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Introduction

In the dynamic world of modern marketing, authenticity is key (Edelman Trust Barometer,

2023). As a market researcher and performing artist, I've seen the ethical challenges and potential

for positive change when brands try to connect with underrepresented audiences. My experience

has shown me that companies need to change how they approach diversity and inclusion.

In today's social media-driven landscape (Sprout Social, 2023), consumers have a lot of power.

They can quickly build up or tear down a brand's reputation. This means that brands can no

longer just make surface-level efforts toward diversity; they need to genuinely engage with and

reflect the values of diverse communities. This shift is not just about doing the right thing; it's a

smart business move in an increasingly interconnected and socially aware world.

New technologies like virtual reality (PwC, 2021) and social gaming (Nielsen Esports Report,

2023) offer exciting ways for brands to connect with audiences. But these technologies alone

won't solve the problem of inauthentic messaging. To truly resonate with underrepresented

audiences, brands need to understand the unique preferences, cultural nuances, and experiences

of these communities.

This is where audience preference studies come in (SurveyMonkey, 2023). By conducting

thorough research, brands can learn a lot about what their target audience needs, wants, and

struggles with. This information can then be used to create marketing campaigns, products, and

brand stories that are not only interesting but also authentic and culturally relevant. For example,

a beauty brand wanting to connect with women of color could use focus groups and surveys to
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understand their specific beauty needs and preferences. Then, they could use this information to

develop products and messages that truly speak to this audience.

Fenty Beauty is a great example of how powerful audience preference research can be. They

shook up the beauty industry by offering a wide range of foundation shades for all skin tones. By

focusing on inclusivity and meeting the needs of a diverse audience, Fenty Beauty became

successful and made consumers who had felt left out by traditional beauty standards feel like

they belonged.

But the journey to authenticity isn't always easy. Brands have to deal with issues like cultural

appropriation, reinforcing stereotypes, and tokenism, all while trying to maintain a consistent

brand identity. It's a balancing act between staying true to core values and adapting to the

changing needs and expectations of diverse audiences. For instance, a fashion brand trying to

appeal to a global audience needs to be careful not to misuse or misrepresent cultural symbols or

traditions.

To overcome these challenges, brands need to take a comprehensive approach. They need to

combine audience preference research with a deep understanding of cultural context and a

commitment to ethical representation. This means actively listening to the voices of

underrepresented communities, working with them on campaigns, and sharing their stories in a

way that is both authentic and respectful. It also means owning up to past mistakes, learning

from them, and taking real steps to fix them.

The challenges are real, but the rewards are even bigger. Brands that can bridge the authenticity

gap and connect with underrepresented audiences have a huge opportunity. They can tap into
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new markets, build strong customer loyalty, and drive innovation. What's more, they can help

create a more inclusive and fair society where everyone's voice is heard and valued.

In my own work as an artist, I've dealt with the complexities of representation and authenticity.

As a Black performing artist, I've often been offered roles that perpetuate stereotypes or don't

accurately portray the richness and diversity of the Black experience. But by carefully choosing

projects that align with my values and using my platform to advocate for more nuanced and

authentic representation, I've been able to contribute to a wider conversation about diversity and

inclusion in the arts.

The lessons I've learned as an artist apply to brands too. By prioritizing authenticity, investing in

audience research, and embracing new technologies like Microsoft Mesh (2023), brands can

build meaningful connections with diverse communities and make a positive impact on society.

Famous author Chimamanda Ngozi Adichie once said, "The single story creates stereotypes, and

the problem with stereotypes is not that they are untrue, but that they are incomplete. They make

one story become the only story." As brands try to connect with the next generation of

consumers, especially after the shifts brought on by COVID-19 (McKinsey Global Institute,

2022), it's crucial that they move beyond single stories and embrace the full spectrum of human

experiences. By doing so, they can not only achieve commercial success but also help create a

more inclusive and equitable world.
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Chapter 1

Artist Statement: A Blueprint for Connecting with the
Next Generation of Underrepresented Audiences

In the digital age, the world is witnessing a profound shift in the relationship between brands and

their audiences. As we approach 2030, a new generation of consumers, predominantly Gen Z

and Millennials, is coming of age (Pew Research Center, 2023). These digital natives demand

authenticity, inclusivity, and social responsibility from the brands they engage with (McKinsey

Global Institute, 2022). They seek more than just products or services; they crave a connection

with brands that reflect their values and contribute to positive change.

As a Black performing artist, I've navigated the intricacies of brand perception throughout my

career. The roles I'm offered, the stories I'm asked to tell, and the images I'm expected to portray

are often filtered through a lens of societal expectations and stereotypes. It's a delicate dance,

balancing the desire to express my authentic self with the realities of the industry and the need to

maintain a viable career. I've learned that the projects I choose to participate in not only shape

my public image but also contribute to the broader narrative surrounding Black representation in

the arts.

Today's most impactful brands are facing a similar challenge. To resonate with a diverse and

socially conscious audience, they must transcend traditional marketing tactics and embrace a

more purpose-driven approach. This means moving beyond surface-level messaging and

demonstrating a genuine commitment to the values their target audience holds dear. Just as I
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carefully consider the roles I accept, brands must be mindful of the stories they tell, the images

they project, and the impact their actions have on society.

Authenticity is paramount (Edelman Trust Barometer, 2023). Brands must be transparent about

their values, their mission, and their efforts to make a positive impact. They must engage with

their audience in a meaningful way, fostering a sense of community and shared purpose. Just as I

strive to create work that resonates with audiences on a personal level, brands must craft content

that speaks to the hearts and minds of their consumers.

Inclusivity is also key. Brands must celebrate diversity in all its forms and ensure that their

messaging and products reflect the rich tapestry of their audience. Just as I seek to challenge

stereotypes and broaden the range of Black representation in the arts, brands must work to

dismantle harmful biases and create a more equitable and inclusive marketplace.

In this era of heightened social consciousness, brands have a unique opportunity to become

catalysts for positive change. By championing social and environmental causes, they can align

themselves with the values of their audience and contribute to a better future. Just as I use my

platform to advocate for respectful and accurate perception, brands can leverage their influence

to create a more just and sustainable world.

My thesis, titled Connecting with the Next Generation: How Modern Brands Can Engage

Underrepresented Audiences, is an exploration of the challenges and opportunities that arise

when brands attempt to engage with this diverse and digitally native audience. It is a deep dive
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into the complex landscape where traditional marketing strategies falter, and where the need for

innovative, inclusive, and culturally relevant communication is paramount.

The digital divide, once considered a matter of access, has evolved into a multifaceted issue that

encompasses representation, cultural relevance, and the equitable distribution of opportunities.

Underrepresented groups, facing barriers in technology access and literacy, are often excluded

from the digital narratives that shape perceptions and influence decision-making. This exclusion

perpetuates an authenticity gap, where corporate messaging is met with skepticism, disinterest,

and even distrust.

To bridge this gap, I propose a holistic approach that leverages the power of new media

technologies in tandem with a deep understanding of audience preferences. This approach is not

merely about adapting to change; it's about embracing change as a catalyst for transformation.

The Authenticity Gap

The authenticity gap is a pervasive issue that plagues modern brands, particularly when engaging

with underrepresented audiences. It stems from a history of misrepresentation, tokenism, and

tone-deaf marketing campaigns that fail to resonate with the lived experiences and values of

diverse communities. In an era of social media and heightened awareness, consumers are quick

to call out inauthenticity. A single misstep can trigger a viral backlash, damaging a brand's

reputation and alienating potential customers. For underrepresented groups, this lack of
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authenticity can be particularly disheartening, reinforcing feelings of exclusion and

marginalization.

This is where the true challenge and opportunity for brands lies. To bridge this authenticity gap,

brands must move beyond superficial gestures of diversity and inclusion and embrace a genuine

commitment to understanding and representing the diverse communities they serve. This

involves actively listening to the voices of underrepresented groups, collaborating with them on

campaigns, and amplifying their stories in an authentic and respectful way. It means

acknowledging past mistakes, learning from them, and taking concrete steps to rectify them.

It's not just about representation; it's about creating a sense of belonging. When brands

authentically engage with underrepresented communities, they foster a deeper connection, build

trust, and cultivate loyalty. This, in turn, translates into increased brand awareness, positive

word-of-mouth, and ultimately, business growth.

The authenticity gap is a complex issue, but it's not unstoppable to address. By embracing

diversity, fostering inclusivity, and prioritizing authenticity, brands can not only avoid the pitfalls

of inauthenticity but also tap into the immense potential of the diverse marketplace. The brands

that succeed in this endeavor will be the ones that thrive in the coming decade and beyond.

The challenge, then, is to move beyond performative gestures and create communication that is

genuine, inclusive, and culturally relevant. This requires a shift in mindset, from viewing
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diversity as a checkbox to embracing it as a core value that informs every aspect of brand

strategy.

The Digital Age As We Know It

The digital age has ushered in a wave of innovative technologies that have the potential to

revolutionize how brands connect with audiences. These technologies offer unprecedented

opportunities for immersive storytelling, interactive experiences, and personalized

communication.

Virtual Reality (VR) and Augmented Reality (AR): These technologies transcend the limitations

of traditional media by creating immersive environments that transport users into virtual brand

experiences (PwC, 2021). VR and AR can be used to showcase company culture, demonstrate

product functionality, and create emotional connections that resonate on a deeper level. For

example, a fashion brand could use VR to create a virtual runway show that allows users to

experience the latest collections from the comfort of their own homes, regardless of their

physical abilities or geographic location.

Social Media Platforms: Social media has transformed from a marketing channel into a cultural

force (Sprout Social, 2023). It's where conversations happen, communities are built, and trends

are born. By strategically utilizing platforms favored by target demographics, brands can

participate in authentic conversations, share user-generated content, and collaborate with

influencers who have built trust within specific communities. A beauty brand, for instance, could
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partner with micro-influencers from diverse backgrounds to showcase their products in a way

that feels relatable and aspirational.

Gaming and Esports: The gaming industry has exploded into a global phenomenon, attracting a

diverse and passionate audience (Nielsen Esports Report, 2023). Brands can tap into this thriving

subculture by integrating their messaging into popular games, sponsoring esports events, or even

creating their own branded games. A financial services company, for example, could develop a

gamified financial literacy program that teaches young adults about investing and saving in a fun

and engaging way.

These are just a few examples of how new media technologies can be leveraged to bridge the

authenticity gap and create more meaningful connections with underrepresented audiences.

However, it's important to note that technology alone is not a panacea. To truly resonate, brands

must also invest in understanding the unique preferences, values, and cultural nuances of their

target audience.

Communication Challenges to Face

In a world inundated with information, capturing and retaining attention is a formidable

challenge. To cut through the noise, brands must tailor their communication to the specific

interests and preferences of their audience. This requires a deep understanding of their target

demographics, their cultural backgrounds, and their online behaviors:
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Social Listening: By ethically monitoring online conversations, brands can gain valuable

insights into the language, concerns, and interests of their target audience (Brandwatch, 2023).

This information can be used to inform messaging, content creation, and campaign strategies.

For example, a food brand could track social media conversations about plant-based diets to

identify key trends and develop products that align with consumer preferences.

Interactive Surveys and Polls: Gamification and interactive elements can make data collection

engaging and insightful (SurveyMonkey, 2023). By incorporating surveys and polls into social

media campaigns, brands can gather real-time feedback on their initiatives and adjust their

strategies accordingly. A fitness company could use polls to gauge interest in different workout

formats and tailor their content calendar accordingly.

Focus Groups and User Testing: Virtual focus groups and user testing within immersive

platforms like Microsoft Mesh provide a safe and inclusive space for gathering qualitative

feedback (Microsoft Mesh, 2023). This allows for deeper exploration of user experiences,

ensuring that marketing materials are accessible and resonate across diverse backgrounds. A tech

company could use user testing to evaluate the accessibility of their website for users with

disabilities and make necessary improvements.

By combining the power of new media technologies with a deep understanding of audience

preferences, brands can create communication that is not only engaging but also meaningful and

impactful.
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Validating Cases

To illustrate the potential of this approach, let's examine a few case studies of brands that have

successfully leveraged new media technologies and audience preference insights to connect with

underrepresented audiences:

Nike: Nike has a long history of championing diversity and inclusion in its marketing

campaigns. In 2018, the company launched a campaign featuring Colin Kaepernick, a former

NFL quarterback who knelt during the national anthem to protest racial injustice. The campaign

sparked controversy, but it also resonated deeply with many consumers, particularly those from

underrepresented communities. Nike's willingness to take a stand on a social issue demonstrated

its commitment to authenticity and values, ultimately strengthening its brand image.

Fenty Beauty: Rihanna's Fenty Beauty brand disrupted the beauty industry by offering a wide

range of foundation shades for all skin tones. The brand's inclusive approach resonated with

consumers who had long felt excluded by traditional beauty standards. Fenty Beauty's success is

a testament to the power of understanding and catering to the needs of diverse audiences.

Microsoft:Microsoft has been a leader in developing accessible technology for people with

disabilities. The company's Xbox Adaptive Controller, designed for gamers with limited

mobility, is a prime example of how technology can be used to promote inclusivity. Microsoft's

commitment to accessibility has not only benefited its customers but also enhanced its brand

reputation.
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These are just a few examples of how brands can leverage new media technologies and audience

preference insights to create more inclusive and engaging communication. By following their

lead, other brands can unlock the full potential of the digital age and build a brighter, more

connected future for all.

For a more personalized micro interpretation, I have collected examples that aligns with my own

story as an artist, in which the same principles of brand perception, audience preference and

strategic insight is essential:

Donald Glover (Childish Gambino): Glover's multi-faceted career is a testament to the power

of cross-platform creativity and audience engagement. He seamlessly transitions between music,

acting, writing, and directing, building a loyal fanbase that follows him across various mediums.

His music videos, like "This is America," spark conversations about race and social issues, while

his show "Atlanta" offers a nuanced portrayal of Black life. By embracing new media formats

and tackling relevant themes, Glover has cultivated a diverse and engaged audience.

Issa Rae: Rae's web series "Awkward Black Girl" catapulted her into the spotlight,

demonstrating the potential of digital platforms to reach niche audiences. Her HBO show

"Insecure" further solidified her position as a voice for Black women, exploring their

experiences with humor and authenticity. Rae's savvy use of social media to connect with fans

and promote her projects has helped her build a strong brand that resonates with

underrepresented audiences.
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Tyler Perry: Perry's Madea franchise, initially built on stage plays and later adapted into films,

found immense success by catering to a predominantly Black audience that felt underserved by

mainstream Hollywood. Perry's ability to tap into cultural nuances and create relatable characters

resonated deeply with his target audience. While his work has faced criticism, it undeniably

opened doors for Black stories and talent in the entertainment industry.

Ava DuVernay: DuVernay's documentaries like "13th" and "When They See Us" have sparked

national conversations about racial injustice and the criminal justice system. Her use of film as a

tool for social change has resonated with audiences across demographics, particularly those who

feel marginalized by mainstream media. DuVernay's commitment to amplifying diverse voices

and telling impactful stories has made her a powerful force in both the entertainment and social

justice spheres.

My Approach

My thesis will utilize a mixed-methods approach, combining both qualitative and quantitative

data to build a comprehensive understanding of the challenges and opportunities at hand. This

approach allows for a deeper exploration of the complex issues surrounding brand engagement

with underrepresented audiences:

Case Studies: In-depth case studies of brands that have successfully leveraged new media

technologies to connect with underrepresented audiences will serve as real-world examples of
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effective strategies. These case studies will be selected based on their relevance to the thesis

topic and their demonstrated impact on audience engagement.

Social Listening Data: Quantitative analysis of social listening data will uncover trends,

sentiment, and key conversation topics among target audiences. This data will be collected using

ethical and transparent methods, ensuring the privacy and confidentiality of participants.

Survey and Focus Group Data: Qualitative analysis of survey results, focus group discussions,

and user testing feedback will provide nuanced insights into audience preferences, motivations,

and pain points. This data will be gathered through a variety of channels, including online

surveys, virtual focus groups, and in-person interviews.

By triangulating data from these different sources, I will be able to develop a more

comprehensive and nuanced understanding of the challenges and opportunities that brands face

when engaging with underrepresented audiences. This understanding will inform the

development of practical recommendations and strategies that can be implemented by brands of

all sizes and industries.

The Overall Goal

The ultimate goal of this thesis is to provide a roadmap for brands navigating the complexities of

engaging the next generation of underrepresented audiences. By embracing new media

technologies and prioritizing audience preference research, companies can bridge the
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authenticity gap, build trust, and foster meaningful connections. It's a call to action for brands to

step up, to evolve, and to embrace the diversity that enriches our world.

This roadmap will delve into the strategies, tactics, and tools that brands can leverage to connect

with underrepresented audiences in a way that is genuine, respectful, and mutually beneficial. It

will explore how brands can harness the power of social media, influencer marketing, content

creation, and community building to reach and engage with these audiences on their terms. It

will also examine the importance of data-driven insights and audience research in understanding

the unique needs, preferences, and values of these communities.

But this thesis is more than just a guide; it's a vision for a future where brands and

underrepresented audiences can co-create a more inclusive and equitable marketplace. It's a

testament to the power of authenticity, the importance of representation, and the potential for

brands to make a positive impact on society. The expected outcomes of this research include:

A comprehensive framework for understanding the challenges and opportunities of engaging

underrepresented audiences in the digital age.

This framework will provide brands with a clear understanding of the factors that influence

audience engagement, including technology access, cultural relevance, and authenticity.

Practical recommendations and strategies for leveraging new media technologies and audience

preference insights to create more inclusive and engaging communication.
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These recommendations will be based on the findings of the research and will be tailored to the

specific needs of different brands and industries. A contribution to the ongoing conversation

about diversity in today’s media landscape.

Closing Statements

In conclusion, this thesis endeavors to not only illuminate the path towards a more inclusive and

equitable future for brands and underrepresented audiences but to actively contribute to its

creation. It strives to be a catalyst for change, providing not just theoretical insights but practical

tools and strategies that can be implemented by brands to bridge the authenticity gap and foster

genuine connections. By encouraging open dialogue, promoting diversity, and amplifying

marginalized voices, this research aspires to spark a broader conversation about the role of media

in shaping societal perceptions and promoting social justice.

Personally, I am excited to learn more about what there is to offer from direct or indirect insights

from the next generation of audiences intensely impacted by existing and developing content and

relative technologies, but for the sake of my faith-based values, I can only hope that the future

leans toward an ethically advance society, with enough incentive to unleash a new age of

empathy and regard for the Godly acts of well mannered citizens. I would also hope that there be

a decent balance in behavioral matters (positive or negative), with the latter not overwhelming

the former. Let the image of good hold its ground in that regard for the sake of our youth now

and to come.
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By providing a comprehensive framework, actionable strategies, and a deeper understanding of

the nuances involved in authentic engagement, this research aims to empower brands to forge

meaningful connections that resonate with the diverse communities they serve. Ultimately, this

thesis envisions a media landscape where representation is not just a buzzword, but a reality,

where diversity is celebrated, and where the voices of all are heard and valued. This is not

merely an academic pursuit; it is a commitment to fostering a more just and equitable society,

one authentic connection at a time.
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Chapter 2

Present Challenges: Proposing solutions leveraging new

media technologies and audience preference studies to

foster meaningful engagement.

My research document showcases a commendable foundation, yet there are opportunities for

growth and refinement show that I make direct references to a variety of sources, including

academic articles (e.g., "The Buying Power of Black America"), industry reports (e.g., Nielsen's

"Diverse Intelligence Series"), and marketing blogs (e.g., AdAge). This demonstrates a breadth

of knowledge and an understanding of different perspectives on the topic, ranging from scholarly

analysis to industry insights and current trends.

I identify key concepts related to point of view in marketing, such as brand authenticity, cultural

relevance, and target audience analysis. These concepts are central to understanding how

corporations can effectively communicate with and represent diverse audiences (McKinsey

Global Institute, 2022).
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I express a clear interest in applying research findings to develop practical solutions for

corporations. This focus on real-world application is a valuable aspect of graduate-level research,

as it demonstrates the potential impact and relevance of the study (Pew Research Center, 2023).

Self Evaluation

Opportunities for growth begin with my touch upon relevant research, my current analysis lacks

depth to my personal preference. It can all benefit from a more in-depth examination of existing

literature, delving into specific theories and models of consumer behavior, critically evaluating

the methodology and findings of previous studies, and identifying areas where further research is

needed. For example, exploring the concept of "authenticity" in greater detail, examining

different theoretical frameworks, and analyzing how it has been operationalized in previous

studies would strengthen the conceptual foundation of the thesis.

While I mention conducting audience preference studies, my current work lacks specifics on the

methodology, sampling, and data analysis techniques. Incorporating a well-designed primary

research component would significantly enhance my thesis's contribution to the field. This could

involve surveys, focus groups, or interviews with Gen Z consumers from marginalized

backgrounds, allowing for a deeper understanding of their perspectives, preferences, and

experiences with corporate advertising (Edelman Trust Barometer, 2023).

The draft also could be more critical in evaluating the existing literature. While I refer to various

sources, there is little discussion of the potential biases, limitations, or contradictions within the
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research. A more critical approach would involve identifying gaps or inconsistencies in previous

findings, questioning assumptions, and considering alternative viewpoints. This would

demonstrate a nuanced understanding of the existing knowledge base and strengthen the

justification for the proposed research.

Along with that, some of the cited sources, such as the 2011 Nielsen report, might be outdated.

It's crucial to include the most recent data and research available to ensure the relevance and

accuracy of the study.

Point of View (POV) Evaluation

I want to take a deep dive into evaluating Point of View as a fundamental craft element in

storytelling, acting as the lens through which the narrative is filtered and presented to the reader.

It dictates the perspective from which the story unfolds, influencing the reader's perception of

events, characters, and the overall narrative world. By understanding the nuances of POV, I

believe writers can wield it as a powerful tool to craft engaging, immersive stories across various

literary genres. My presentation will dive into the multifaceted nature of POV, examining its

different forms, its impact on narrative, and its evolution throughout literary history, in regards to

the application of media strategy. It will also explore relevant scholarship and offer insights for

writers seeking to master this essential craft element.

In order to understand POV, we need to take a multifaceted approach, described as the following:
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First-Person POV

In first-person POV, the narrator is a character within the story, often the protagonist. The

narrative unfolds through their eyes, using "I" and "me" pronouns. This perspective creates a

sense of intimacy and immediacy, allowing readers to experience events alongside the narrator.

First-person POV is particularly effective for character-driven stories, where the focus is on

internal thoughts, emotions, and personal experiences.

However, I believe it is important to note that this perspective is inherently limited to the

narrator's own knowledge and understanding. The reader only sees and knows what the narrator

sees and knows, which can create bias or unreliability. So, authors must carefully consider the

implications of using first-person POV in their storytelling.

*Example: In "The Adventures of Huckleberry Finn" by Mark Twain, Huck's first-person

narration immerses the reader in his world, capturing his unique voice, dialect, and moral

struggles.

Second-Person POV

Second-person POV is less common but offers a unique narrative experience. The narrator

addresses the reader directly, using "you" pronouns, as if the reader is a character in the story.

This perspective can be immersive but also challenging to execute effectively. It's often used in

interactive fiction, choose-your-own-adventure stories, and experimental narratives.

25



The main challenge lies in maintaining a balance between reader agency and narrative

coherence. If the "you" character's actions are too prescribed, it can feel limiting. If the "you"

character has too much freedom, it can be difficult to maintain a cohesive storyline. When done

well, we see that second-person POV can create a deeply personal and engaging reading

experience.

*Example: Italo Calvino's "If on a winter's night a traveler" employs second-person POV to

create a metafictional experience, blurring the lines between reader and protagonist, and

challenging traditional notions of narrative authority.

Third-Person POV

Third-person POV is the most prevalent narrative perspective. The narrator exists outside the

story's events and refers to characters by name or using "he," "she," and "they" pronouns.

Third-person POV offers varying degrees of distance and objectivity.

This flexibility makes it a versatile tool for any writer, allowing them to control the flow of

information and the depth of character insight. It can range from limited third-person, where the

narrator focuses on a single character's thoughts and feelings, to omniscient third-person, where

the narrator knows everything about all characters and events. The choice of third-person

perspective can significantly impact the tone, scope, and overall impact of a story.
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Third-Person Limited: The narrator focuses on the thoughts and feelings of a single character,

usually the protagonist. This provides a deeper understanding of that character's internal world

while maintaining some narrative distance.

*Example: In "Harry Potter and the Sorcerer's Stone," J.K. Rowling primarily uses third-person

limited POV, focusing on Harry's experiences and perceptions, while occasionally offering

glimpses into the minds of other characters.

Third-Person Omniscient: The narrator knows the thoughts and feelings of all characters,

allowing for a comprehensive view of the story. This perspective can be useful for complex

narratives with multiple intertwined storylines.

*Example: Leo Tolstoy's "War and Peace" utilizes third-person omniscient narration to depict

the vast panorama of Russian society during the Napoleonic Wars, delving into the thoughts and

motivations of numerous characters from different social classes and backgrounds.

Third-Person Objective: The narrator observes and reports events without delving into the

thoughts and feelings of any character. This approach creates a detached, journalistic style, often

used in crime fiction and thrillers.

*Example: Ernest Hemingway's "Hills Like White Elephants" employs third-person objective

POV to present a seemingly mundane conversation between two characters, leaving readers to

infer their emotions and the underlying tension.
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Impact of Choice

The choice of POV significantly impacts how a story is told and received. It affects several

notable things in a story or subject matter.

First-person POV allows for deep character exploration, delving into their innermost thoughts,

emotions, and biases. This can create a strong sense of empathy and connection with the reader,

but it may also limit the understanding of other characters' perspectives. Third-person limited

offers a balance of intimacy and distance, focusing on one character's experiences while still

allowing for observations of others. This perspective can provide a deeper understanding of the

protagonist's motivations and relationships. Omniscient narrators provide a broader perspective,

delving into the thoughts and feelings of multiple characters, but this can sometimes sacrifice

emotional depth and individual character development. The choice of perspective ultimately

depends on the author's goals for character development and the story's overall focus.

Third-person omniscience is often used to create expansive worlds, seamlessly transitioning

between different locations, characters, and timelines. This allows for detailed descriptions of

landscapes, cultures, and historical events, providing a panoramic view of the fictional universe.

First-person POV can also be effective for worldbuilding, but in a more intimate and grounded

way. The narrator's observations and experiences within the setting allow readers to immerse

themselves in the sights, sounds, and sensations of the world, creating a personal connection to
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the environment. While limited in scope, this perspective can offer a unique depth and richness

to the depiction of a specific place or culture.

The narrator's voice and perspective significantly influence the story's atmosphere. A cynical

first-person narrator might create a darker, more pessimistic tone, filtering events through their

jaded worldview. Their language choices, observations, and reactions to events would color the

reader's perception of the story. On the other hand, a whimsical third-person narrator could

imbue the story with lightheartedness, perhaps employing playful language, focusing on

humorous details, and highlighting the positive aspects of characters and events. The narrator's

attitude, whether it be sarcastic, melancholic, optimistic, or detached, will seep into the narrative

and shape the reader's emotional response. The choice of perspective, therefore, becomes a

crucial tool for authors to craft the desired tone and mood of their stories.

First-person narrators can be unreliable due to biases, emotional involvement, or limited

knowledge. Their accounts may be colored by personal opinions, skewed memories, or

deliberate deception. This unreliability can be a powerful literary device, adding layers of

complexity and intrigue to the narrative, but it also requires the reader to actively question and

interpret the narrator's version of events. Third-person narrators are generally considered more

reliable, as they are not directly involved in the story and can offer a more objective perspective.

However, they can still be influenced by the author's own biases and interpretations, subtly

shaping the reader's understanding of the characters and events. Ultimately, the reliability of any

narrator depends on the author's intentions and the careful crafting of the narrative voice.
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While maintaining a consistent POV is generally recommended, some writers experiment with

shifts in perspective. These shifts can be used to (1) reveal hidden information or motivations,

(2) build suspense and tension, (3) explore different perspectives on a single event or issue,

and/or (4) challenge reader expectations and assumptions

Historical Outlook of POV

The use of POV has evolved throughout literary history, reflecting changing cultural attitudes

and narrative techniques.

Ancient epics and myths often employed third-person omniscient narration, with narrators who

possessed godlike knowledge of all characters and events. This reflected a belief in divine

control over human affairs and a desire to present a comprehensive and authoritative account of

the world. The omniscient narrator served as a moral guide, interpreting events and imparting

wisdom to the audience.

While third-person narration remained dominant, the medieval period saw the emergence of

first-person narratives in various forms. Autobiographies, confessions, and travelogs offered

personal perspectives on historical events, religious experiences, and cultural practices. These

first-person accounts provided valuable insights into individual lives and societal norms, often

challenging the authority of traditional narratives.
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The Renaissance witnessed a growing interest in individual subjectivity and the exploration of

diverse viewpoints. Playwrights like Shakespeare experimented with multiple POVs within their

plays, employing soliloquies, asides, and dialogues to reveal different characters' motivations

and perspectives. This multi-voiced approach added complexity and psychological depth to the

storytelling, allowing audiences to engage with a wider range of emotions and experiences.

The 20th century brought a significant shift in narrative perspectives, reflecting the growing

interest in subjective experience, psychological complexity, and the fragmentation of traditional

narratives. First-person and stream-of-consciousness techniques became prominent, allowing

authors to delve deep into the minds of their characters and explore the nuances of perception

and memory. This focus on individual consciousness challenged the notion of a single, objective

truth and opened up new possibilities for literary expression.

Application of POV in Modern Literature

Contemporary writers continue to experiment with POV, pushing the boundaries of narrative

form and challenging traditional notions of storytelling. We can start by evaluating the rise of

unreliable narrators in contemporary literature reflecting a growing interest in subjective truth

and the complexities of human perception. These narrators may be biased, mentally unstable, or

deliberately deceptive, forcing readers to question the veracity of the narrative and actively

participate in the meaning-making process. This technique adds layers of ambiguity and intrigue

to the story, inviting readers to engage with the text on a deeper level and explore the

motivations and limitations of the narrator.

31



Novels like George R. R. Martin’s A Song of Ice and Fire showcases the power of multiple

POVs to create sprawling, multifaceted narratives. By shifting between different characters'

perspectives, authors can explore a vast array of experiences, motivations, and interpretations of

events. This technique adds depth and complexity to the world-building, allowing readers to

witness the same events through different lenses and develop a more nuanced understanding of

the characters and their relationships.

In an era of experimentation and boundary-pushing, some writers have been shown to embrace

hybrid forms of narration, blending first-person and third-person POVs, or even incorporating

second-person address. This can create a disorienting yet immersive reading experience, blurring

the lines between fiction and reality and challenging traditional notions of narrative authority.

These innovative approaches to storytelling invite readers to actively participate in the narrative

construction, questioning the boundaries between author, narrator, and reader.

Scholastic Application of POV

The study of POV in literature draws on various theoretical frameworks. Scholars like Gérard

Genette, Mieke Bal, and Shlomith Rimmon-Kenan have developed intricate frameworks for

analyzing narrative discourse. They have dissected the role of the narrator, examining their

reliability, level of omniscience, and relationship with the implied author. They have also

explored focalization, the perspective from which events are presented, and how it shapes reader
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interpretation. These theories provide valuable tools for understanding the intricate mechanics of

storytelling and how narrative choices influence reader engagement and interpretation.

Cognitive approaches to narrative investigate the mental processes involved in reading and

interpreting stories. Researchers have explored how readers construct mental models of the story

world, how they empathize with characters, and how POV influences their understanding of

events. Studies have also examined the role of perspective-taking and mental simulation in

reader engagement, shedding light on the psychological mechanisms that underpin our

fascination with narratives.

Feminist scholars have critically analyzed how POV can either reinforce or challenge gender

stereotypes and power dynamics within narratives. They have examined how certain

perspectives can marginalize or silence women's voices, while others can empower and amplify

them. Feminist theory has also explored the use of alternative narrative forms, such as multiple

POVs and fragmented narratives, to represent the diverse experiences of women and challenge

patriarchal norms.

This field has focused on the ways in which POV can be used to represent or misrepresent

marginalized voices and perspectives, particularly those of colonized or formerly colonized

peoples. Postcolonial scholars have analyzed how narrative choices can perpetuate or subvert

colonial power structures, revealing the hidden biases and assumptions embedded in storytelling.

By examining the relationship between POV and power, postcolonial theory has exposed the

complex ways in which narratives can shape our understanding of history, culture, and identity.
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Scholars and researchers rely on relevant scholarship and primary sources for accurate

information, shown through the following:

Narrative Discourse: An Essay in Method by Gérard Genette: This seminal work revolutionized

narrative theory by introducing key concepts such as the distinction between story and discourse,

the levels of narration, and the different types of focalization. Genette's meticulous analysis and

systematic approach laid the groundwork for subsequent generations of narrative theorists.

Narratology: Introduction to the Theory of Narrative by Mieke Bal: This book provides a

comprehensive overview of narratology, covering essential concepts such as narrative levels,

focalization, and characterization. Bal's clear and engaging writing style makes it an accessible

entry point for students and scholars interested in the study of narrative.

Narrative Fiction: Contemporary Poetics by Shlomith Rimmon-Kenan: This influential text

delves into the complexities of narrative fiction, exploring the relationship between the narrator

and the implied author, as well as the role of ambiguity and indeterminacy in narrative meaning.

Rimmon-Kenan's nuanced analysis offers valuable insights into the interpretive challenges posed

by modern and postmodern fiction.

The Great Gatsby by F. Scott Fitzgerald: This iconic novel showcases the power of unreliable

first-person narration. Nick Carraway's romanticized view of Gatsby, his own social aspirations,
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and his limited understanding of the events he witnesses create a complex and ambiguous

portrait of the Jazz Age.

Mrs. Dalloway by Virginia Woolf: This modernist masterpiece employs stream-of-consciousness

narration to plunge readers into the minds of multiple characters. By shifting seamlessly between

different perspectives, Woolf captures the fragmented nature of individual consciousness and the

interconnectedness of human experience.

Midnight's Children by Salman Rushdie: This postcolonial epic employs multiple POVs,

magical realism, and a rich tapestry of voices to depict the tumultuous history and cultural

identity of India. By blending personal and historical narratives, Rushdie creates a kaleidoscopic

vision of a nation in flux, challenging traditional notions of linear time and singular perspective.

Closing Statements

In conclusion, I have always known Point of View to be a powerful tool in any writer's bag,

offering a wide range of possibilities for crafting compelling narratives. By understanding the

nuances of first-person, second-person, and third-person perspectives, and exploring their

diverse applications, writers can shape readers' experiences, manipulate emotions, and challenge

conventional viewpoints. As I take on my own challenges in my creative journey, I would like to

consider POV not merely as a technical choice, but as a fundamental element that can transform

my storytelling. Diving into the wealth of scholarship on narrative theory, I want to analyze the

techniques employed by master storytellers, and experimenting with different narrative strategies
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will enable you to harness the full potential of POV. By thoughtfully selecting and skillfully

executing my chosen perspective, I am confident that I can create stories that resonate with my

readers and growing audience, leaving a lasting impact and inviting them to see the world

through new eyes.
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Chapter 3

The Authenticity Imperative – A New Era of Consumer

Power

The digital age has ushered in a new era of consumer empowerment (Edelman Trust Barometer,

2023). Armed with social media platforms, online review sites, and the ability to share

information globally at incredible speeds, today’s consumers now wield unprecedented influence

over a brand's reputation. A single tweet, viral video, or impassioned post can catapult a brand

into the spotlight, or just as quickly, tarnish its image irrevocably (Sprout Social, 2023).

This heightened consumer power has radically transformed the marketing landscape, placing

authenticity at the forefront of brand strategy. In the past, a flashy ad campaign or a memorable

slogan might have been sufficient to capture consumer attention and drive sales. Today,

consumers demand more. They seek brands that resonate with their values, mirror their

identities, and actively contribute to the betterment of society.

The Necessity of Effective Branding

A brand's authenticity is no longer a mere marketing buzzword or a "nice-to-have" attribute; it's

become a non-negotiable prerequisite for success. Consumers, particularly the digitally savvy

"New Gen" audiences (Millennials, Gen Z, and emerging) are adept at detecting inauthenticity.
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Whether it's a tone-deaf marketing campaign that fails to recognize cultural nuances, a lack of

diversity in advertising that excludes certain demographics, or a dissonance between a brand's

professed values and its actual behavior, consumers are quick to call out hypocrisy and hold

brands accountable. Such missteps can trigger swift and severe consumer backlash, leading to

boycotts, negative publicity, and long-lasting damage to a brand's reputation.

This new era of consumer power is particularly pronounced among the "New Gen" audiences.

These generations, having grown up in a hyper-connected world saturated with information and

social activism, are more discerning and socially conscious than their predecessors. They are

more likely to patronize and champion brands that are transparent, socially responsible, and

genuinely committed to engaging with diverse communities in an authentic and meaningful way.

The Authenticity Imperative

The authenticity imperative presents a dual-edged sword for brands. On one hand, it necessitates

a deeper level of introspection, a willingness to confront uncomfortable truths about a brand's

history and practices, and a commitment to aligning words with actions. This can be a daunting

and uncomfortable process, but it's an essential one for brands that aspire to thrive in the digital

age.

On the other hand, the authenticity imperative opens up a world of opportunity for brands that

are willing to embrace it. By fostering genuine connections with consumers, demonstrating a

commitment to social responsibility, and actively listening to and responding to consumer
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feedback, brands can cultivate a loyal following, build a positive reputation, and ultimately drive

long-term growth.

In this new era of consumer empowerment, authenticity is not just a marketing strategy; it's a

survival strategy. Brands that prioritize authenticity and invest in building genuine relationships

with their consumers will be the ones that thrive, while those that cling to outdated, inauthentic

practices will inevitably fall behind. The stakes have never been higher, and the rewards for

embracing authenticity have never been greater.
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Chapter 4

Decoding Authenticity – Navigating the Complexities of

Identity

Authenticity is a concept as elusive as it is essential, often easier to identify when absent than to

articulate precisely. It's a complex tapestry woven from a brand's values, actions, messaging, and

the intricate dance between its inner identity and external perception.

At its core, authenticity is the unwavering alignment between a brand's essence and its

expression. It's the embodiment of integrity, where a brand's actions consistently mirror its

professed values and beliefs. For brands, this means having a crystal-clear sense of purpose that

transcends mere profit generation, a set of core values that serve as an ethical compass guiding

every decision, and a willingness to be vulnerable and transparent, even when it means exposing

imperfections. It means acknowledging that perfection is an illusion and that missteps are

inevitable, yet embracing them as opportunities for growth and learning.

Discerning Perception of Authenticity

But authenticity extends beyond internal reflection; it's intrinsically linked to how a brand is

perceived by its audience, especially those it aspires to connect with. This is where the nuanced
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terrain of identity intersects with brand authenticity. Each individual possesses a unique identity,

a mosaic meticulously crafted from an array of factors: race, ethnicity, gender, sexual orientation,

socioeconomic status, cultural background, personal experiences, and countless other threads.

These identities are not static; they are dynamic, evolving entities shaped by the ever-shifting

social landscape.

For brands, understanding and respecting the multifaceted nature of identity is paramount to

forging authentic connections with diverse audiences. It means recognizing that there is no

one-size-fits-all formula for authenticity; what resonates deeply with one group may fall flat with

another. It requires a nuanced approach that acknowledges and celebrates the unique perspectives

and experiences of different communities.

Furthermore, it means acknowledging the historical power imbalances that have marginalized

certain communities, often leading to misrepresentation or erasure in mainstream media and

advertising. Brands have a moral imperative to rectify these injustices by amplifying diverse

voices, dismantling harmful stereotypes, and crafting content that reflects the rich tapestry of

human experiences.

Navigating the labyrinthine complexities of identity is fraught with challenges. Brands must

tread carefully, avoiding cultural appropriation, tokenism, and the inadvertent alienation of

specific audiences. However, by approaching these challenges with humility, empathy, and an

unwavering commitment to continuous learning, brands can cultivate trust, foster genuine

relationships, and ultimately create a community of loyal advocates.
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The pursuit of authenticity is not a linear path; it's an ongoing journey of self-discovery,

adaptation, and growth. It's about embracing imperfections, learning from mistakes, and

constantly striving to better align a brand's essence with its expression. In a world saturated with

marketing messages, authenticity is the beacon that cuts through the noise, forging a connection

that transcends mere transactions and fosters lasting loyalty.
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Chapter 5

A Metamorphosis of Consumer Engagement

The digital age has completely changed how people interact with brands. This change is

happening because of new technology, changing ideas about trust, and new ways of telling

stories. While the differences between generations are becoming less obvious, there are still

differences in what people want. Millennials like brands that are real and have good values,

while Gen Z likes exciting experiences and new ways of telling stories. It's important for brands

to understand these differences to get people interested, particularly modern and often

overlooked groups who fall within their target audience.

Why Does Trust Still Matter?

Trust is still the most important thing in building relationships with customers/clients/consumers.

The Edelman Trust Barometer (2023) shows that in a world where there's a lot of fake news,

brands need to be honest and show that they care about their customers. The stories they tell

about their products and services need to be true, especially for important things like healthcare

and money.
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How to Define Technology Today?

Technology is not just a tool anymore; it's a way to tell stories. According to PwC's 2021 report,

virtual reality (VR) lets brands create experiences that are way more exciting than normal ads.

Companies like Microsoft Mesh (2023) are using VR to change how people work together and

talk to each other online. The growing popularity of esports, as shown in the Nielsen Esports

Report (2023), shows how strong online communities can be.

What Can Social Media Be For Us?

Social media has given everyone the power to tell stories, which means customers can change

what people think about brands. Sprout Social (2023) says that companies need to pay attention

to what people are saying online. Today’s most favorable tools like Brandwatch (2023) are used

by many large companies to figure out what customers like and don't like.

The way we tell stories has changed dramatically too. We can learn a lot from classic books and

how they are written. Brands can (and should) use these lessons to create interesting stories that

make people feel something.

In this always-changing world, getting customers involved is complicated. If brands use new

technology, focus on being trustworthy, and tell good stories, they can connect with their

customers in meaningful ways. This change isn't just about using new technology; it's about a

whole new relationship between brands and customers. This change can be hard, but it also

creates opportunities, and brands that do it well will have loyal customers for a long time.
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Chapter 6

Finding the Sweet Spot

In the world of brands, finding the right balance is key. It's like walking a tightrope between

staying true to who you are and changing with the times to keep your audience interested

(Edelman Trust Barometer, 2023). This is especially important when trying to connect with

younger people who are always looking for something new and exciting. Younger generations,

who have grown up in a hyper-connected world saturated with information and social activism,

are more discerning and socially conscious than their predecessors. They are more likely to

patronize and champion brands that are transparent, socially responsible, and genuinely

committed to engaging with diverse communities in an authentic and meaningful way.

Authenticity as a Requirement

Being relatable or “real” is more important than ever before. Today's consumers can easily spot

inauthenticity, so brands need to be honest and open (Edelman Trust Barometer, 2023). This

means being clear about what you stand for and showing it in everything you do. It's not just

about “talking the talk”; it's about walking the walk. This new era of consumer power is

particularly pronounced among the "New Gen" audiences. These generations, having grown up

in a hyper-connected world saturated with information and social activism, are more discerning

and socially conscious than their predecessors. They are more likely to patronize and champion
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brands that are transparent, socially responsible, and genuinely committed to engaging with

diverse communities in an authentic and meaningful way.

Implementing Relatability with Interactive Material

Technology is a big part of this too. Things like virtual reality (VR) can make brands more

exciting and give people a way to experience them in a whole new way (PwC, 2021). But even

with all this cool tech, the message still needs to be real. It's not just about using the latest

gadgets; it's about using them to tell stories that people can connect with. The stories they tell

about their products and services need to be true, especially for important things like healthcare

and money.

Social media is like a giant stage where everyone has a voice (Sprout Social, 2023). This means

customers can easily share their thoughts about brands, good or bad. So, it's important for brands

to listen to what people are saying and use that feedback to get better. Today\u2019s most

favorable tools like Brandwatch (2023) are used by many large companies to figure out what

customers like and don’t like.

The way we tell stories has changed a lot too. We can learn a lot from classic books and how

they're written. Brands can use these same storytelling techniques to create ads and campaigns

that are interesting and make people feel something.
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What Can Today’s Brands Do?

In today's fast-paced world, connecting with customers is tricky. But if brands focus on being

real, using technology in smart ways, and telling good stories, they can build strong relationships

with their customers. This isn't just about keeping up with the latest trends; it's about creating a

real connection that lasts. It's a challenge, but it's also a huge opportunity for brands to grow and

succeed. The authenticity imperative presents a dual-edged sword for brands. On one hand, it

necessitates a deeper level of introspection, a willingness to confront uncomfortable truths about

a brand's history and practices, and a commitment to aligning words with actions. This can be a

daunting and uncomfortable process, but it's an essential one for brands that aspire to thrive in

the digital age. On the other hand, the authenticity imperative opens up a world of opportunity

for brands that are willing to embrace it. By fostering genuine connections with consumers,

demonstrating a commitment to social responsibility, and actively listening to and responding to

consumer feedback, brands can cultivate a loyal following, build a positive reputation, and

ultimately drive long-term growth.
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Chapter 7

The Road Ahead: Navigating the Future of Brand

Identity

In this ever-evolving landscape of brand identity, the journey is far from over. As we look to the

future, it's clear that the brands that will thrive are those that can adapt, innovate, and stay true to

their core values while embracing the changing tides of consumer expectations and technological

advancements.

The Rise of a New Generation of Audiences

The rise of the "New Gen" audiences, with their heightened social consciousness and demand for

authenticity, will continue to shape the way brands communicate and interact with their

customers. This means that brands will need to go beyond simply selling products or services;

they will need to become active participants in the conversations that matter to their audiences,

demonstrating a genuine commitment to social responsibility and environmental sustainability.

Technology will continue to play a pivotal role in shaping brand identity. Virtual reality (VR),

augmented reality (AR), and other immersive technologies will offer new and exciting ways for

brands to connect with consumers, creating experiences that are not only memorable but also
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deeply personal. However, it's important to remember that technology is just a tool; the real

magic lies in the stories that brands tell and the emotions they evoke.

Social media will remain a powerful platform for brands to engage with their audiences, but it

will also become increasingly important for brands to navigate the complexities of this landscape

with care. This means being mindful of the potential pitfalls of social media, such as the spread

of misinformation and the risk of alienating certain groups, while also harnessing the power of

social media to amplify positive messages and build community.

Advancing the Art of Storytelling

The art of storytelling will continue to be a cornerstone of brand identity. As we've seen

throughout this thesis, the most successful brands are those that can tell compelling stories that

resonate with their audiences on a deep emotional level. This means drawing inspiration from

classic literature, film, and other forms of art, while also embracing the unique storytelling

possibilities offered by new media and technology.

In conclusion, the future of brand identity is bright, but it's also fraught with challenges. The

brands that will succeed are those that can embrace change, stay true to their values, and connect

with their audiences in meaningful ways. This is not just about keeping up with the latest trends;

it's about creating a legacy that will endure for generations to come. As we embark on this

exciting journey into the future, let us remember the words of Maya Angelou: "People will forget

what you said, people will forget what you did, but people will never forget how you made them
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feel." This is the essence of brand identity, and it's what will ultimately determine a brand's

success in the years to come.
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