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of the book. Not only historians and social scientists, but also general readers will be fasci-
nated to discover the continuation and existence of several colonial systems and practices in
today’s time in the Indian railway administration or during their everyday travel.
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Advertising diversity: ad agencies and the creation of Asian American consumers, by
Shalini Shankar, Durham, NC, USA, Duke University Press, 2015, 328 pp., paperback, US
$ 26.95, ISBN 9780822358770

In the book Advertising diversity: ad agencies and the creation of Asian American consumers,
Shalini Shankar critically studies Asian American advertising in the United States. The USA
is stated to be a nation having successfully intertwined multiculturalism in the society,
expanding its dimensions as a multiracial, multi-religious and multilingual society. Cosmopo-
litan cultures have emerged as living cultures in the country with the active participation of
children of first-generation immigrant families who were born as American citizens. Some
of the children of first-generation immigrants have consciously disassociated themselves
from the Oriental cultures, while some other young citizens have sought to retain their
Asian-American identities and marry the grooms/brides of the family’s choice.

To understand the thematic problems of the book, one needs to know the Asian-Amer-
ican consumer market in the USA. The author illustrates how the market is expanding due
to the achievements and professional success of Asian-American citizens. Since more and
more Asian Americans are becoming achievers as compared to the rest of the citizens in
American society, marketers are targeting them in more focused and intrusive ways. Tar-
geted advertising has become a new and intrusive marketing tool which is broadly used
by new media, and more particularly is serviced by Google AdSense and other related
online advertising services. Smartphones and other handheld communication devices
have now become an essential tool for accessing multimedia-enriched online content,
such as YouTube videos and social media apps. Working professionals, as well as young
citizens across the world, are hooked up to social media apps and websites which are
heavily used as marketing channels by advertisers and marketers. Smartphones also
ensure delivery of targeted advertisements to specific segments.

The book explores the various constituencies of the American advertising industry that
affect Asian American citizens. The author begins with defining exactly who Asian Amer-
icans are. The majority of Asian American ethnicities are of Chinese, Japanese, Korean,
Asian Indian, Filipino, and Vietnamese origins. Many Asian Americans are professionally
or vocationally accomplished, and with bilingual or multilingual speaking habits. They con-
tinue to use their native languages in their homes, and sometimes in the workplace. Thus,
culturally, they can relate to advertising content thematically produced for a specific
segment; for instance, the celebration of Diwali by Asian Indian consumers. Sometimes,
language-specific advertising contents are also produced, say in Chinese or Japanese.

Contextualization or localization of advertising content begins with account planning,
where a producer of consumer goods signs a contract with an advertising agency with
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knowledge of the specific segment. Chapter one, titled ‘Account Planning’, highlights the
plight of the account director in generating creative concepts for the brand. The commis-
sioning of a multicultural advertisement to introduce a brand through targeted advertising
is a challenge for the brand owner, as they are trying to penetrate into an economically pros-
perous but new segment. Account directors are likely to engage Asian American ad execu-
tives for this purpose. The author explores the biopolitics of this situation. She argues,

Ad executives emphasize that, as a race, Asian Americans are excellent consumers, and this is
what makes them valued members of the U.S. economy. To put it bluntly, in order to make
money, ad executives have to define, manipulate, and underscore the significance of race. To
do so they must project the most attractive and appealing versions of race, those that let
them play up favorable cultural and linguistic attributes compatible with brand identities, but
downplay those that would threaten the status quo of an allegedly postracial America (41).

The author further emphasizes that ‘In a corporate world where race is largely avoided or
ignored, neoliberal ideologies allow multicultural ad executives to market racial and ethnic
difference through capitalism in ways that will benefit them financially’ (41). Thus, there is
an emergence and also exponential growth of Asian American advertising agencies in ‘post-
racial’ America, actively seeking to tap into the creative space of multicultural advertising.

The book reproduces several creative copies of specific print advertisements and visuals
in order to showcase diversity in creative ideas and imagination. For examples, Figure 1.8
illustrates ‘Nissan Korean American spot featuring in-language copy and voice-over, with a
Korean American father and young daughter. The ad features a large, modernist home in a
non-urban setting’ (80). Figure 3.3 depicts ‘Western Union Chinese American print ad fea-
turing in-culture and in-language elements’ (161). The author also reproduces ads attempt-
ing to break societal stereotypes, such as, Figure 1.7: ‘Print ad for Nationwide South Asian,
one of the few that features Muslim in-culture elements’ (77). Fortunately, in recent ad cam-
paigns, Asian Americans are depicted as accomplished professionals as compared to visuals
representing them a few decades ago.

The book includes chapters on different areas of client servicing, for example, Creative
(Chapter 2), Account Services (Chapter 3), Production and Media (Chapter 4), and Audi-
ence Testing (Conclusion). Shankar collected the cases she explores using ethnographic
methods, and presents her analytical observations in the book with several anecdotes.
Her book is a vital resource – and excellent read – for researchers and advertising pro-
fessionals who wish to comprehensively understand multicultural advertising in the USA.
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This article was originally published with errors. This version has been corrected. Please see Erratum
(http://dx.doi.org/10.1080/09584935.2016.1237786).
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