
https://academicworks.cuny.edu/bb_etds/140
https://academicworks.cuny.edu/?
mailto:AcademicWorks@cuny.edu

THE USE OF ETHNONYMS IN COMMUNICATION STRATEGIES

A Thesis Presented to the Faculty of the
Weissman School of Arts and Sciences
Baruch College, The City University of New York
In partial Fulfillment of the Requirements of the Degree of

MASTER OF ARTS IN
CORPORATE COMMUNICATION

By Cristina Berenice Gonzales Otoya Villanueva
May 24, 2022

Under the guidance and approval of the committee,
and approved by all its members, this project has been accepted in partial fulfillment of the
requirements for the Master of Arts in Corporate Communication.

This project also has been presented at colloquium to departmental colleagues and faculty.

Approved:

Minna Logemann

Professor , Advisor Date:  May 24, 2022

Allison Hahn
Professor , Reader Date: May 24, 2022

Professor ~ Caryn Medved , Program Director Date: May 26, 2020




Copyright By
Cristina Berenice Gonzales Otoya Villanueva

May 24, 2022



Abstract

The United States of America is a multicultural and multiracial place. Through the years, if there
is something that remains constant in this country, it continues to be the home of different
ethnicities and races, making it an interesting marketplace for corporations and brands to operate.
Understanding ethnic identities is crucial for corporations trying to connect with consumers on a
deeper emotional level rather than just transactional activities. Nowadays, consumers buy from
brands they trust, invest time researching corporations’ values and expect them to take stands on
important social issues that affect their communities. With the continuous rise of social media
platforms, globalization and cancel culture, brands have the opportunity to receive feedback in

real-time, opening a door for them to express their support or disagreement.

This research aims to explore the effectiveness of the language used in external communications,
including brand campaigns already launched targeting different ethnic groups, with a particular
emphasis on the Hispanic, Latino and Latinx communities. The final objective is to provide
recommendations on the appropriate use of ethnonyms in their marketing strategies while

authentically approaching their target market to generate brand affinity and long-standing trust.



Table of Contents

N 1] 3 ¢ T2 pg. 2
INErOAUCTION ..ot pg. 4-6
Literature REVIEW ......u. ciieiit it pg. 7-12
Research QUESHION .....oo.iieiii i e e aea e pg. 12
Research Methods/Data .........ooiviiiiieiii e e pg. 13-15
FINAINGS ..o e pg. 16-25
Contributions/CONCIUSION. . ...uutntt ettt e ree e e e pg. 26-28
RETCIENCES .. .nvitii i e pg. 29-32
N 070153 1 1 PP pg. 33-35



Introduction

Americans have always struggled to define race and ethnicity. Based on the latest U.S. Census,
which findings were unveiled in 2020, the U.S. is home to many races, with 204.3 million people
reported being White alone, 41.1 million people are Black or African American, 3.7 million are
American Indian and Alaska Native, 19.9 million people identified as Asian, and 689,966 people
identified as Native Hawaiian and Other Pacific Islander alone. The Hispanic or Latino

population, which includes people of any race is 62.1 million (U.S. Census Bureau, 2020).

After the social conflicts of 2020, including the Black Lives Matter protests across the country
and the Covid-19 pandemic, it seems that now not only do everyday citizens have trouble
describing each other, but corporations also have embarked on the quest of finding the proper

words to connect with their target markets.

Words such as Latinx, Brown, Black, Asian American, and Nonbinary, as well as abbreviations
such as P.O.C. (People of Color), BIPOC (Black and Indigenous People of Color), A.A.P.I.
(Asian Americans and Pacific Islanders), have gained attention and traction in recent years, and
are often used by progressive people, media and brands looking to showcase a more inclusive
language and as an indication of their willingness to become more educated in some essential

issues, such as social inequalities and diversity.

The internet changed everything. It changed the way we communicate and the way we interact
with each other. It also changed how brands interact with their target audience, opening their

eyes to a world of possibilities and new words to describe their consumers. These days, almost



every brand has a presence on social media, whether through their own channels or through
third-party endorsers that bring their brand to new eyeballs waiting to consume what they

advertise.

Consumers nowadays are more invested in associating themselves with brands that share similar
values and genuinely care about their communities. With the evolution of communication
channels and with social media leading, brands can get feedback in real-time whenever they
launch a product, program, or campaign. This creates an opportunity for two-way
communication that, when done effectively, can generate brand affinity and sales but could

trigger a meltdown when not executed correctly.

This research gives an overview of the history of some of the most used ethnonyms in the United
States and analyzes how current brands are using ethnonyms on traditional media and social

channels via social media posts and advertisements.

Oral history is a qualitative research method of recording and persevering oral testimonies about
the past concerning personal experiences, recollections, and reflections. Oral history in this
research allowed the researcher to prompt the participants to share details on their experiences
and ask questions according to what the participant was telling, thus obtaining more historical
data to analyze a specific group of individuals who identify themselves under the same
ethnonym. With the purpose of analyzing individuals’ past experiences where ethnonyms have
been used in communication strategies and their sentiment towards them, oral history was used

as the research method. Interviews were performed with four individuals from different genders
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