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This paper seeks to present a discussion analysis of how acculturation among Hispanics 

has done more than just produce a shift in the culture and language of the current and 

rising generation, it has also changed the language choices within advertising. The focus 

will be on the discussion of how code switching in the form of  “Spanglish” has affected 

the Hispanic consumer group in relation to advertising and marketing. A case example 

analysis of relevant Coca-Cola Company print ads is presented.  
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INTRODUCTION 

Hispanics have quickly found themselves as the rising majority in the United 

States. Because of this, Hispanics offer many opportunities and implications for 

advertisers and marketers. The pure number of the Hispanic population is enough to take 

note of the opportunity to potentially gain consumers with a significantly strong 

purchasing power in numbers. It is crucial for advertisers and marketers to take the time 

to note the most appropriate ways to approach this consumer group. Hispanics today are 

not the same Hispanics of a few years ago. Acculturation has not only shaped the view of 

the current and future generation of Hispanics but also produced a shift in the culture and 

language the past and present generation grew up with. A growing number of Hispanics 

are now US born, bilingual and bicultural or acculturated almost completely English-

language preference. This acculturation has produced a language phenomenon that the 

rising generation of bilingual, bicultural Hispanics (Youth 14-21) are incorporating more 

into their lives; the language of code switching or “Spanglish”. 

However, this code switching has complicated language selection for advertisers 

and marketers. This paper will take you through an analysis of why Hispanics are a 

valuable and powerful consumer group in the US and how the current phenomenon of 

code switching in the form of  “Spanglish” has made language selection a factor that 

should be approached carefully by advertisers and marketers.  

Advertising and marketing agencies have the daunting task of determining the 

appropriate and effective ways to market and persuade the masses. In recent years, this 
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task has proven to be more challenging, thanks in part to the rise of the Hispanic 

minority. The 2010 Census Report (2011) revealed that in the span of ten years the 

Hispanic population had increased by 15.2 million people, accounting for over half of the 

27.3 million population increase in the total population of the United States. That means 

Hispanics make up 16 percent of the population (p.2). This fact is one that sparked 

interest within the marketing and advertising community and demonstrated how 

Hispanics are steadily on their way to becoming the majority in the nation, leading many 

to rethink their business strategies. Hispanics have also sparked the interest of an array of 

companies and lead most to ponder on what strategies they will need to adopt to attract 

and win-over this powerhouse of a consumer group.  Would it be correct to assume that 

Hispanics can be treated just like the general market? When it comes to advertising and 

marketing campaigns, will language cease to be a matter of concern for advertisers and 

marketers? Is code switching the new go-to language to use in an advertising or 

marketing campaign? The answer to these questions is a strong and loud, no! 

 There is no doubt that Hispanics are currently having an influence on advertising 

and marketing. We have also seen that language and culture are the elements that 

distinguish Hispanics from the general market and the key elements in reaching the 

Hispanic demographic. For this reason, the focus of this paper is to discuss the 

phenomenon that is code switching in the form of  “Spanglish”, and how this form of 

code switching has found its way into top advertising campaigns, targeted to Hispanics. 

This paper also seeks to present examples of how “Spanglish” can be found in print 

advertisements from companies like Coca Cola and discuss the ways in which 
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acculturation can be seen to have caused the phenomenon and the ways in which code 

switching can be seen as a double-edged sword.  
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LITERATURE REVIEW AND CASE EXAMPLE 

Culture and Acculturation 

Hispanics are a cultural group made up of diverse traditions and values. For 

advertisers and marketers, it is important to be aware of the ways that Hispanics see 

themselves and how they came to be the way they are. One thing that must be mentioned 

before continuing is the fact that for the sake of this paper, the terms “Hispanic” and 

“Latino” will be referred to interchangeably. As is evident in the advertising and 

marketing industry, the term that will be used most often will be “Hispanic” as the 

industry itself is referred to as “Hispanic marketing” (Davila, p. 15). However, it is 

important to note that both carry different meaning and understanding for the culture and 

society rooted in political and historical context. Arlene Davila (2012) describes in her 

book, Latinos Inc: The Marketing and Making of A People, the different existence that 

each term has and the origin of such use. Davila (2012) states how “Hispanic” had been 

used in the 1960s-1970s as a term seen as “contrary to the cultural nationalism that 

accompanied larger struggles for civil empowerment by both Chicanos and Puerto Ricans 

and thus as a denial of their identity and a rejection of their indigenous and colonized 

roots” (p.15). However, it later became a term coined by the U.S. government designated 

for “anyone of Spanish background” (Davila, p. 15). The term “Latino” is described as 

being “applied to any person of Latin American origin and most commonly used among 

the younger generation of marketers (Davila, p. 16). Regardless of which is used, both 

terms are now most commonly used interchangeably in the industry when referring to a 
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target population but “Hispanic” is the most preferred for the industry overall (Davila, p. 

16).  

Similar to the theme of this paper regarding the fusion that is occurring between 

the Spanish and English languages, the same can be said to be occurring with the terms 

“Latino” and “Hispanic”. The younger generation accepts both terms equally and 

commonly uses both interchangeably (Navarro, p. 1).  A differentiation can be made that 

“Latino” is used when talking about culture and “Hispanic” is used when speaking of 

advertising or business.  However, for this paper, the focus is predominantly on the use of 

“Spanglish” and not on the discussion of the use of “Hispanic” or “Latino”. It is 

important that one clarify the existence of the two terms and their nuanced separate 

meanings. The goal of this paper is in no way to erase or generalize a culture or subject 

the culture to a category, this is yet another example of how acculturation has weaved a 

new understanding of cultural identity, language and terminology.  

 As mentioned, culture is a prime influencer of identity and language. Within 

cultures many variations exist that subject an individual to choose the ways in which he 

or she will hold on or forget a culture. Korzenny and Korzenny (2012) present a thorough 

analysis of Hispanics, Hispanic culture and Hispanic marketing in their book, Hispanic 

Marketing: Connecting with the New Latino Consumer. In the book, Korzenny and 

Korzenny (2012) state that:  

“Culture is an idea, a construct, a phenomenon, that many 
people in marketing talk about; but grasping the elements 
of culture to apply in all aspects of marketing is remained 
largely elusive […] culture generally is understood by the 
cluster of intangible and tangible aspects of life that groups 
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of humans pass to each other from generation to 
generation” (p. 2-3). 
 

This excerpt describes the fact that culture is not just a simple idea that we assume relates 

more to one’s race. Instead, culture is much more deeply rooted and embedded within an 

individual. For these reasons, it is important for advertisers and marketers to see that 

instead of minimizing cultural differences they should research and approach this 

opportunity knowing as much as one possibly can to build a relationship with the 

consumer. Much of what one perceives from advertising is deeply rooted in thoughts and 

opinions that come from beliefs and values that one holds. Korzenny and Korzenny 

(2012) describe that; “A lack of attention to these cultural aspects [beliefs about the 

world, attitudes, values, ways of interpreting and perceiving the world] can mean the 

difference between a powerful ad and either an ineffectual, or worse, an aversive ad for 

the intended Hispanic audience” (p. 7). Advertisers and marketers have the choice of 

taking the time to really study a group to learn the most effective way to persuade the 

consumers of that group to buy their products so as to develop the most successful 

strategy for their campaign.   

With these roots and connections with culture, Hispanics are a unique consumer 

group. Before, Hispanics may have simply been grouped as part of the general market, 

today, Hispanics are quickly being recognized as a freestanding, powerhouse group. In 

fact, language and culture are what differentiate Hispanics from the general market. This 

paper will touch on the ways culture and language play a crucial part in the life of 

Hispanics and the ways that modern influences are challenging the groups acculturation. 
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It is interesting to note that, “The San Jose Group discovered through their qualitative 

research about Hispanic consumers, that [Hispanics] view their possessions as more than 

material necessities, but as fruits of their labors that protect their dreams, their families, 

and their world” (Korzenny & Korzenny, p. 8). In other words, Hispanics carry a lot 

more emotional connections and memories with the moments and things they experience 

in their lives. Values, beliefs and communication are a strong connector for Hispanics 

within their culture and heritage. This paper will seek to better understand the 

relationship that language and culture have for Hispanics and the ways in which 

advertisers and marketers have to note and strategize around this relationship.  

 Jaime Noriega conducted research touching on the very topic of the relationship 

between language and culture within advertising. Noriega’s (2006) research, “considers 

whether the choice of language in advertising to bilinguals may influence the types of 

thoughts they have in response to an advertisement” (p. vi). This interest comes largely 

because of the fact that communication and persuasion is of great focus to advertisers and 

marketers so that they in turn can run successful campaigns that attract consumer 

purchasing. Noriega (2006) brings up a question that this paper also touches on and that 

is the fact that, “One of the primary topics of interest in the U.S. literature on cross-

cultural communication has been whether advertising directed at bilingual minorities will 

be more effective if it is presented in the country’s dominant language or the bilingual’s 

native language” (p. 1). This is something that advertisers and marketers are finding to be 

a key element of advertising and marketing strategies. The truth is, before advertisers and 

marketers only had to deal with two languages, English and Spanish, both of which were 
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seen separately. However, today, the fusion of the American or general market culture 

and Hispanic culture have produced individuals that are not only bicultural but also 

bilingual. Noriega (2006) also describes how, “Previous research on language choice and 

ad effectiveness has considered three different perspectives by which to explain why 

language choice can make a difference in advertising effectiveness for bilingual markets. 

Broadly, these perspectives are: (a) social psychological; (b) cognitive; and (c) affective” 

(p. 1). Therefore, when choosing a language for campaign strategy it is not just about 

Spanish or English, the language will have a connection with the individual that is rooted 

in social upbringing, personal perception, and how that language makes the individual 

feel. The fact of the matter is that language does make a difference. One would not use a 

foreign language to advertise to a general market unless there was proof that that would 

be a successful strategy and produce and understanding within the individual. Therefore, 

why should the Hispanic culture be any different? If language really does have a 

psychological, cognitive and affective impact on an individual then language has a 

stronger connection than can really be imagined. If one uses inappropriate language and 

hinders the connection that an individual has or feels with the brand, that individual could 

lose interest in purchasing that brand’s product.  

 When it comes to purchasing power and decisions, consumer groups have their 

own ways of making decisions; Hispanics are no different. Korzenny and Korzenny 

(2012) discuss this more adequately with their argument that, “Hispanics likely will 

preserve their cultural roots due to their cultural pride and the desirability of their 

bilingual and bicultural skills in many areas” (p. 56). Therefore, Hispanics will take very 
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strong note on what exactly the brand is doing and if they can relate to the product. At 

times, if a brand in some way offends the Hispanic culture or simply what one individual 

finds offensive, then the feelings towards that brand change. This could be said for any 

consumer group or individual, but in the case of Hispanics they are very proud of their 

heritage and do not take insult or offense very lightly. By succumbing to the influence 

that the American culture is having on Hispanics, they are being acculturated. 

Acculturation is defined as “how groups and individuals orient themselves to and deal 

with this process of culture contact and change” (Korzenny and Korzenny, p. 164). If an 

individual is accepting of the culture in which he or she sees as his or her secondary 

culture while still preserving his or her ties with the original culture, then he or she 

exhibits integration. However, if an individual rejects his or her original culture and 

instead chooses to identify with his or her secondary culture, then she or he is choosing 

assimilation. Hispanic culture has assimilated in American society and produced this 

fusion of cultural elements and because of that the culture has in fact shifted into one that 

incorporates American influence (Korzenny and Korzenny, 2012, p. 124). I would not 

only have to agree with this assertion but present the fact that today this tension between 

assimilation and acculturation can be depicted in the way language has taken a shift from 

being two separate elements of a culture to an element that has given birth to a fusion of 

the two languages. Also, the Hispanic culture is quickly being affected by the way in 

which the Spanish language is being shaped and this shift is reflected in the culture.  

 Acculturation and assimilation have led advertisers and marketers to look at the 

way in which multicultural markets are targeted, because there is quickly developing a 
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new “norm” and existence within cultures. In the case of the use of “Spanglish”, those 

individuals who are much more assimilated will not be open to having any form of code 

switching in advertising or marketing material. These individuals are ultimately a 

challenge to advertisers and marketers because they may reject any and all material 

having bilingual elements (the use of “Spanglish” or code switching) attempting to 

persuade them to buy a product. I feel that those who are more assimilated have had a 

different upbringing that has caused them to lose ties with the first culture when in fact he 

or she probably never really grasped a hold of the first culture to begin with.  

 From personal experience, acculturation is not something that holds a strong 

generational gap. Within my family my brother and I are only seven years apart. Both of 

us grew up in a bilingual household; however, when I was growing up English was not 

the predominant language, as my parents and grandmother spoke Spanish more often 

than English. By the time my brother was born, I had not only learned English but also 

my mother and I spoke English more than Spanish. With my father and grandmother I 

would speak Spanish because their English was not as strong or of comfort to them. As 

my brother grew up, my grandmother no longer lived with us.  My father resorted to 

speaking more English if he wanted to carry any form of conversation with my brother. 

This was the beginning of my brother’s assimilation. Because English was the dominant 

language at school and Spanish was not the predominant language used in the home, my 

brother saw no need to really speak Spanish. However, I had always spoken Spanish with 

my father, so it became more of an instinctive action to only speak to him in Spanish. 

Because of this, I held a stronger tie with the Spanish language and my Hispanic culture.  
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I not only spoke Spanish more frequently but also watched television and listened to the 

radio in the language with my father.  

 While we are both products of the same household, we both were influenced in 

different ways that in the end led us to take two separate cultural identities. My brother 

still identifies himself as Hispanic and can understand Spanish, but he does not speak it 

fluently. He is a prime example of the consumer that advertisers and marketers are 

looking to understand and target when using code switching. Code switching does not 

just refer to language. Code switching can also exist visually. The idea of code switching 

is mixing elements from more than one culture that would only be understood if the 

individual is familiar with both elements. In this case, because my brother understands 

both English and Spanish he would understand the intended message in an advertisement 

that either combines English and Spanish or mixes a cultural icon or element from 

Hispanic and non-Hispanic cultures. . The point is, advertisers and marketers are looking 

to this generation to build a relationship and to build understanding across cultures

 Regardless of one’s generation, to communicate a message the appropriate 

language must be used. Language is the focus of any advertising and marketing campaign 

when dealing with any consumer group, not just bicultural and bilingual groups. When it 

comes to Spanish versus English, the overall intention simply depends on the consumer 

group being targeted. There was a time when the answer was simple: if advertising or 

marketing to Hispanics one uses Spanish, and if attempting to reach the general market 

one uses English. Simple as that, right? Well, before, marketers and advertisers assumed 

it was. However, today, this has become much more complicated.  
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 Koslow, Shamdasani & Touchstone (1994) took this same idea and question and 

developed it into an overall study that examined the effects of the use of Spanish in 

advertising targeting Hispanics in the United States (p. 575). The results demonstrated a 

link between language and media use. Within the Hispanic community some preferred 

the use of English while others preferred Spanish (Koslow, Shamdasani &Touchstone, p. 

575). It is important to note that while this finding does support the argument that there is 

a link between language and use in marketing and advertising, the study is dated and is 

not reflective of the current social standing of Hispanics. A study performed by the 

National Study of Hispanics conducted in Yankelovich’s MONITOR Multicultural 

Marketing Study of 2009, discussed by Korzenny and Korzenny (2012), reported that, 

“The Spanish language is appreciated even by those who are able to comprehend the 

message in English. The marketer who takes the trouble to understand the Hispanic 

consumer and to identify the memes and archetypes that best connect with him or her will 

be most effective” (p. 127). This success would be in large part due to the time taken to 

build an understanding of how the consumer group thinks and reacts. The marketer would 

need to work with the beliefs and values that the group holds of utmost importance.  

 Advertisers and marketers constantly attempt to produce an emotional connection 

with their consumer and the brand they are persuading the consumer to purchase. 

However, how in the world would any advertiser or marketer ever persuade if they can 

not communicate with the consumer? Without communication any form of connection is 

lost. Korzenny and Korzenny (2012) describe the fact that: 
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“Human experience and language are not separate from 
each other. They are fundamentally connected at the most 
intuitive level […] The connection between language and 
culture is similar to the way in which memory and emotion 
are linked. People are more likely to recall experiences that 
have some emotional value to them. In a parallel way, 
language gets shaped and acquires rich meaning as humans 
associate experiences with words, sentences, poems, books 
and so on” (p. 113).   

 
Language is the direct link to that connection that individuals hold with experiences. If a 

product is able to reach out and connect with a memory or experience an individual can 

relate to that than an advertiser or marketer will be more likely to persuade that 

individual.  

 Connection or relevance is key through communication. Every consumer has a 

different way of connecting to memories or experiences. One determinant of how an 

individual will react depends on the age or cultural mindset of the individual. Factors like 

age and cultural identification will be held to a different level when looking at the 

younger generation versus the older generation. The Hispanic generation that grew up 

with older traditions before the influence of American society will react differently than 

the current generation or the one to follow. If acculturation has taken place then that 

Hispanic group has changed the way in which the culture developed. The younger 

generation holds different values than the older generation. Ultimately, this would change 

the dynamics of advertising and marketing because it would in turn reveal the 

development of a new consumer group and cultural identity: the “Spanglish” Hispanic.  
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The Phenomenon of “Spanglish” 

 Culture and identity are at the root of the history of a people. The way in which an 

individual carries one’s self says a lot about his or her culture and identity. Without one 

the other is not true. Because language is a big part of one’s culture, if that element is 

altered or influenced to a strong degree, than one’s identity will be altered or influenced 

as well. The fact that code switching has become more common and more accepted is 

proof that there are sectors of the Hispanic consumer group that do not feel language is as 

important as it may be for the older and present generation. Or, even more likely, code 

switching is a reflection of how culture is changing and fusing elements together. 

Marketers and advertisers use to focus on simply translating their material but today that 

is no longer the case.  

 Korzenny and Korzenny (2012) give an explanation for the discussion regarding 

the relationship between language and culture and how one would automatically jump to 

the conclusion that translation would not be the best idea because they are not always 

able to fully capture the appropriate emotion and understanding that is culturally 

understood. In fact, even in the case that translation may actually work it may not convey 

the same message simply because, “it is very difficult for a translation to do justice to the 

original for the reason that the cultural elements in the original communication were not 

designed with the second culture in mind” (Korzenny & Korzenny, 2012, p. 117). In 

other words, what works or is intended for one culture will almost always not work or 

have the same intention on a different culture. Bishop and Peterson (2011) focus their 

research on the effects of using code switching and the challenge it presents in 
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understanding the intended message and how advertisers are learning how to connect 

with embedded subcultures within markets (p. 648). The phenomenon of code switching 

has continued in the advertising and marketing field as a tool to use as markets become 

more multicultural. This practice is seen as one way to influence product perceptions but 

also to “acknowledge multiple identities of bilinguals associated with language use” 

(Bishop & Peterson, 2011, p. 648).  Even if attempting to better communicate with a 

multicultural audience, language still holds a far too important cultural significance.  

 Ilan Stavans presents a discussion of the fact that language is a much deeper 

identity for Hispanics. Stavans (2000) states that, “Spanish, not Spanglish, is the 

immigrant language of Latinos, and it is in the acculturation – not in the surrender of el 

Español and the embrace of English, but in the juxtaposition of the two – that a common 

denominator might be found” (p. 556). Because of this, the use and acceptance has been 

controversial. However, as mentioned, acculturation will be what determines how 

“Spanglish” is accepted or rejected. Korzenny and Korzenny (2012) discuss how the 

Spanish language is “one of the most unifying aspects of the US Hispanic market” 

because ultimately it “acts as symbolic glue that keeps Hispanics relatively unified” (p. 

26). The use of “Spanglish” can be said to either be breaking this unification or being 

glued along with Spanish. Again, acculturation is where in lies the acceptance or denial 

of the changing culture. The Spanish language will forever be present within the Hispanic 

culture; without the language all of its history would be lost (Korzenny & Korzenny, 

2012, p. 27). However, non-Hispanic American culture has taken hold of the Spanish 

language and made it something that is acculturated as well.  
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 The use of “Spanglish” can be seen as a way in which non-Hispanic American 

culture has acculturated itself to better represent the Hispanic culture that has influenced 

it. Bilingual and bicultural households are part of the current reality. The question lies 

now in whether “Spanglish” is in fact a threat for the Hispanic culture, or if it is simply a 

form of flattery where the pride that lies in the culture is being adapted into the general 

culture and gaining acceptance. Yes, there are those that do not accept it and possibly 

never will, but I feel that this will depend on the way in which “Spanglish” is used and if 

the code switching reflects the culture in a positive or negative way. Regardless, 

advertisers and marketers are noting that they will have to thoroughly understand the 

opinions held regarding the use of “Spanglish” if they intend to make it the new 

marketing and advertising tactic. If practitioners fail to use code switching correctly or in 

a non-offensive way, that is when code switching will negatively affect the industry.  

 

Language and Advertising: It Just Got Complicated 

 When it comes to strategy, the advertising and marketing industry must be 

completely aware and understanding of the target group. The industry must also 

understand all elements that make up and are important for that target group. As 

discussed, language is key since practitioners must be able to communicate the 

appropriate message to the consumers they wish to persuade. Korzenny and Korzenny 

(2012) state that, “The language we speak influences what we choose, how we organize 

information, and what we are more likely to remember […]” (p. 124). Therefore, 



 17 

advertising and marketing practitioners should be concerned with the ways in which they 

use code switching. In fact, a strong argument for how “Spanglish” will affect the 

industry lies in theory of communication. Koslow (1994) presented that, “To understand 

the effects of language usage on consumer processing of advertising, [one must] evoke 

variations of the Whorfian link between language, thought and culture” (p. 123). In other 

words, the Sapir-Whorf hypothesis of linguistic relativity provides an understanding of 

how language is, “a kind of schema through which the world is understood and 

interpreted” (Koslow, 1994, p. 123). For this reason, again, language in fact has a deeper 

connection with a consumer and the form used can trigger an emotion or reaction within 

the individual. Looking at the accommodation theory, advertisers and marketers must use 

the Spanish language in way that Hispanics see as respectful and understanding (Koslow, 

1994, p. 576).If practitioners used Spanish or even “Spanglish” in the appropriate way, 

the action will break down cultural barriers through “reduction of linguistic 

dissimilarities” (Koslow, 1994, p. 576). However, as discussed above, “Spanglish” is not 

yet widely accepted by the cultural group. For this reason, practitioners must decide 

whom they will intend to target and from that base the use of code switching.  

 The identity Hispanics hold depends on the individual. Hispanics are no longer a 

small minority but on their way to being the majority and a major influence on the 

American culture (Navarro, 2003, p.1). For this reason, code switching exists and is 

evolving into a powerful element within communication strategy. For the advertising and 

marketing industry, code switching exhibits the acculturation that has come of the 
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understanding of the Spanish and English language and the relationship that exists for the 

consumer with the culture he or she identifies with.  

 My research and personal experience have led me to understand that the biggest 

struggle code switching will present for advertising and marketing is the use of the new 

phenomenon in specific target groups. As I mentioned, the older generation that holds a 

strong identity and relationship with the Hispanic culture and the Spanish language, this 

is the group that will see “Spanglish” as an offensive understanding of not only their 

intellect but also of their identity (Korzenny & Korzenny, 2012, p. 131). By mixing the 

cultures that the individual identifies with separately, practitioners will insult the 

individual’s existence as an individual with two cultural identities. In my own personal 

experience, I relate to being acculturated. I identify myself as having two separate 

cultural identities, Hispanic and American. However, I can not say that I accept the use of 

“Spanglish” because I hold such pride in the Spanish language as being a big part of the 

history of my Hispanic culture. I can not help but see “Spanglish” as offensive to the 

language when used in the industry. The reason for this is that advertising and marketing 

is a representation of the culture, and for me “Spanglish” questions ones intellectual 

level. Korzenny and Korzenny (2012) relates this reaction to the fact that, “Language 

relates to a sense of self […] Most importantly it refers to the duality of identities that this 

bilingual speaker relates to. Each language and hence each identity has a different 

domain” (p. 125). The key will be to make sure that if code switching is used in 

advertisements that it is done in an appropriate way and for an appropriate target group.  
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 Ultimately, code switching is demonstrating the influence that the Hispanic 

culture is having on the non-Hispanic American culture as well as on the advertising and 

marketing industry. For this reason, more and more “Spanglish” terms are finding their 

way into everyday conversation and now advertising and marketing strategy. Callow 

(2005) states that, “Literature suggests that there are two opposing forces in play that 

shape the Hispanic consumer’s preference: [in regards to language use] the drive to fit 

into the mainstream and the drive to reaffirm one’s ethnic identity” (p. 284). I have 

observed the fact that the younger generation has had more time to acculturate to the non-

Hispanic American culture and holds a stronger desire to fit into the mainstream. 

However, the older generations are those that reaffirm more of his or her ethnic identity. 

There in lies the answer to who will best benefit and accept code switching; the 

individual and target group that understands and accepts the use of “Spanglish”. 

Ultimately, producing involvement is what marketers and advertisers hope to achieve and 

because of this language attitudes are important for practitioners to understand to best 

produce the appropriate involvement and processing of advertisements (Bishop, 2011, p. 

650). To better understand how code switching is being used in advertising and 

marketing material and the controversy that exists, the discussion will now continue with 

the use of Coca Cola advertisements that use code switching.   
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Coca-Cola: Drinking the “Spanglish” 

The use of code switching and the way in which it is shifting the use of language 

in advertising and marketing can best be understood and seen through concrete examples. 

The following images have been selected to demonstrate the use of code switching used 

in Coca Cola print advertisement. It is important to note that publication examples 

desired for this discussion were difficult to find without the aid of The Coca Cola 

Company directly. The images that were selected were also difficult to identify from 

which exact campaign each came from. For the sake of this paper, however, the images 

that will be presented give a strong depiction of the exact method of code switching that 

is discussed and presented as the outcome of the acculturation within the Hispanic 

market. The intention is to dissect the elements of the ad to exemplify the points that have 

been discussed so far.  

                       

Illustration 2: Mueve Tu Water (Woman) Illustration 1: Mueve Tu Water (Man) 
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The first two print ads that will be discussed were part of the same campaign, 

Mueve Tu Water. Upon first seeing the images, one can note that something is different 

about the language in which the copy has been written. If anything, one is left wondering 

if the ad was intended to be in English or in Spanish. If one does not know Spanish than 

one would wonder what the word “Mueve” and “tu” mean and are referring to and how 

exactly one would pronounce it. If one did not know English, one would ask what exactly 

“water” was meant and referred to. While this may or may not be an exaggeration of how 

one would react, the images prove the point that advertisers and marketers are finding 

ways of code switching within advertising and marketing campaigns so as to attract a 

bicultural, bilingual individual. The only individual that would understand the ad is one 

that is familiar with both languages and able to perceive what the phrase “Mueve Tu 

Water” is referring to and how to properly say it.  

 While code switching may or may not be seen as appropriate or proper, if 

advertisers and marketers are trying to work with a growing trend, they will attempt to 

use it in such a way as to spark an interest or question in the consumer’s mind. They will 

try to get consumers talking about the product or simply develop a catchy slogan that the 

consumers will remember more and relate to. If Coca Cola had used Spanish throughout 

the campaign the copy would read, “Mueve Tu Agua”. For those who are not familiar 

with the Spanish language, one does not describe a drink or product of water as being 

something that one can move or wants to move. If anything, one would find it odd that 

you are attempting to move water in any way, as it is a thing that cannot keep a solid 

form on its own. However, by playing with the translation and changing “agua” to 



 22 

“water” the play on words produces a creative example that a bicultural and bilingual 

individual or anyone that is familiar enough with Spanish could understand and possibly 

see the attempt as being a clever way to use both languages in a unique spin. In turn, this 

creative presentation plays on the idea of motivating people to drink more water and let 

Coca Cola Dasani water be the root of this movement. Navarro (2003) describes this 

trend as being, “The way to reach these Latinos effectively can’t be limited to Spanish 

only […] it’s not about language, it’s more about culture” (p. 1). However, by mixing 

languages the culture is being reflected in a different way. Even though Navarro (2003) 

discusses the fact that more and more advertisers are already looking at bilingual 

Hispanics and the fact that many comfortably speak and read in English or Spanish (p. 1). 

Because of this, bilingual Hispanics are able to understand a general market 

advertisement and the intended message that reflects the American culture while having 

elements of Hispanic culture (Navarro, 2002, p. 1). In other words, there is a belief that 

Hispanics want to be more a part of the general market and therefore if they see that the 

general market is making an effort to show the mixed relationship that exists than 

Hispanics will feel and believe that acculturation is really happening and that the brand 

resonates all the wants that the Hispanic market has (Korzenny & Korzenny, 2012, p. 

131). However, the debate lies in the question of if the way in which advertisers and 

marketers are going about it is really demonstrating the way to persuade a consumer 

group that is in fact aiming to be assimilated than the consumer group that is struggling to 

hold on to it’s culture and acculturation before it is too late.  
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 While Mueve Tu Water may be a creative way of using code switching, whether 

the message is understood or not relies heavily on who is seeing the advertisement. For 

this reason, determining what target group code switching best works for is key for 

marketers and advertisers.  When I first saw this ad I not only found myself a bit 

confused when trying to read it but I even caught myself reading the ad in one language 

before realizing it was a mixture. In other words, I tried to read the ad in all Spanish 

before realizing that “water” was not a Spanish word. I also could not help but feel like 

the ad was insulting my ability to understand both languages. By this I mean that as I read 

the copy and understood that it was in “Spanglish”, I couldn’t help but feel like the 

advertisers assumed that I speak that way every day and find it acceptable; that I don’t 

know how to speak or read Spanish therefore I need to mix my languages. While this 

may sound like an exaggeration, it is a feeling that was sparked through the use of code 

switching.  

 I was curious to see how someone else would react to the ads and decided to show 

them to my brother (age 17) and my mother (age 51). Both reacted with confusion at first 

when trying to read the copy and once realizing what it meant they both commented on 

the fact that they did not like the use of “Spanglish”. My brother admitted that he uses 

“Spanglish” often and does not see a problem with the use of it in ads; however, the way 

in which Coca Cola used it did not linguistically “flow” the right way. Both described 

this more as it just simply sounding weird and not being believable as a way that 

someone would speak. I, too, agree and shared the same thoughts and reactions as they 

did. Not only was it difficult to read the phrase but also it just did not resonate with me 
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that someone would say something like that. In other words, my brother, my mother, and 

I could not relate to the phrase. We also had an emotional connection to the use of 

“Mueve Tu Water” that it sparked a negative emotion in us.  

 While my brother admitted that he does not have a problem in the use of 

“Spanglish” the fact that he did not react positively to the ad demonstrates how the way 

in which “Spanglish” is presented and the words that are chosen have an affect on the 

viewer. My mother actually commented that she was not opposed to the use of 

“Spanglish” as it is found in every day conversation now but that the problem for her was 

more that the advertisement just was not Spanish. She prefers to see ads in one language 

because in her perception each language is in fact separate.  

 
 
 

 
Another example of how Coca Cola has incorporated code switching with 

“Spanglish” is with the ad Perfection: Perfección Helada in which you see the copy that 

reads “Perfection” and below it “perfección helada”. Again, “perfection” and “ice cold” 

are in English, while “perfección helada” is not. The viewer would have to be familiar 

Illustration 3: Perfection: Perfección Helada 



 25 

with Spanish to know that the phrase in Spanish is actually describing the same thing as 

the English text—the perfect way to enjoy a Coca Cola is ice cold. While the copy in 

English and in Spanish is translations of themselves, the only way one would understand 

that is if one is familiar with both languages. However, because it is more of a translation 

the flow of the phrase is much more pleasant than what was seen in Mueve Tu Water.  

If this advertisement were used to target the young generation that accepts 

“Spanglish”, I feel that this ad would be a perfect example of how both languages could 

exist together and be understood. However, the determining factor with the message 

being communicated will always rely on the viewer being familiar with both languages 

enough to understand the advertisement. This advertisement may not work for the older 

generation that is against mixing the languages, however, because the translations are so 

close in meaning and do not sound 

linguistically off, it would be interesting to 

see if there would be some among the 

older generation that would not react 

negatively but would not fully accept it 

either. The same idea could be said for the 

ad Pinta Tu Halloween. In this 

advertisement, while the majority of the 

copy is in Spanish, the word “Halloween” is not. However, the term “Halloween” does 

not really exist in the same way in the Hispanic culture. Halloween is referred to as “Dia 

de las Brujas” (Day of the Witches) and more of a cultural practice as the Hispanic 

Illustration 4: Pinta Tu Halloween 
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culture celebrates the souls of the deceased on the 1st of November with “Dia de los 

Muertos” (Day of the Dead). For this reason, the copy “Halloween” can be seen as 

“Spanglish” but a much more acceptable use as the word is not a true word that exists in 

the Spanish language. Consumer acceptance would depend on whom the advertisement is 

intended for. This would have to be the only advertisment I could see myself accepting 

because I say “Halloween” when referring to the holiday when speaking both Spanish 

and English. I feel that because “Halloween” does not reflect a word that actually exists 

in the same way the idea can be more understood but still not accepted entirely. It is 

interesting to also note that this ad not only using code switching with the copy 

“Halloween” but also with the use of images that relate to the theme. In other words, 

Halloween is more a part of the non-Hispanic American culture, and this cultural practice 

has been acculturated into the Hispanic culture and equally celebrated. The image of the 

full moon, the  “scary” house in the background and the use of the color orange refer to 

Halloween. In fact, if one did not know what Halloween was they would see the 

advertisement as simply being orange because the drink is orange. They would possibly 

question the use of the house and full moon in the background. This advertisement is in 

fact a complete use of code switching with language and images. It is not only an 

example of how acculturation can be found within the non-Hispanic American culture 

through Hispanic elements, but also within the Hispanic culture through American 

elements.  

Overall, one can see that the way in which code switching is used within an ad 

will be a partial determinant of how the consumer understands the ad and if the he or she 
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accepts the ad. Advertising and marketing strategy will have to look and think about 

these same topics discussed and decide on who they wish to target and from there 

properly present the form they choose to use that will be the appropriate word choice, 

flow and overall the believability of the advertisement. In doing this, advertisers and 

marketers will best communicate and attract their target group.   
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CONCLUDING DISCUSSION 

The Future: Proper or Popular? 

 When it comes to advertising and marketing to Hispanics, there is still much to be 

discovered and understood. In preparation for this paper, the greatest interest was how 

Hispanics were being advertised and marketed to, and how the recent trend of using 

“Spanglish” was being reflected on the Hispanic culture. It is important to not only be 

aware of what is going on but to be aware of the studies that exist that depict the ways in 

which cultures are shifting and fusing as the years pass. For the sake of building 

relationships and connections with consumer groups, advertisers and marketers need to 

be aware of the cultural and generational differences that exist. Knowing the beliefs and 

values that exist that can aid in communicating to Hispanics.  

 While it appears that the use of “Spanglish” has become and will continue to be a 

new and rising trend in the advertising and marketing field, I feel that it will be 

interesting to see just how much this form of code switching will affect the Hispanic 

culture and non-Hispanic American culture. I feel that it is a bit too early to see the 

immediate affects and if in fact it is due to acculturation, but that enough evidence exists 

that show how the younger generation is being shaped and divided from that of the 

previous and present generations. Contrary to what anyone would ever want to admit, I 

feel that “Spanglish” is in fact changing the reputation of the Spanish language as well as 

the identity and history of the Spanish culture. These changes may not have been 

intentional but the influence it is having on the Hispanic culture is causing the separate 
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existence of each culture, American and Hispanic, to fade. The fear would then be that 

“Spanglish” is depicting what may come in the future, the loss of the authentic elements 

that make up the Hispanic culture. Through personal experience I have seen how the use 

of “Spanglish” has become more common and in some cases frowned upon as assuming a 

level of lack of education. However, as time has gone by I have witnessed more instances 

in which “Spanglish” is being accepted and seen as the “norm”.  

 I look at the difference between my generation and my brother’s generation, who 

is seven years younger. The biggest difference is with the way in which each of us relates 

to our culture. While I am proud of my Hispanic culture I am also proud of my American 

up-bringing. He, on the other hand, hardly relates or acknowledges his Hispanic culture 

and demonstrates a greater following and pride in his American culture. Because of this, I 

would be described as the acculturated individual and he the assimilated individual. Both 

of us had the same upbringing from our parents but each was influenced differently by 

the American culture.  

 This report has taken the interest of Hispanics in advertising and marketing and 

taken it a step further by investigating how language becomes an important factor in the 

way in which marketing and advertising campaigns are strategized and carried out. As the 

time goes by it will be interesting to see how the Hispanic culture will continue to evolve 

and be influenced by the American culture or general market. However, it will also be 

interesting to see the ways in which the non-Hispanic American culture is influenced by 

the Hispanic culture. I strongly believe we will see more of this influence and mixing of 
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cultural elements; however, I believe that if language continues to be affected, there will 

reach a point where the divide may become a problem.  

 While the future generations are proving to be more open to the way in which 

language is used, culture can still find a way of being so deeply rooted that while the 

generations may accept it or dismiss it, there may come a point where Hispanic pride may 

peak it’s head and fight back for the sake of the Hispanic culture and advertisers and 

marketers will have an even bigger challenge on their hands.  
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