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ABSTRACT 
This literature review critically examines the pivotal role of minority-owned 

advertising agencies in shaping authentic Diversity, Equity, and Inclusion (DE&I) 
strategies for Fortune-listed corporations. By synthesizing current scholarly 
research and industry insights, this review highlights how these agencies leverage 
cultural expertise to bridge corporate objectives with the needs of multicultural 
consumers. Findings reveal that minority-owned agencies drive authentic 
representation in advertising, fostering deeper consumer trust, enhancing brand 
equity, and promoting long-term brand loyalty. Despite facing systemic barriers, 
these agencies offer innovative strategies that challenge traditional marketing 
norms and advance substantive DE&I integration. This review concludes with 
actionable recommendations for corporations to collaborate more effectively with 
minority-owned agencies, embed DE&I into business strategy, and implement 
inclusive marketing practices that resonate with diverse audiences. 

KEYWORDS: advertising industry, consumer perceptions, corporate marketing 
strategies, demographic shifts, Diversity Equity and Inclusion (DE&I), multicultural 
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1. Introduction
Understanding the significance of

Diversity, Equity, and Inclusion (DE&I) in 
today’s corporate landscape is essential for 
brands striving to connect with diverse 
audiences. 

“Diversity is being invited to the 
party. Equity is being asked to dance, but 
inclusion is being part of the organizing 
committee to the party.” − Luis Miguel 
Messianu, CEO, Alma (Association of 
National Advertisers, January 2022). 

The shifting demographic landscape of 
the United States presents both challenges 
and opportunities for Fortune-listed 
corporations aiming to authentically engage 
an increasingly diverse consumer base. 

The 2020 U.S. Census Bureau marked a 
significant demographic shift with a decline 
in the Caucasian/White population and over 
one-third of Americans now residing in 
counties where people of color are the 
majority (Frey, 2018; U.S. Census Bureau, 
2023). This transformation has heightened 
consumer expectations for culturally 
relevant and authentic marketing strategies 
that genuinely reflect diverse identities and 
experiences (Norman & McFarlane-
Alvarez, 2023). 

Despite these demographic changes, 
many corporations struggle to translate 
DE&I principles into meaningful 
advertising strategies. Superficial 
representation, lacking genuine cultural 
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insight, often leads to consumer distrust, 
disengagement, and reputational harm 
(Dixon-Fyle et al., 2020). Authentic 
engagement requires more than symbolic 
gestures ‒ it necessitates meaningful 
integration of DE&I principles into 
corporate marketing strategies. 

Minority-owned advertising agencies 
are uniquely equipped to bridge this gap, 
offering critical cultural insights and 
strategic expertise. Led by executives from 
Hispanic, African American, Asian, and 
multiracial backgrounds, these agencies 
bring essential cultural expertise that can 
inform inclusive and culturally relevant 
advertising strategies (Asmar et al., 2022; 
Lindsey-Warren et al., 2023). Their lived 
experiences provide invaluable insights into 
crafting campaigns that authentically 
engage diverse consumer groups. However, 
these agencies face systemic challenges, 
such as restricted decision-making authority 
and resistance from corporations favoring 
conventional marketing methods (Ambwani 
et al., 2011). These barriers limit their 
capacity to drive substantive DE&I 
integration. 

The consequences of inauthentic 
marketing are profound, particularly as 
multiracial populations grow. Oversimplified 
racial and ethnic representations in marketing 
campaigns risk perpetuating stereotypes and 
alienating diverse consumers. This issue is 
especially pressing given the rapid expansion 
of multiracial populations ‒ the fastest-
growing demographic in the U.S. (U.S. 
Census Bureau, 2023). Consumers today 
demand that brands reflect the complexity of 
modern identities and cultural intersections 
(Arsel et al., 2021). Failure to do so 
jeopardizes brand authenticity, consumer 
trust, and long-term market relevance. 

This literature review directly addresses 
this gap by exploring how minority-owned 
agencies shape authentic DE&I strategies for 
Fortune-listed corporations. By synthesizing 
current research, this review explores how 
minority-owned agencies leverage their 

cultural expertise to design impactful 
DE&I-driven campaigns. It examines the 
systemic challenges these agencies face and 
their strategies for navigating barriers to 
influence corporate marketing decisions. 
Moreover, this review provides actionable 
recommendations for corporations seeking to 
implement inclusive marketing practices that 
genuinely resonate with diverse consumers. 

Understanding and addressing these 
challenges is essential for brands striving to 
establish meaningful and lasting 
relationships with multicultural audiences. 
This review contributes to the broader 
conversation on multicultural marketing 
and advertising by offering a 
comprehensive framework for evaluating 
and improving DE&I integration in 
corporate marketing strategies. 

The following section outlines the 
specific problem this review seeks to address. 

2. Problem Statement
Despite growing attention to

Diversity, Equity, and Inclusion (DE&I), 
many corporations struggle to translate 
these principles into authentic marketing 
campaigns. Many marketing campaigns 
aimed at diverse audiences rely on 
superficial representation rather than deeply 
engaging with the cultural contexts of the 
target demographics (Norman & 
McFarlane-Alvarez, 2023; Dixon-Fyle et 
al., 2020). This lack of authenticity can 
result in consumer mistrust, brand 
disengagement, and even reputational harm, 
particularly among multicultural consumers 
who are becoming an increasingly 
significant segment of the marketplace. 

Minority-owned advertising agencies 
are well-positioned to bridge this gap, yet 
face systemic barriers that limit their 
impact. These agencies have the potential to 
guide corporations in developing more 
inclusive and culturally resonant marketing 
strategies (Asmar et al., 2022; Lindsey-
Warren et al., 2023). However, they face 
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several barriers, including limited decision-
making authority, corporate resistance to 
nontraditional marketing approaches, and a 
preference for performative DE&I actions 
over substantive change (Ambwani et al., 
2011). These challenges limit the agencies' 
ability to influence corporate marketing 
strategies effectively. 

Additionally, the literature lacks 
comprehensive insights into how these 
agencies measure the effectiveness of their 
DE&I efforts. There is a lack of 
comprehensive research on the specific 
strategies minority-owned agencies use to 
navigate these challenges and successfully 
implement DE&I-driven marketing 
campaigns. Furthermore, limited insights 
exist on how these agencies measure the 
effectiveness of their efforts in building 
brand authenticity, consumer trust, and 
loyalty among multicultural audiences 
(Bashar et al., 2023). 

This literature review seeks to address 
this gap by examining how minority-owned 
advertising agencies support Fortune-listed 
corporations in authentically integrating 
DE&I principles into their advertising 
strategies. The review will focus on 
identifying the challenges these agencies 
face, the strategies they employ, and the 
impact of their efforts on consumer 
perceptions and brand loyalty. 

3. Purpose and Methodology
3.1. Purpose of the Literature

Review 
The purpose of this literature review is 

to synthesize existing research on how 
minority-owned advertising agencies support 
Fortune-listed corporations in authentically 
integrating Diversity, Equity, and Inclusion 
(DE&I) principles into their advertising 
strategies. This review aims to explore the 
unique challenges these agencies face, the 
strategies they employ to overcome systemic 
barriers, and how their cultural expertise 
contributes to creating authentic, impactful 
marketing campaigns. By analyzing current 

literature, the review seeks to highlight the 
role of minority-owned agencies in fostering 
consumer trust, enhancing brand authenticity, 
and driving long-term brand loyalty across 
diverse demographic segments (Lindsey-
Warren et al., 2023). 

This literature review seeks to address 
this gap by examining how minority-owned 
agencies overcome barriers and foster 
meaningful corporate DE&I integration. The 
review will focus on identifying the 
challenges these agencies face, the strategies 
they employ, and the impact of their efforts 
on consumer perceptions and brand loyalty. 

The next section outlines the purpose 
and methodology guiding this literature 
review. 

3.2. Methodology 
This literature review utilizes a 

qualitative narrative approach to 
systematically analyze relevant academic 
research and industry reports on the role of 
minority-owned advertising agencies in 
advancing DE&I initiatives within Fortune-
listed corporations. The methodology is 
designed to capture the depth and 
complexity of the strategies these agencies 
use to promote authentic DE&I integration. 

Defining Research Scope and 
Keywords: The review focused on literature 
related to minority-owned advertising 
agencies and their role in shaping DE&I 
strategies for Fortune-listed corporations. Key 
search terms included: “minority-owned 
advertising agencies”, “DE&I in 
advertising”, “multicultural marketing 
strategies”, and “brand authenticity”. 

Literature Selection Criteria: 
Priority was given to studies directly 
addressing DE&I in advertising, 
multicultural marketing strategies, and the 
role of minority-owned agencies. Sources 
published within the last five years were 
prioritized to ensure alignment with current 
trends. Peer-reviewed journal articles, 
industry reports, and authoritative texts 
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were selected for their academic rigor and 
industry relevance. 

Analysis: A thematic analysis was 
conducted to identify recurring patterns, 
challenges, and strategies across the 
literature. Key themes included authentic 
representation in advertising, the impact of 
DE&I initiatives on consumer behavior and 
brand equity, and the systemic challenges 
faced by minority-owned agencies. 

Synthesis and Integration: Findings 
were synthesized to construct a 
comprehensive narrative that highlights 
how minority-owned agencies contribute to 
authentic DE&I strategies. 

This methodology ensures a robust 
and comprehensive understanding of how 
minority-owned agencies influence 
DE&I marketing practices. The following 
section presents a critical analysis of the 
literature and further explores the role of 
minority-owned agencies in driving 
authentic DE&I integration. 

4. Literature Review
In the evolving landscape of

corporate advertising, integrating Diversity, 
Equity, and Inclusion (DE&I) has become 
essential for brands seeking to authentically 
engage increasingly diverse consumer 
markets. Authentic representation requires 
more than surface-level diversity; it 
demands a profound understanding of 
cultural identities and lived experiences to 
foster meaningful consumer relationships 
(Bashar et al., 2023; Davis, 2018). 

This section critically evaluates how 
Fortune-listed corporations implement 
DE&I strategies in their advertising 
campaigns and underscores the pivotal role 
of minority-owned advertising agencies in 
advancing authentic representation. 

4.1. Authentic Representation of 
Diversity in Advertising 

Authentic representation in 
advertising extends beyond tokenistic 
inclusion ‒ it requires brands to 

meaningfully reflect the complexities of 
diverse cultural identities in their 
messaging. Campbell et al. (2023) 
emphasize the need to address various 
dimensions of diversity, including race, 
gender, body size, and ability, to build 
consumer trust and foster deeper 
engagement. Superficial diversity efforts 
can erode brand trust, while genuine 
representation enhances brand loyalty and 
consumer relationships. Bashar et al. (2023) 
stress that authenticity is a key driver of 
consumer engagement. Similarly, Kegoro 
& Justus (2020) highlight that brands 
prioritizing authentic representation can 
achieve a sustainable competitive advantage 
by reinforcing customer loyalty. 

The growing racial and ethnic 
diversity in the United States, particularly 
the rise of multiracial populations, demands 
more inclusive marketing strategies. 
Adedoyin et al. (2024) argue that traditional 
racial classifications are no longer sufficient 
for understanding the modern consumer 
landscape, compelling brands to adopt more 
nuanced advertising approaches. Diverse 
internal teams can also enhance external 
brand perception. Khan & Kalra (2021) find 
that consumers view companies with 
diverse teams as more morally responsible, 
which fosters greater consumer trust and 
positive brand interactions. This connection 
between internal diversity and external 
consumer trust underscores the strategic 
value of diverse representation in corporate 
structures. 

Brands must move beyond tokenism 
to achieve authentic cultural representation. 
Asmar et al. (2022) highlight how Netflix’s 
diversity strategy demonstrates that deeply 
engaging with cultural contexts can provide 
a competitive advantage by enhancing 
brand equity and driving consumer 
advocacy. Minority-owned advertising 
agencies are uniquely positioned to guide 
brands in achieving authentic 
representation. Norman & McFarlane-
Alvarez (2023) emphasize that these 
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agencies’ cultural insights and lived 
experiences allow them to navigate cultural 
nuances and craft campaigns that resonate 
with diverse audiences. This authentic 
engagement not only fosters consumer trust 
but also positions brands as socially 
responsible and inclusive, ultimately 
driving long-term loyalty (Eisend et al., 
2022; Godey et al., 2016). 

4.2. Strategic Integration of DE&I in 
Advertising 

Strategic integration of DE&I requires 
embedding inclusivity into the organization’s 
core values and business strategy, rather than 
treating it as an isolated initiative. Crittenden 
et al. (2020) and Park et al. (2023) stress that 
successful DE&I integration must be 
reflected in all facets of a brand’s operations, 
from leadership to marketing execution. 
Authentic communication of DE&I values is 
crucial for fostering consumer trust. Jonsen et 
al. (2019) argue that brands must align their 
messaging with their core values, ensuring 
that DE&I efforts are consistent and credible. 
Park et al. (2023) further propose frameworks 
for evaluating DE&I effectiveness using 
metrics such as authenticity, brand loyalty, 
and social impact. 

Corporate social responsibility (CSR) 
and ethical marketing practices play 
significant roles in advancing DE&I. Trkulja 
et al. (2024) suggest that aligning socially 
responsible marketing with ethical DE&I 
principles can enhance brand trust and foster 
consumer loyalty. Ritter & Pedersen (2019) 
support this by highlighting how 
digitalization can amplify inclusive marketing 
strategies. Minority-owned agencies are 
central to effective DE&I integration. 
Norman & McFarlane-Alvarez (2023) 
emphasize that these agencies challenge 
traditional marketing norms by embedding 
DE&I principles into corporate strategies. 
Their advocacy ensures brands move beyond 
performative gestures toward meaningful, 
inclusive marketing practices (Eisend et al., 
2022; Ambwani et al., 2011). 

4.3. Navigating the Challenges of 
Stereotyping vs. Authentic Representation 

Brands often struggle to balance 
authentic representation with the risk of 
perpetuating harmful stereotypes. Davis 
(2018) critiques campaigns that engage in 
tokenism, warning that such superficial 
inclusivity can undermine brand credibility 
and alienate consumers. Understanding 
cultural contexts is critical for avoiding 
stereotypes. Brauer et al. (2022) emphasize 
the need for brands to engage deeply with 
the cultural and social contexts of their 
audiences. Henderson & Rank-Christman 
(2016) propose frameworks for assessing 
authenticity in advertising, focusing on 
inclusive creative processes and societal 
impact. 

Meaningful narratives rooted in 
cultural accuracy foster authentic 
connections with consumers. Eisend et al. 
(2022) and Campbell et al. (2023) stress 
that brands must prioritize culturally 
informed storytelling to build emotional 
resonance and trust. Collaborating with 
diverse creative teams can mitigate the risk 
of stereotyping. Jonsen et al. (2019) and 
Dixon-Fyle et al. (2020) advocate for 
involving diverse stakeholders in the 
creative process to ensure campaigns reflect 
genuine social equity. 

Minority-owned agencies provide 
critical guidance in avoiding stereotyping 
and ensuring authenticity. Norman & 
McFarlane-Alvarez (2023) highlight how 
these agencies leverage their cultural 
insights to help brands navigate complex 
cultural dynamics and produce campaigns 
that resonate with multicultural audiences. 

4.4. Impact of DE&I on Consumer 
Behavior and Brand Equity 

Authentically integrating DE&I 
principles into advertising significantly 
influences consumer behavior and brand 
equity. Consumers are more likely to 
engage with brands perceived as socially 
responsible and inclusive (Godey et al., 
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2016; Jonsen et al., 2019). Socially 
responsible marketing fosters consumer 
trust and brand loyalty. Trkulja et al. (2024) 
highlight how aligning marketing strategies 
with DE&I principles enhances consumer 
trust and reinforces brand authenticity. 

Consumer Culture Theory explains 
how cultural representation shapes 
consumer engagement. Norman & 
McFarlane-Alvarez (2023) emphasize that 
consumers actively interpret brand 
messages through their cultural contexts, 
influencing how they engage with brands. 

Inclusive advertising strengthens 
emotional connections and brand loyalty. 
Eisend et al. (2022) demonstrate that 
authentic representation leads to stronger 
emotional bonds with consumers. Wilkie et 
al. (2023) further identify diverse consumer 
responses to DE&I advertising, 
underscoring the need for tailored 
engagement strategies. Brands risk 
consumer backlash if their DE&I 
messaging lacks authenticity. Park et al. 
(2023) caution that inconsistency between 
messaging and corporate actions can lead to 
“DE&I backlash”. Brauer et al. (2022) 
similarly warn that performative diversity 
efforts can foster skepticism. 

4.5. Role of Minority-Owned 
Agencies in Facilitating DE&I Integration 

Minority-owned advertising agencies 
provide essential cultural insights that 
enable brands to authentically implement 
DE&I strategies. Norman & McFarlane-
Alvarez (2023) highlight how these 
agencies’ lived experiences inform 
campaigns that resonate with multicultural 
audiences. Systemic barriers hinder 
minority-owned agencies from fully 
influencing corporate strategies. Bates 
(2001) and Cunningham (2021) discuss 
challenges such as limited access to funding 
and decision-making authority. Addressing 
these barriers is crucial for empowering 
minority-owned agencies to drive 
substantive DE&I integration. 

These agencies challenge traditional 
marketing norms and foster authentic 
representation. Eisend et al. (2022) and 
Ambwani et al. (2011) emphasize the role of 
minority-owned agencies in pushing brands 
toward meaningful inclusion. Supporting 
minority-owned agencies contributes to 
economic empowerment and inclusive 
market dynamics. Bates et al. (2021) and 
Cunningham (2021) underscore the broader 
economic impact of supporting minority-
owned firms. Grier (2020) highlights their 
continued advocacy for inclusive advertising 
despite structural challenges. 

5. Recommendation from the
Literature 

The literature on Diversity, Equity, 
and Inclusion (DE&I) in advertising 
highlights both significant opportunities 
and persistent challenges for brands striving 
to authentically engage diverse consumer 
audiences. While DE&I-driven campaigns 
can enhance brand equity and foster 
meaningful connections with multicultural 
markets, brands must carefully navigate 
issues of authenticity, ethical responsibility, 
and strategic execution. 

Minority-owned advertising agencies 
play a pivotal role in this landscape by 
offering invaluable cultural insights and 
expertise that help brands avoid tokenism 
and develop truly inclusive, resonant 
campaigns. To support the effective 
integration of DE&I principles in corporate 
advertising and empower minority-owned 
agencies in their critical role, the following 
strategic recommendations are proposed: 

 Embed DE&I into Business
Strategy: Brands must embed DE&I 
principles holistically within their corporate 
strategy, moving beyond performative 
gestures to genuine, organization-wide 
integration. This involves adopting inclusive 
practices across hiring, leadership 
development, product design, and marketing 
strategies. By making DE&I an 
organizational priority, companies can ensure 
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that their advertising authentically reflects 
their values and resonates with diverse 
audiences (Norman & McFarlane-Alvarez, 
2023). This comprehensive approach not only 
enriches marketing efforts but also 
strengthens internal company culture, 
fostering innovation and employee 
engagement. 

 Prioritize Partnerships with
Minority-Owned Agencies: Corporations 
should actively seek partnerships with 
minority-owned advertising agencies to 
leverage their cultural expertise and lived 
experiences. These agencies offer unique 
insights into the nuanced preferences and 
behaviors of multicultural consumers, 
enabling brands to create campaigns that 
authentically connect with target audiences 
(Grier, 2020). Collaborative partnerships 
dismantle traditional marketing biases and 
elevate diverse voices in the creative 
process, ensuring that campaigns move 
beyond surface-level diversity to 
meaningful inclusion. This strategic 
alignment fosters innovation, broadens 
market reach, and builds consumer trust. 

 Promote Intersectional 
Representation in Campaigns: Brands 
must design marketing campaigns that 
reflect the complexity and intersectionality 
of identity, acknowledging the 
interconnected dimensions of race, gender, 
sexuality, ability, and socioeconomic status. 
This approach mitigates the risk of 
stereotyping and enhances emotional 
resonance with diverse audiences 
(Campbell et al., 2023). Thoughtful, 
inclusive storytelling that celebrates 
multifaceted identities fosters stronger 

emotional connections, drives brand 
loyalty, and positions companies as socially 
responsible market leaders. 

 Implement Structural Support for
Minority-Owned Businesses: Corporations 
should adopt formal policies that provide 
structural support for minority-owned 
advertising agencies. This includes funding 
initiatives, mentorship programs, and long-
term partnership opportunities that help these 
firms scale their operations and compete in 
mainstream markets (Bates, 2001; 
Cunningham, 2021). Corporate social 
responsibility programs can prioritize supplier 
diversity by increasing procurement from 
minority-owned businesses, contributing to 
economic empowerment and more inclusive 
market dynamics. This proactive support not 
only fosters industry equity but also expands 
the talent pool for culturally competent 
marketing solutions. 

To thrive in an increasingly diverse and 
socially conscious marketplace, Fortune-
listed corporations must move beyond 
performative DE&I gestures and fully 
integrate inclusivity into their corporate and 
marketing strategies. Partnering with 
minority-owned agencies, fostering 
intersectional representation, and providing 
structural support are essential steps toward 
achieving authentic engagement with diverse 
audiences. By implementing these evidence-
based recommendations, corporations can 
enhance brand authenticity, build consumer 
trust, and secure long-term brand loyalty, 
ultimately driving sustainable business 
growth. 
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