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Abstract
Every election cycle, political campaigns on both sides of the aisle spend millions of dollars on
Spanish-language advertising in an effort to appeal to Latino voters. Yet there is no consensus among
scholars that using a particular language positively--or negatively--impacts the political attitudes of
linguistically diverse Latino voters. Furthermore, in the existing academic field of Latino politics, the
framework of analysis has been largely binary: researchers have distinguished only between “Spanishdominants” and “English-dominants,” with no acknowledgement for the political attitudes and
behavior of bilingual Latinos, who make up 36% of the Latino population in the United States today.
This study fills this gap by studying how the language of political communication affects the
favorability of a non-Latino candidate among bilingual versus English-dominant Latino voters. To do
so, I utilized a qualitative methodology and conducted a series of twelve focus groups with Latinoidentifying students at Tufts University. In each focus group, participants either viewed a Spanish or
English-language advertisement, and were asked to rate their favorability of the candidate and his
commitment to the Latino community, as well as respond to a series of discussion questions pertaining
to the effect of the language of political communication. The findings from these focus group survey
questions and discussions confirmed that bilingual Latinos and English-dominants embrace distinct
political attitudes about Spanish-language political communication and partisanship. Furthermore,
this research demonstrates that the role of Spanish in Latino identity is changing, and provides
practical recommendations for political campaigns to improve their strategies to effectively engage
with bilingual and English-dominant Latino voters.
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Chapter 1
Introduction: Conflicting Campaign Strategies to Communicate with Latino Voters
Of the 27.3 million Latinos eligible to vote in the 2016 presidential election, 57% identified as
being bilingual or Spanish-dominant, while 43% reported being English-dominant (Pew Hispanic
Research Center, 2016). This range of linguistic proficiency represents a critical dimension of the
diversity inherent in the Latino electorate in the United States today. When developing outreach
strategies to target and mobilize Latino voters, political campaigns must take into account this
linguistic diversity in order to make choices about whether to transmit their messages in English,
Spanish, or a mix of both. Take, for example, the 2016 Clinton campaign. In sharp contrast to the
strategy championed by the Obama campaigns in 2008 and 2012, Clinton’s campaign chose to invest
overwhelmingly in English-language television and radio ads rather than Spanish-language ones.
Whereas the 2008 Obama campaign invested approximately $20 million dollars in Spanish-language
ads, the Clinton campaign invested only between $2 and $3 million (Florida, 2016). Political strategists
and pundits were split on the Clinton campaign’s approach. Some praised the “novel” Englishlanguage ad strategy, and considered it an area in which “the Clinton campaign [was] taking key steps
to forge a strong Latino program” (Carrasquillo, 2016). Others argued Clinton “[was missing] a chance
to deploy a broader effort to target the Hispanic electorate such as the one that Obama pioneered four
years ago” (Phillip & O’Keefe, 2016). Ultimately, exit polls revealed that in 2016 Clinton won 66% of the
Latino vote—a share lower than Obama’s 2012 reelection (71%) yet comparable to his 2008 run (67%)
(Krogstad & Lopez, 2016). These contrasting strategies illustrate a broader—and unresolved—
disagreement among American political strategists and scholars alike about how and when to use
Spanish and English to effectively communicate with linguistically diverse Latino voters.
In fact, there is no conclusive evidence that using a particular language positively—or
negatively—impacts the political attitudes of Spanish-dominant, bilingual, and/or English-dominant
Latinos. Spanish-dominant and English-dominant Latinos are those who speak Spanish or English as
their primary language both at home and at work. For the purposes of this analysis, I define bilingual
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Latinos as those who speak both languages equally or near equally as well, and who use both
languages in their daily lives. Within academia, the body of research dedicated to understanding if
and how the language of political communication—which I define as the language chosen by a
political campaign to transmit a message through audio-visual, print, and online media—actually
influences how linguistically diverse Latino voters perceive candidates is extremely limited. In
particular, there is a gap in the literature examining the impact of the language of political
communication upon bilingual Latino voters. Studies conducted by the Pew Hispanic Center have
found that bilingual Latinos, in comparison to Spanish-dominant and English-dominant Latinos,
report distinct levels of partisanship (Lopez et al., 2017). Furthermore, research has shown that for
bilingual Latinos, Spanish and English are important in different ways: Spanish is often used by
bilinguals with family and when forming interpersonal relationships, whereas English is used by
bilinguals as the language of work and school (de la Garza and Yang, 2015). These findings raise the
question as to how bilingual Latinos interpret campaign messaging in English or Spanish, as well as
whether their political attitudes differ from Spanish-dominant and English-dominant voters. Yet
scholars of Latino political behavior have overlooked the political attitudes of bilinguals. In their
research, scholars have presented language proficiency as a dichotomy, labeling participants either as
“Spanish-dominant” or “English-dominant,” without acknowledgement for a ‘bilingual’ category. This
disregard for bilingualism ignores an entire linguistic subcategory of the Latino electorate, and forces
participants to select one language over another—even if they value each language equally but in
different ways—and therefore limits the findings of this existing research.
Research Question
In this thesis, I seek to answer the following major question:
•  

How does the language of political communication influence the favorability of a candidate among
bilingual versus English-dominant Latino voters?

By distinguishing between bilingual and English-dominant Latino voters, my objective is to study how
the political attitudes about a candidate will compare and contrast for each linguistic group based
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upon the language of transmission. To do this, I conducted twelve focus groups as a part of a
qualitative research study at Tufts University. Six of these focus groups were conducted with Englishdominant Latino Tufts students and six focus groups were conducted with bilingual Latino Tufts
students. In these focus groups, I showed participants either a campaign advertisement in Spanish or
English as a stimulus for conversation. Given that there is minimal information about how bilingual
Latinos respond to political communication, I used the focus groups to help make sense of the impact
of language of political communication upon this group as well as English-dominant Latinos.
In addition to pursuing this main research question, the following subtopics were explored:
1. How does the race/ethnicity of a political candidate affect how their usage of Spanish/English is
perceived by English-dominant versus bilingual Latino voters?
2. How does the political party affiliation of a candidate affect how their usage of Spanish/English is
perceived by English-dominant versus bilingual Latino voters?
3. How does a candidate’s personal proficiency in Spanish impact the level of trust and/or support felt
by English-dominant versus bilingual Latino voters?
4. What is the role of Spanish within Latinidad?
6. What role do Latino-identifying endorsers play in influencing linguistically diverse Latino voters’
support and trust for a particular candidate?
7. What are misconceptions held by political campaigns about the Latino electorate?
Hypotheses
Taking into consideration the existing research about the importance of Spanish and English for
Latinos in conjunction with the research focusing on the impact of the language of political
communication upon Spanish-dominant and English-dominant Latino voters, I hypothesize the
following:
H : bilingual Latinos and English-dominant Latinos will convey different levels of trust and
1

support for a non-Latino candidate when the language of political communication is Spanish.
I hypothesize exposure to and discussion about Spanish-language political communication by
a political candidate to elicit more favorable responses about the candidate among bilingual Latinos
in comparison to English-dominants. The basis for this hypothesis is the fact that bilinguals will be
able to understand the content of the ad, as well the expectation that bilinguals may consider the
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Spanish language to be more important than English-dominants. As such, I hypothesize bilinguals
will consider Spanish-language political communication to serve as a positive symbol indicating effort
by the political campaign to connect with them which will lead them to perceive the candidate more
favorably.
For English-dominant Latinos, I hypothesize that exposure to the Spanish-language ads will
elicit negative and neutral responses regarding the favorability of the candidate. The basis for this
hypothesis is because the English-dominant Latinos will not be able to understand the content of the
ad and exposure to the ad will serve as a reminder of their detachment from the Spanish-speaking
portion of the Latino community.
H : bilingual Latinos and English-dominant Latinos, because they both speak English, will exhibit
2

similar levels of trust and support for a candidate when the language of political communication is
English.
Significance of this Research

This research is especially relevant considering that the Latino electorate is not only the
fastest growing electorate in the United States, but is also still “up for grabs” for both major
political parties. While majority support for the Democratic party among Latinos has remained
close to 60% since the 1990s, in 2012 and in 2016 when researchers from Pew Hispanic Center
asked Latino voters which party cared more about their ethnic group, almost a third (28%) said
there was no difference between the two (Lopez et al.). 36% of all Latinos in the United States
identify as bilingual, and among those who speak English, 59% are bilingual (Krogstad &
Gonzalez-Barrera). Thanks to widespread bilingualism, Spanish continues to be the most spoken
non-English language in the United States (ibid.) Considering the relative youth of the Latino
population—nearly 24% of those under the age of 18 in the U.S. are Latino—and prevalence of
Spanglish among Latinos ages 16-25 (70% reported using it), the effect of bilingual Latino political
behavior can no longer be ignored (ibid.)
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That said, politicians pertaining to both of the major political parties have, and continue to
be, reluctant to recognize the significance and complexities of the Latino electorate in their
campaigns. As the Latino electorate continues to grow and become more linguistically diverse, it
will be imperative for candidates and campaigns to connect with and mobilize Latino/a voters.
Targeted messaging across a variety of media towards bilingual, English-dominant, and Spanishdominant Latinos provides a powerful platform to inform and engage participation in the political
process. Therefore, this thesis has practical implications for political campaigns in that it will
provide political strategists with an improved understanding of the influence of the language of
political communication for bilingual Latino voters. This analysis has the potential to inform
future Latino communication and get-out-the-vote strategies as the United States’ largest
immigrant group grows in number and electoral power.
What to Expect
Chapter 2 will provide a review of the existing literature about the effect 0f language of political
communication upon Spanish-dominant, bilingual, and English-dominant Latinos. Chapter 3 will
outline my hypotheses and qualitative methodology. Chapter 4 provides the results and analysis of the
effect of language of political communication among my bilingual and English-dominant focus group
participants. Chapter 5 examines efforts beyond the language of political communication to target
Latino voters, including co-ethnic endorsers and familial appeals. Chapter 6 compares and contrasts
bilinguals’ and English-dominants’ pre-existing attitudes about partisanship and political
communication. Chapter 7 discusses the intersection of Latino identity, language, and race, which
emerged as a dominant topic of conversation without a prompt from a discussion question. Chapter 8
wraps up this analysis, and discusses the major findings, implications for future study, and my
personal reflections.
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Chapter 2
Literature Review: An Evaluation of the Existing Literature about the Impact of the Language of
Political Communication among Latino Voters
In the academic field of Latino politics, numerous scholars have explored factors beyond
socioeconomic status and education level that influence Latino political attitudes and behavior, such
as the presence of co-ethnic candidates on the ballot (Barreto, 2007) and personal contact through
door-to-door canvassing (Michelson, 2003). Most recently, scholars have begun to investigate how
political advertisements—and specifically the language of political communication—may serve as
factors influencing Latino voter mobilization. Political advertisements provide campaigns with a
unique tool to mobilize Latino voters because they not only allow campaigns to educate targeted
voters about the policy stances, skill set, and character of a particular candidate running for office, but
they also “increase the salience of the issues at stake and the relevance of participation” (Merolla and
Soto, 2006). Unlike door-to-door canvassing, which allows campaigns to target “only a fraction of the
Latino voting public,” political advertisements through television, radio, or print have the potential to
reach a far wider range of voters (Soto and Merolla, 2006). Moreover, as Abrajano (2010) affirmed
“among those who have researched the effects of these political ads, the general consensus is that
campaign messages can and do affect voters.” The question is how.
Considering that approximately 38% of Latinos are Spanish-dominant, 36% are bilingual, and
25% are English-dominant, campaigns targeting Latinos have a menu of choices when deciding what
language to transmit their messaging in across a variety of media (Krogstad and Gonzalez-Barrera,
2015). As Baretto et al. (2007) outlined, campaigns have four general options when targeting Latino
voters: they can rely on general English-language ads, translate English-language ads into Spanish
without changing the message or tone, design an original ad specifically targeting Latinos in English,
or produce an original ad to target Latinos in Spanish. Among scholars in the field of Latino politics
who have studied the impact of the language of political communication, all agree that political
communication in English and Spanish produce differential outcomes on Latino vote choice and voter
turnout. However, researchers disagree about how and why Spanish and English-language political
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communication specifically influences Spanish-dominant and English-dominant voters. Therefore,
this chapter is dedicated to reviewing and evaluating this existing literature and identifying the
dominant schools of thought regarding the use of Spanish and English in political communication to
target the Latino electorate.
The first section of this chapter provides an overview of the demographic characteristics,
political attitudes, and partisanship of each of the major linguistic subgroups in the Latino electorate:
Spanish-dominant voters, English-dominant voters, and bilingual voters. Although existing
scholarship about Latino political behavior has exclusively focused on Spanish-dominant versus
English-dominant Latino voters, consideration of the bilingual section of the electorate is necessary to
critique the existing binary linguistic framework currently employed by scholars.
The second section of this chapter explores the influence of Spanish-language political
communication upon English-dominant and Spanish-dominant Latino voters. Within each linguistic
subgroup, I organize literature by scholars according to whether they argue Spanish-language political
communication positively, negatively, or neutrally influences political attitudes and
behavior. Similarly, the third section of this chapter explores the influence of English-language
political communication upon English-dominant and Spanish-dominant Latino voters. Through the
evaluation of the literature regarding the effect of Spanish and English-language political
communication upon members of both of these linguistic subgroups, I argue that there is a
fundamental gap in the existing research which has not considered how the language of political
communication influences the political attitudes and behavior of bilingual Latinos as a distinct
linguistic sub-group. In the fourth section, I conclude this chapter with the justification of my
methodological choices and further elaborate upon the importance of the gap in research on this topic.
Part 1: Comparing the Composition, Political Attitudes, and Partisanship of the Three Linguistic
Subgroups in the Latino Electorate
Latino voters, as De la Garza and Yang (2015) explained, “live in three distinct linguistic
environments:” they are either Spanish-dominant, English-dominant, or bilingual. As this section will
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explore, the language that Latinos predominantly speak has powerful consequences for their political
attitudes and behavior.
The Spanish-Dominant Latino Electorate
As of 2013, the Spanish language is the most spoken language in the United States other than
English (Krogstad and Gonzalez-Barrera). According to the 2011 National Survey of Latinos, 38% of
Latino adults identify as Spanish-dominant, the majority (93%) of whom are first-generation
immigrants (Taylor et al., 2012). Twenty-one percent of Latinos who are Spanish-dominant are over
the age of 65, compared to only 4% of English-dominant Latinos in the same age group (Krogstad et al.,
2015). It is important to note, however, that not all of these Spanish-dominant Latinos are eligible to
vote because of their immigration status.
Compared to the other linguistic subgroups, Spanish-dominant Latino voters are among the
least likely to be engaged in the American political process. As DiSipio and Yang (2015) explain:
As working-class immigrants and low-SES native-born citizens, [Spanish-dominant Latinos] “cluster”
in homogeneous ethnic neighborhoods that help preserve mother-tongue Spanish domination among
adults…Because Spanish-dominant Latinos are concentrated in barrios where Spanish is likely the
dominant social and commercial language, their social interactions with mainstream society are the
exception rather than the rule, and thus they are relatively unsocialized into the electoral and political
mainstream.
This cycle is repeated as Spanish-dominant immigrants continue to arrive in these communities. As a
result, “the overall composition of these barrios, and the social interactions and media experiences of
barrio residents, largely unchanged” (ibid). Three-in-four Spanish-dominant Latinos have less than a
high school education, and these low levels of education in conjunction with foreign-born Latinos’
unfamiliarity with American politics further contribute to Spanish-dominant Latinos’ lower levels of
turnout compared to other linguistic subgroups (Krogstad et al., 2015). In these ethnically homogeneous
communities, Spanish-dominant Latinos are most likely to discuss political communication with other
Spanish-dominant co-ethnics and absorb information from Spanish-language media (ibid).
Compared to the other linguistic sub-groups, Spanish-dominant Latinos are more likely to
affiliate with the Democratic Party (76%) (Lopez et al, 2016). In the 2016 presidential election, 80% of
Spanish-dominant/bilingual Latinos reported supporting Democratic nominee Hillary Clinton,
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compared to 48% of English-dominant Latinos favoring her (Krogstad, 2016). This overwhelming
affiliation for the Democratic Party is rooted in the Republican Party’s track record of anti-Latino
immigrant rhetoric and policy.
English-Dominant Latinos
According to the Pew Hispanic Center, 44% of second-generation Latinos and 80% of thirdgeneration Latinos are English-dominant (2009). Among Latinos under the age of 18, 36% are classified
as English-dominant compared to 41% who are bilingual and 23% who are Spanish-dominant
(ibid). English-dominant Latinos are more likely to “live in a social world that is more similar to that of
comparably situated non-Hispanic whites” in which “Spanish is seldom heard or used in daily venues”
(De la Garza and Yang, 2015). Therefore, the political communication they are exposed to is most likely
to be in English and the “content and framing of the issues that engage them are unlikely to differ
significantly from those that inform Anglo-Americans” (ibid). English-dominant Latino voters are less
likely to be interested in Latino-specific issues such as undocumented immigration and bilingual
education (ibid). As a result, in sharp contrast to Spanish-dominant Latinos, English-dominant Latinos
are less likely to affiliate with a particular political party.
Bilingual Latinos: Linguistically—and Politically—Distinct
While the proportion of English-proficient Latinos has grown over the past two decades,
acquisition of and proficiency in the English language has not signified an abandonment of the
Spanish language to a majority of U.S.-born Latinos. Latinos ages 16 to 25 are more likely to be
bilingual (41%) than English-dominant (36%) or Spanish-dominant (23%) according to a 2009 Pew
Hispanic Center Study. Among Latinos who speak English, 59% are bilingual (Krogstad and GonzalezBarrera, 2015). Second-generation Latinos are among the most likely of all Latinos to be bilingual: 50%
self-identified as being proficient in both languages according to a 2013 Pew Hispanic Center study
(ibid). That said, research by Telles and Ortiz (2008) found that among Mexican-Americans,
proficiency in Spanish persisted into the fourth generation. Compared to other non-English
languages, Spanish has retained a “generational longevity” among Latinos in the United States, and
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this prevalence and sustained importance of the language has become one of the most unique
characteristics of the Latino electorate (Linton and Jiménez, 2009). As a result, as Abrajano and
Alvarez (2012) explained, “the classic political assimilation model used to understand the behavior of
previous European immigrants [is] insufficient to understand [Latino] political behavior.”
In contrast to Spanish-dominant Latinos, bilingual Latinos are more likely to inhabit
heterogeneous workspaces and neighborhoods and despite “[continuing] to experience segregation,
they are much less segregated from whites than the foreign born” (de la Garza and Yang,
2015). Furthermore, bilinguals are in a unique position to consume media and be exposed to political
communication from both Spanish and English-language sources. In addition to having access to a
greater number of sources, having access to Spanish-language media in particular benefits bilinguals
because information “is presented to them within a different frame than that which characterizes the
major English news outlets” which allows bilinguals to “develop different views and preferences” than
their English-dominant counterparts (ibid).
Research by scholars of Latino political attitudes and behavior has shown that bilingual
Latinos embrace distinct political attitudes and display unique levels of political participation into
comparison to those who are Spanish- and English-dominant. As of 2016, 65% of bilinguals affiliated
with the Democratic Party, a share lower than Spanish-dominant Latinos (76%) and higher than
English-dominant Latinos (59%) (Lopez et al.). In the groundbreaking study conducted by de la Garza
and Yang (2015) in which they were among the first to distinguish bilinguals as a unique linguistic
subgroup, they found that bilinguals turned out to vote at higher rates than English-dominant
voters. Furthermore, their bivariate findings revealed that bilinguals had higher registration rates
than English-dominant and Spanish-dominant voters. This research by de la Garza and Yang (2015)
sets the stage for further inquiry of bilingual Latino political behavior in this emerging field.
That said, in this analysis, it is imperative to consider the roles each of these languages play in
the Latino identity in the United States, hereafter referred to as Latinidad. According to a 2012 Pew
Hispanic Center poll, 95% of Latinos surveyed indicated that they believe it is important for future
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generations of Latinos to speak Spanish (Taylor et al.). In fact, according to the Pew Hispanic Center’s
2009 National Survey of Latinos, millennial Latinos are “encouraged to speak Spanish more so than
their parents when they were young.” Yet at the same time, 87% of those surveyed in the same 2012
Pew Hispanic Center Poll also indicated that learning English is imperative to being able to succeed in
the United States (2012).
For bilingual Latinos, the role of Spanish is commonly understood as the “emotional”
language, used most frequently in the context of family and the home (Abrajano and Panagopoulos,
2011). Research conducted by the Pew Hispanic Center supports this claim: approximately threequarters of all Latinos—irrespective of their nativity—speak Spanish at home (Lopez, 2016). The
importance of Spanish in the context of personal relationships can be explained by the fact that
various “aspects of the home environment encourage the use of Spanish and facilitate proficiency in
the language,” particularly “in intact households where co-resident kin are present” (Arriagada, 2005).
Meanwhile, the role of English is therefore more frequently associated with the language of work and
school and provides Latinos with a means of “[connecting]…to the outside world” (Panagopoulos and
Green, 2011). As Valdes and Seoane (1995) explained, English often operates as the “rational” language
in contrast to Spanish.
Research conducted by de la Garza and Vaughn (1984) illustrates how these distinct roles are
embraced by bilingual Latinos in daily life. De la Garza conducted a series of interviews with elected
and appointed Latino officials to discuss their experiences in politics at the local, state, and national
levels, in which he discovered a pattern of Spanish and English language:
The interviews began in English, but the respondents quickly switched to Spanish to identify
themselves and describe their positions. When de la Garza responded in Spanish, they switched back to
English to describe the core issues involving their work and careers, candidates, campaigns, and
governmental performance. Spanish, in short, was used to establish a relationship, but English was the
language most used to explain their work. (1984)
These findings highlight how Spanish and English are important to bilingual Latinos in
distinct ways, and that they occupy distinct roles within Latinidad. Furthermore, identifying how
bilinguals use Spanish and English in different facets of their lives raises the question as to how
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bilingual Latinos in comparison to English-dominant and Spanish-dominant Latinos, react to political
communication in either language. Throughout the evaluation of the existing literature in the next
section, I will highlight the ways in which the failure to distinguish bilingualism as a unique subgroup
raises questions about researchers’ findings and conclusions.
Part 2: Comunicando en Español: Opportunities and Risks Associated with Spanish-language Political
Communication
Researchers who have exclusively studied the impact of Spanish-language political
communication upon the political behavior of Latino electorate as a whole, instead of distinguishing
between linguistic subgroups, agree that messages in Spanish can positively impact Latino voter
turnout (Panagopoulos and Green, 2011; Barreto et al., 2011). Instead, the debate over the impact of
Spanish-language political communication upon political attitudes and behavior arises when Spanishdominant and English-dominant Latinos are considered as two distinct linguistic subgroups. Research
by Panagopoulos and Abrajano (2011), Abrajano (2011), Ramírez, Baretto, and Merolla (2007), Binder et
al. (2013), and Soto and Merolla (2008) has revealed conflicting findings about the relative effectiveness
of Spanish ads compared to English ads, as well as how English-dominant and Spanish-dominant
holistically perceive and act on Spanish-language political messages. I will begin this section by
reviewing the findings regarding the impact of Spanish-language political communication upon
Spanish-dominant Latinos. I will then review the findings regarding the impact of Spanish-language
ads upon English-dominant Latinos. For the discussions of the influence of Spanish-language
communication upon Spanish-dominant and English-dominant Latinos, I will organize scholars based
on whether their research indicates a positive, neutral, or negative effect upon political attitudes and
behavior.
Spanish-Dominant Latinos
Si Se Puede: Spanish-language Political Communication as a Powerful Tool to Mobilize Spanish-Dominant
Latinos
While the effectiveness of Spanish-language political communication upon Spanish-dominant
Latino political attitudes and behavior may appear obvious, the reality is that no nationally
representative research has holistically validated this assumption across a variety of media. Soto and
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Merolla (2008) and Abrajano (2010) are among the few scholars who have tested this claim and found
that televised Spanish-language ads actually do positively impact voter turnout and vote choice.
Both Abrajano (2011) and Soto and Merolla (2008) used data from the 2000 National
Annenberg Election Survey (NAES) and looked only at Latinos eligible to vote in a media market
tracked by the Campaign Media Analysis Group so that they could obtain a measure of the number
and types of televised political ads they were exposed to. While Soto and Merolla distinguished
Spanish-language ads from “Target” ads (English-language ads with a direct or indirect ethnic appeal)
and “General” ads (English-language ad with no ethnic appeal), Abrajano divided ads based on
language and further based on content in terms of whether they were policy-focused or ethnic
appeals. Soto and Merolla found that Spanish-language ads positively influenced Spanish-dominant
voter turnout for the candidate. Abrajano found similar results: exposure to Spanish-language ads
resulted in a 28 percent greater likelihood of voting for the candidate among Spanish-dominant Latino
voters, compared to only a 3 percent greater likelihood after being exposed to a general Englishlanguage ad (2011). When looking at vote choice, Abrajano found that only Spanish-language ethnic
appeals positively influenced how Spanish-dominant voters felt about a particular candidate.
Meanwhile, the policy messages in Spanish “carried no weight” on the voting preferences of Spanishdominant Latinos.
To explain these findings, researchers in both works posited that language serves as a proxy
for acculturation. They argue that considering the fact that Spanish-dominant Latinos are more likely
to be first-generation immigrants, they are more likely to be positively impacted by Spanish-language
and ethnic appeals, for “their ethnic or racial identity may still be highly salient to them” (Pangopoulos
and Abrajano, 2011). Therefore, as Abrajano (2011) argued, “the degree to which Latino voters have
incorporated themselves into American society determines which political ads most influence their
vote.” Soto and Merolla (2008) further argued that Spanish-language advertisements “send a clear
signal that the sponsor is trying to mobilize Latino citizens” and thus positively affects voter turnout
for that candidate. It should also be noted that both groups of researchers recognized the limitations
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of this data set. In particular, researchers were not able to know exactly how many ads participants
were exposed to. Furthermore, the NAES presented language proficiency as a dichotomy:
participants were either Spanish or English-dominant. Both researchers acknowledged this limitation
in their analysis. This binary framework prevented researchers from being able to know whether an
English-dominant respondent was able to understand a Spanish-language advertisement they may
have been exposed to or not. It is also worth noting that these two data sets from NAES were the only
data sets to produce significant results indicating that Spanish-language political communication
positively influences Spanish-dominant political behavior; no field experiments, which comprise the
majority of studies in this field, yielded these results. This raises the question about the validity about
this one data set, and highlights the need for further study in this field. If campaigns think they’re
being strategic by investing millions in Spanish-language ads to turn out the “sleeping giant,” there
should at least be some evidence to prove it.
Inconclusive Results Regarding the Impact of Spanish-language Political Communication
The results of field experiments using print advertisements conducted by Abrajano and
Panagopoulos (2011) and Binder at al. (2014) challenge the acculturation theory that “the extent to
which a Latino is incorporated into American society determines which types of political ads affect
their vote decisions and likelihood of voting” (Abrajano, 2010). Abrajano and Panagopoulos conducted
a randomized field experiment to study how turnout among 6,931 registered Latino voters in New York
City Council District 21 was influenced by English-language and Spanish-language nonpartisan
mailers. Among all Latinos, the Spanish-language treatment only raised turnout by 1 percentage point.
When researchers looked specifically at the voter turnout among Spanish-dominant Latinos, the effect
of the Spanish-language and English-language treatments were statistically indistinguishable. These
results proved to be contrary to their hypothesis, which posited that the treatments of both languages
should be equal relative to the first language of the voter. Because this study was nonpartisan, it raises
questions about how the results may have been different had the message been partisan. Moreover, by
not distinguishing between whether participants were bilingual versus English-dominant, they do not
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know how many individuals were able to read and understand the flyer irrespective of the language,
thus limiting the significance of the study.
Binder et al. (2014) conducted a field experiment during the 2010 California primary election
among Latino voters using flyers to test the effect of language of political communication in
conjunction with the role of a co-ethnic policy leadership upon voter turnout. The flyers described a
policy and either included information about the role of a Latino elected official in crafting it, the role
of a White elected official, or neither. Half of all flyers were produced in Spanish and half were
produced in English. Among Spanish-dominant voters, researchers found that Spanish-language
treatments failed to increase turnout. In the analysis of these statistically insignificant findings among
Spanish-dominant Latinos, the limitations of both of these studies involving print advertisements
should be taken into consideration. Previous scholarship which has tested the effect of printed
campaign mailers upon voter turnout has found predominantly weak results. Nonpartisan messages
were especially weak in terms of their effect: as Gerber et al. (2008) found, nonpartisan print mail
typically raises turnout by less than .5 percentage points. Nevertheless, given the limited amount of
research on the topic of the language of political communication, it is critical to take into consideration
every piece of literature in this new field.
Even though neither study indicated that Spanish-language advertisements could produce a
significant negative effect upon voter turnout or choice among Spanish-dominant Latinos, these
findings highlight that Latinos are not a monolithic voting bloc; as a result “their receptivity to
campaign media messages is also not homogeneous” (Soto and Merolla, 2006). These findings should
serve as a red flag to campaigns that, as Abrajano and Panagopoulos note, “have become increasingly
reliant on Spanish as the primary mode of communication to target the Latino electorate.” In fact, as
Binder et al. (2014) explain:
The results highlight the challenges campaigns and nonpartisan groups face in mobilizing Spanishdominant Latinos, suggesting that simply varying their outreach efforts will not be sufficient to
increase political participation for this difficult-to-reach group. Thus, successfully mobilizing Spanishspeaking voters will likely require more time-intensive and context-specific efforts—perhaps by taking
advantage of these voters’ social networks and existing community organizations active in these
communities.
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English-Dominant Latinos
Embracing Ethnic Identity: Positive Impacts of Spanish-language Political Communication among Englishdominant Latinos
The claim that Spanish-language political communication positively influences the vote choice of
English-dominant Latinos was supported only by research conducted by Barreto et al. (2007). In this
study, researchers compared the influence of general and ethnically-targeted Spanish and Englishlanguage flyers among Latino and Non-Latino English-dominant college students. Participants were
either given no flyer, a flyer in English with a White endorser, a flyer in English with a White endorser,
a flyer in English with a Latino endorser, a flyer in Spanish with a White endorser, or a flyer in Spanish
with a Latino endorser. Interestingly, they chose a Republican candidate (Arnold Schwarzenegger),
seeing as though a majority of Latinos already support the Democratic Party and might have approved
of the Democratic candidate irrespective of the test. This way, they argued, they were “asking the
Latinos in the study to make a more difficult decision” and the results would provide more variation
(ibid). For future controlled experiments studying Latinos and the language of political
communication, using a Republican candidate (with some limitations, to ensure that they are not too
polarizing) as this study did provides a useful model. They performed the study at two public
universities in Southern California leading up to the 2006 gubernatorial election. These researchers
found that both the Spanish-language ad with the Latino endorser and the ad with the White endorser
made English-dominant Latinos more likely to evaluate the Republican candidate favorably. Of these,
the Spanish-language flyer with the White endorser led to a greater boost (5.37) in approval for the
candidate than the flyer with the Latino endorser (3.81). These findings push back on the theory of
acculturation which suggests that English-dominant Latinos, following the assimilationist model,
would be disinterested or even demobilized by Spanish-language political communication. Instead,
they support the theory that “ethnicity is an internalized and consequently a permanent group identity
which endures even in the midst of acculturation” (Soto and Merolla, 2007). As a result, even if
English-dominant Latinos couldn’t understand the content of the Spanish-language ad, they would be
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receptive to the transmission in this language of political communication because Latinos “may be
more apt to preserve their culture given the ongoing and prolonged migration flows of Latin
Americans into the U.S. and the geographical proximity of Latin America to the United States (ibid).
In considering the implications of this ethnicity theory, the various limitations of this study by
Barreto et al. (2007) must be acknowledged. In the discussion of English-dominant Latino college
students, they did not differentiate between bilinguals and English-dominant speakers. Neglecting to
make this distinction limits our ability to draw conclusions from the results or to use the results as
evidence of the ethnicity hypothesis or as a counterexample to the acculturation theory. It is not clear
how many participants were able to understand the Spanish-language flyer because they were
bilingual or how this language of political communication influenced their perception of the
candidate. Furthermore, it remains to be seen if exposure to Spanish-language political
communication could also positively influence voter-turnout--especially for a Republican candidate,
given the historic affinity for the Democratic Party among Latino voters. Given that this study was also
conducted among college-aged Latinos, this research sets the stage for future inquiry for a more
diverse population of Latinos of all linguistic subgroups, as well as with different Non-Latino ethnic
and racial groups.
Questioning the Acculturation Theory: Asymmetric and Inconclusive Results Regarding the Impact of
Spanish-language Political Communication upon English-dominant Latinos
Among English-dominant Latinos exposed to Spanish-language print advertisements, Binder
et al. (2014) and Abrajano and Pangopoulos (2011) found no conclusive results that Spanish-language
political communication had an effect upon their voter turnout. Both teams of researchers point to the
acculturation theory to explain these findings, arguing that “the mobilization methods are more
effective when delivered in a voter’s preferred language” (Binder et al., 2014). Therefore, English-ads
should produce a positive effect upon voter choice and turnout among English-dominant Latinos and
vice versa for Spanish-dominant Latinos. And yet, their research did not support this hypothesis
among Spanish-dominant Latinos; instead, their research revealed an asymmetric pattern. When
these results are taken into consideration with the fact that their results indicated no statistically
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significant effect of Spanish-language advertisements upon Spanish-dominant voter turnout, the
acculturation theory is once again challenged. These results suggest that the language of political
communication is only effective when delivered in an English-dominant Latinos’ preferred first
language. The theory of acculturation is further challenged by the fact that it is contingent on the
voter having to pick one preferred language. But what about for bilingual Latinos? As research has
shown, Spanish and English are important to bilinguals in different ways. Because neither team of
researchers considered bilinguals a distinct category, there is no way of knowing how many
participants were forced to pick one language over another when self-reporting their language
proficiency.
The Demobilization Effect: Examining the Negative Effects of Spanish-language Communication among
English-dominant Latinos
Research by Abrajano (2011) and Soto and Merolla (2006) reveals that Spanish-language
political communication has the potential to backfire on campaigns among English-dominant
voters. In terms of voter turnout rates, Abrajano found that exposure to Spanish-language policy and
ethnic appeals reduced English-dominant Latinos’ likelihood of voting by 5 percentage points. To
explain this demobilization effect, Abrajano drew upon findings regarding the content of English
versus Spanish-language advertisements. In the same study, Abrajano (2011) performed a content
analysis to discover whether Spanish and English-language ads vary in content. Using campaign
advertisements from the 2000 and 2004 elections, she created a coding scheme and categorized ads in
both languages as either complex policy, explained policy, simple policy, and character/targeted
Latino-focused advertisements. Through this analysis, she found that Spanish-language
advertisements were more straight-forward (simple policy) and more likely to reference a candidate’s
personal qualities (character) than English-language advertisements. Using character appeals fell in
line with the historic trend of using “words, sounds, and images that appeal to the recipients’ affective
senses,” which Republicans had been using as the main theme in their ads since the 1980s (SuberviVélez and Connaughton, 2008). This trend was based upon the idea that to capture Latino votes, “an
emotional nerve [needed] to be touched,” as Lionel Sosa, one of the GOP’s most notable Latino
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strategists, was quoted as saying in 1987 (Subervi-Vélez, 2008). These findings were supported by the
results of a similar content analysis study performed by Connaughton and Jarvis (2011). These findings
provide evidence that political campaigns target Latino voters differently than the general electorate,
as well as that Spanish-language ads aren’t always just simple translations of general English-language
ads aimed at the general electorate.
Therefore, to explain the demobilization effect, Abrajano (2011) argued that Spanish-language
ads “lack substantive information when compared with English-language ads. And because [Englishdominant Latinos] can access both types of political ads, they may feel demobilized to vote by the lack
of informative content in Spanish-language commercials.” Abrajano is the first scholar to actually
examine the content of ads and use these findings as evidence in her analysis of the impact of the
language of political communication upon the political attitudes and behavior of Latinos. When
examining the impact of the language of political communication, the content of the ad represents an
additional factor which can influence how Latinos react to a political advertisement. Abrajano’s
research represents an important contribution to the study of Latino political behavior and could be
used to supplement the analyses of existing and future studies. That said, while her content analysis
revealed these differences in content, her explanation is contingent on the notion that Englishdominant Latinos would be entirely cognizant of the difference in content. This raises questions about
the extent to which Latinos consciously compare the content of English and Spanish-language ads.
Soto and Merolla (2006) also found evidence of the demobilization effect: exposure to Spanishlanguage ads decreased English-dominant Latinos’ probability of voting by 45.7%. Soto and Merolla
used the acculturation theory to explain this phenomenon. They argue that English-dominant Latinos
are following the assimilationist route of acculturation, and therefore will be “drawn away from
cultural symbols” (ibid.) Furthermore, they hypothesized that the demobilization effect could be the
result of other factors such as “distinctive content” or by party identification. Taking into
consideration Abrajano’s content analysis could surely support this hypothesis regarding the role of
content in political communication in influencing Latino vote choice and turnout. Additionally,
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Abrajano and Panagopoulos (2011) expanded upon this theory in their discussion. They posit that the
demobilization effect could be the result of “language-related inferiority complexes;” in other words,
an English-dominant Latino voter, who is of a later generation and is completely assimilated into the
U.S. culture and political system, might find a Spanish-language ad to actually be offensive (Abrajano
and Panagopoulos, 2011). Considering the multiple existing explanations of the demobilization effect,
it is clear that further research across different media is needed to form a consensus and to make
legitimate recommendations and changes to campaign strategy. To reconcile the findings and
explanations of the demobilization effect, differentiating between bilinguals and English/Spanishdominant Latinos provides political scientists and campaign strategists with an opportunity to clarify
the causes of the demobilization effect. As of right now, in both of these studies, it’s not clear if the
participants who were negatively affected were able to understand the content of the political
advertisements. Even so, these findings challenge assumptions that “Spanish offers a different sort of
cultural link” for all Latinos, irrespective of language proficiency (DeSipio 1996, in Barreto, 2010). As a
result, these findings should signal to campaign operatives from both major parties that they “cannot
pursue a ‘one size fits all’ Latino ethnic strategy. Instead, effective campaign media messages will have
to cater to the different degrees and intensities of Latino culture” (Soto and Merolla, 2006).
Furthermore, this research should serve as a reminder to campaigns that Latinos are not
targeted in a vacuum; Latinos, and Non-Latinos, have the potential to be exposed to--and react to-Spanish-language political communication. As Barreto et al. (2007) remarked:
campaign billboards high above California freeways prominently advertise their candidate in English
and in Spanish for all potential voters to see…[and] Spanish-language or bilingual campaign mailers to
certain zip codes with a high percentage of Latino households may inadvertently be received by nonLatino voters.
In addition to Abrajano’s findings, research by Barreto et al. (2007) found a demobilization effect
among English-dominant Non-Latinos. Though the focus of this literature review is the Latino
electorate, these findings shed light on the relationship between English-dominant Latinos and NonLatino English-dominant voters. In both of their studies at two public universities, non-Latino
students reacted negatively to ethnically-targeted messaging: Spanish-language flyers with both White
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and Latino endorsers made them less likely to approve of the candidate. To explain these negative
effects, they hypothesized that “the bilingual component of the flyer served as an implicit racial cue
which activated negative stereotypes of Latinos” (Barreto et al., 2007). Though these findings should
not necessarily deter campaigns from producing advertisements in Spanish, seeing as though Latinos
and non-Latinos of all linguistic proficiencies may be exposed to Spanish-language ads, it is in a
campaign’s best interest to consider the ramifications among other--especially if they could be
negative.
Part 3: English-language Political Communication: Varied Effects by Linguistic Group
A majority of American political ads produced by political campaigns are in English. As
Panagopoulos and Green (2011) cited, in the 2000 presidential election, Democrats and Republicans
produced and aired more than 275,000 television advertisements in the top 75 media markets. Of
these, only 3,900 advertisements--a mere 1.4 percent--were transmitted in Spanish (ibid.). Evaluating
the research that has studied the effect of these English-language political advertisements among
Spanish-dominant Latinos is therefore particularly relevant. Over the past several decades, political
campaigns have begun to devote considerable financial funds to create Spanish-language
advertisements, based on the assumption that English-language advertisements alone would not
successfully mobilize Latino voters to the same extent. But are English-language ads really less
effective at mobilizing linguistically diverse Latinos than Spanish-language ads? This section seeks to
explore the existing evidence regarding the positive, negative, inconclusive, and relative influence of
English-language political communication upon English-dominant and Spanish-dominant
Latinos. Additionally, findings in this section will draw upon the findings described in the first section
to evaluate researchers’ findings of the relative effectiveness of the language of political
communication upon these two linguistic subgroups.
Spanish-Dominant Latinos
Evaluating the Relative Positive Effect of English-language Political Communication
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Abrajano (2010) is the only scholar to have found a statistically significant positive effect of Englishlanguage political communication among Spanish-dominant Latinos. Specifically, she found that
exposure to English-language general (non-ethnically targeted) advertisements increased the
likelihood that registered Spanish-dominant Latinos would vote for the particular
candidate. However, this positive effect must be taken into consideration with Abrajano’s findings
regarding the positive effect of Spanish-language advertisements among Spanish-dominant voters.
Whereas she found that exposure to Spanish-language ads resulted in a 28 percent greater likelihood
in voting for the candidate, the English-language advertisement only increased the likelihood of voting
among Spanish-dominant Latinos by 3 percentage points. Based upon this positive relationship
between Spanish-language political communication and voter turnout, Abrajano’s research supports
the theory that the language of political communication will be most successful when transmitted in
the voter’s first language.
Neutral Effects of English-language Political Communication
For both the Spanish-language and English-language treatment, Panagopoulos and Abrajano
(2011) found that the effect of the two were statistically indistinguishable. As a result, in their analysis,
they were unable to discuss the relative effectiveness when targeting this group or to use their
evidence to support recommendations for the use of language of political communication among this
demographic. Research by Binder et al. (2014) also found that neither the English-language nor the
Spanish-language treatments produced a statistically distinguishable effect upon voter turnout among
Spanish-dominant Latinos.
However, these inconclusive results still provide value to the study of Latino political
behavior. As they recognized, “at the very least, the results we present convey there is still much to
learn about the nuances of communicating to, and attempting to mobilize, Latinos or other minority
groups generally.”
Conflicting Findings Regarding the Negative Effect of English-language Political Communication among
Spanish-dominant Voters

Page 27 of 154

Contrary to Abrajano (2010), research by Merolla and Soto (2007) found evidence of a
demobilization effect among Spanish-dominant Latinos following exposure to specific Englishlanguage advertisements. They found that exposure to general English-language ads decreased the
probability of voting by 40.4%. To explain this phenomenon, Merolla and Soto argued that the
negative effect could be attributed to a “rejection or lack of identification with mainstream symbols,”
not the language of political communication itself. Interestingly, they found that English-language
“target” ads (which included an ethnic appeal) produced a significant positive effect among Spanishdominant Latinos. These “target” ads, in fact, were more effective at mobilizing Spanish-dominant
Latinos to turn out to vote than the Spanish-language ads. These findings supported the acculturation
hypothesis: Spanish-dominant Latinos, who were more likely to follow the pluralist mode of
acculturation, would be more likely to be influenced by ethnic appeals than generic appeals.
Nevertheless, Merolla and Soto’s quantitative analysis cannot explain how Spanish-dominant Latinos
processed English-language “target” ads that they could not comprehend. Especially because the
NAES data set organized participants into Spanish-dominant and English-dominant categories,
Merolla and Soto recognized that these findings were limited by the fact that “the measure of language
does not distinguish whether the respondent is bilingual.” This raises the question as to whether
researchers would have found similar patterns and results had Latinos been organized into three
separate linguistic categories.
Nevertheless, the importance of content highlighted by these findings sheds light on the fact
that the language of political communication is not necessarily the only or the most important factor
influencing Latino vote choice or turnout in a particular scenario. Furthermore, Merolla and Soto
warn that campaigns producing political ads “need to be mindful that the potential gains they may
make in mobilization with targeted English advertisements among dominant Spanish speakers are not
offset by general ads.”
English-Dominant Latinos
Among English-dominant Latinos, Strong Support for English-Language Communication
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Scholars of Latino political behavior unanimously agree about the positive impact upon vote choice
and voter turnout of English-language political communication among English-dominant Latinos;
there is no evidence to suggest English-language ads produce neutral or negative effects among
members of this population.
Binder et al. (2014) found that English-language treatments successfully elevated turnout among
English-dominant Latinos by 2.5 percentage points. Similarly, Abrajano and Panagopoulos (2011)
found that exposure to their English-language flyers increased turnout by 2.2 percentage points.
When they distinguished between English-dominant low-propensity voters and high-propensity
voters, the English-language treatment positively affected both, though it was strongest for highpropensity voters (6.5 percentage points compared to 1.5 percentage points, though both are still
statistically significant). Results of both studies, when compared to their findings regarding the effect
of the Spanish-language advertisements, indicate that the English-language treatment was statistically
more significant in terms of its positive effect upon both English-dominant and Spanish-dominant
voters. As a result, these researchers were able to conclude that “relying exclusively on mobilization
appeals delivered solely in Spanish to stimulate Latinos’ electoral participation may not be the optimal
strategy” (Abrajano and Panagopoulos, 2011). Barreto et al. (2007) supported these findings as well.
These findings therefore support the theory that political communication will positively affect vote
choice and turnout when it is transmitted in the voter’s dominant language when the voter is Englishdominant, though not when they are Spanish-dominant.
Abrajano (2010) also found strong evidence that the vote choice and likelihood of turnout of Englishdominant Latinos were positively affected by English-language advertisements. Both policy-focused
ads and ethnic appeals in English positively influenced English-dominant Latinos’ vote choice. While
Abrajano found that exposure to Spanish-language ads reduced the probability of voting among
English-dominant Latinos by 5 percentage points, she found that viewing English-language ethnic
appeals actually increased their probability by 9 percentage points. Abrajano argues that Englishdominant Latinos interpret these targeted appeals as “a positive signal...that candidates are making
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special efforts to reach out to them;” therefore, even if indirectly targeted towards them, Englishlanguage appeals still successfully encourage them to turn out and vote. This finding supports the
theory that across generations and irrespective of language dominance, Latinos retain connections to
their ethnic kin, and are therefore positively influenced by exposure to ethnic appeals--so long as they
are transmitted in English.
All of these findings challenge the assumption commonly held by campaigns and marketing
strategists alike that mobilizing the Latino electorate is as simple as translating a handful of ads into
Spanish. In particular, these findings serve as a strong counterexample to the claim that “U.S.
Hispanics are most receptive to media content in the Spanish language” (Guernica, 1982, in
Panagopoulos and Green, 2011). The possible implications of this research are striking. As the share of
English-speaking and bilingual Latinos continues to grow, campaigns must adapt their strategies to
these changing demographics.
Part 4: Where are the Voices of Bilingual Latino Voters? Identifying the Limitations of the Existing
Scholarship and Addressing the Gaps in the Existing Scholarship about Bilingual Latino Political
Attitudes and Behavior
When scholars distinguish between Spanish and English-dominant Latinos, their results regarding
the impact of the language of political communication upon vote choice and turnout indicate
differential outcomes. Turning first to the effect of Spanish-language political communication among
Spanish-dominant speakers, research by Abrajano (2010) and Soto and Merolla (2006) produced
positive results, while findings by Binder et al. (2014) and Abrajano and Panagopoulos (2011) were
statistically insignificant. Among English-dominant Latinos, the effects of Spanish-language
advertisements were either negative (Abrajano, 2010; Soto and Merolla, 2006), statistically insignificant
(Abrajano and Panagopoulos, 2011; Binder et al., 2014), or positive (Barreto et al., 2007). The effects of
English-language advertisements varied as well: Abrajano (2010) found a positive effect, while research
by Abrajano and Panagopoulos (2011) and Binder et al. (2014) produced statistically insignificant results
and Soto and Merolla (2006) produced statistically significant negative results, indicative of a
demobilization effect. Only with regards to exposure to English-language political advertisements
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among English-dominant Latinos did researchers unanimously agree that this language of political
communication consistently produced positive results upon Latino political attitudes and behavior.
In this section, I address the limitations of the existing scholarship and establish my niche in the
field of Latino political behavior. I begin by discussing the limitations of the binary linguistic
framework used by scholars which only distinguishes between Spanish-dominant and Englishdominant Latinos. Second, I address the limitations of only conducting quantitative analyses in this
field of research. I continue by surveying the existing scholarship about focus group methodology as
an effective tool to conduct qualitative research in political science. I conclude with an overview of my
methodology and unique niche in this field.
Limitations of a Binary Linguistic Framework
Extrapolation of these findings, however, is limited by the binary linguistic framework in which
participants were divided and the studies were performed. In all of these studies, it was not clear if
participants who were Spanish-dominant or English-dominant could understand the other language.
Taking into consideration the research by the Pew Hispanic Center, as well as scholars such as de la
Garza and Yang (2015), Spanish and English are important to bilingual Latinos in different
ways. Moreover, as research by the Pew Hispanic Center has shown, Latinos care about future
generations being able to speak both of these languages, not just one. Therefore, it is raises the question
how this complex linguistic relationship influences how bilingual Latinos, compared to those who are
English and Spanish-dominant, interpret and respond to political communication. It is naïve to
assume that a Latino that self-identifies as English-dominant, but understands Spanish-language
communication and may use Spanish to speak with relatives, will engage with ethnically-targeted
and/or Spanish-language appeals in the same manner as an individual with Latino heritage who only
speaks English. Yet in the existing literature, for those participants able to speak both languages, they
were forced to pick one language over another, which falsely assumes that one is more important to
them than the other. Numerous scholars, including Merolla and Soto (2006) and Barreto et al. (2014),
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emphasized that this binary linguistic framework limited their research. Therefore, it is critical to
distinguish between those who are monolingual and those who are actually multilingual.
Limitations of Exclusively Performing Quantitative Research
Another major limitation of the existing body of research is that it was entirely
quantitative. Every study either used existing data sets or conducted a field experiment to perform a
quantitative analysis to draw conclusions about the impact of the language of political
communication. While the direct impact upon voter turnout is certainly important, this quantitative
analysis prevents researchers from actually hearing--directly from the voters themselves--how Spanish
and English-language political communication influences their political attitudes and
behavior. Instead, because of the quantitative nature of these studies, researchers have been forced to
speculate about their results, particularly when they did not perform according to their hypotheses. If
only they spoke directly to Latino voters, they could fully grasp how Latino voters are affected by
different languages of political communication.
Establishing My Niche: Using Focus Groups to Research Latino Political Attitudes & Behavior
Taking these limitations into consideration, my research is the first of its kind to utilize a qualitative
methodology to study the impact of the language of political communication upon the political
attitudes and behavior of bilingual versus English-dominant Latino voters. In particular, I conduct
focus groups to discuss the effect of the language of political communication upon Latino political
attitudes and behavior. As Barbour & Kitzinger (1999) defined:
Focus groups are group discussions exploring a specific set of issues…[and] are distinguished from the
broader category of group interviews by the explicit use of group interaction to generate data. Instead
of asking questions of each person in turn, focus group researchers encourage participants to talk to one
another: asking questions, exchanging anecdotes, and commenting on each others’ experiences and
points of view. At the very least, research participants create an audience for one another.
Within political science research, focus groups represent a relatively new method to study public
opinion about a given issue. Typically, they consist of four to eight participants in such a way that the
group is “large enough to gain a variety of perspectives and small enough not to become disorderly or
fragmented (Hennink, 2014). Though there is no universally accepted number of focus groups
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required to perform this type of research, scholars agree that interviews should be conducted until
“theoretical saturation:” the point at which few new insights are being provided by the participants
(Krueger, 1994). This usually occurs after the third or fourth focus group.
Unlike quantitative analyses which rely on statistical data, qualitative research allows scholars
to incorporate the actual responses of participants into their analyses which otherwise cannot be
“meaningfully expressed by numbers” (Berg, 2004). Focus groups in particular provide researchers
with a methodology that is “invaluable for examining how knowledge, ideas, story-telling, selfpresentation and linguistic exchanges operate within a given cultural context” (Barbour and Kitzinger,
1999). Considering the relatively small size of the average focus group, researchers are able to
capitalize upon this dynamic to pursue topics in greater depth while having the flexibility to explore
unique topics as they arise (Krueger, 1994).
That said, focus groups also present their own set of challenges. During focus group discussions,
there is a risk that the conversation may be dominated by one or two of the more outgoing participants
who may discourage others from contributing (ibid). There is also a risk that a participant may feel
pressured to participate or respond in a certain way in the presence of a superior (such as a boss,
administrator, or professor). This inhibits meaningful dialogue among all of the participants and
therefore weakens the quality of the qualitative data collected (Hennink, 2014). For this reason, it is
critical that the moderator of the focus groups minimizes the possibility of undue influence and that
they make every effort to ensure that the participants are comfortable in the physical environment and
among each other. A second major challenge is that the participants in a focus group study “are never
going to be representative of the larger population;” thus, the data collected cannot be used to make a
causal argument or a generalizable conclusion (Hollander, 2001). As Schildkraut (2005) explains, focus
groups “are not as generalizable as those drawn from a national sample because the sample size is
small and recruitment rarely uses probability sampling.”
Nevertheless, taking these advantages and challenges into consideration, I posit that the
advantages outweigh the challenges in the context of my research study using focus groups. Given
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that this study is the first to consider the unique political attitudes and behavior of bilingual Latinos
with regards to the language of political communication, obtaining qualitative data through focus
group discussions will allow me to compare their responses to those of English-dominant Latinos. I
have chosen to focus on only English-dominant and bilingual Latinos because these are the two fastest
growing linguistic subgroups of Latinos. The responses from focus groups will allow me to develop
hypotheses about why bilingual Latinos may or may not exhibit unique political attitudes and
behavior compared to English-dominant Latinos which could be tested in future scholarship and in
comparison to Spanish-dominant Latinos as well. Though this study, much like the research by
Barreto et al. (2007), is limited by the fact that it included only college-aged millennials, which
represent only one section of the electorate, Latinos are also the youngest major racial/ethnic group in
the United States. In fact, nearly one third of the entire Latino population in the United States is under
the age of 18. It is therefore worthwhile to consider the voting attitudes and behavior of adolescent
English-dominant and bilingual Latinos.
Seeing as though television advertisements have become the most popular form of political
advertising used by campaigns, I will use Spanish-language and English-language political ads as
stimuli for the conversation. Drawing from Barreto et al. (2014), I have chosen a Republican candidate.
Given that a majority of Latinos across all linguistic sub groups affiliate with the Democratic Party,
evaluating how they are influenced by language usage by a Republican candidate will provide more
varied results and will “[ask] the Latinos in the study to make a more difficult decision” (Barreto et al.,
2007).
Specifically, I chose ads by Senator John Cornyn (R-TX). I chose a less prominent Republican
official so that participants’ judgements of the candidate’s use of Spanish and English to target Latinos
would not be overshadowed by pre-existing opinions and assumptions about his involvement with the
Latino community. Furthermore, I decided to select the advertisement for a non-Latino candidate as
opposed to a Latino candidate running for office for two reasons. First, scholarship by Barreto (2007)
and others has already shown that linguistically diverse Latino voters are “consistently mobilized by
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co-ethnic candidates” and that “ethnic attachment results in greater political participation.” While the
number of Latinos running for public office at local, state, and national levels has increased over the
past three decades, Latinos barely make up 1% of all of the elected and appointed officials in the
United States (Weiss and Sánchez Diez, 2016). As Pew Research Center reported, the majority of
elected and appointed and officials are “white, male, and well-educated” (Motel, 2014). As a result,
seeing as though white males are most likely to be running for office and competing for the Latino
vote, I chose a candidate who fit this demographic to explore how their use of the language of political
communication could affect Latino voters’ perceptions about them. That said, the influence of
language of political communication used by Latino candidates was also discussed in the focus group
discussion.
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Chapter 3
Hypotheses and Methods to Study the Impact of the Language of Political Communication among
Bilingual and English-Dominant Latinos
To study how the language of political communication influences the favorability of a political
non-Latino candidate among bilingual versus English-dominant Latino voters, I conducted a
qualitative research study with students at Tufts University. This study was comprised of twelve focus
groups, six of which were composed of English-dominant Latino students and six of which were
composed of bilingual Latino students. In this section, I begin by presenting my research objectives
and hypotheses. Second, I discuss my focus group methodology used to study the impact of the
language of political communication upon bilingual and English-dominant Latino voters in detail. In
particular, I review my recruitment techniques, consent process, focus group organization and format,
and method of analysis.
Does Bilingualism Matter in Political Strategy? Outlining my Objectives
My primary objective in this research study is to explore the relative impact of the language of
political communication among bilingual versus English-dominant Latinos. In doing so, I intend to
use my qualitative findings to provide recommendations for future scholarship regarding bilingual
Latino political attitudes and behavior, as well as to inform the usage of Spanish and English in
political communication for political campaign strategists. Secondly, I am interested in understanding
the relative importance of the language of political communication compared to the emphasis on
Latino-specific issues and/or Latino-identifying endorsers included in political communication among
bilingual versus English-dominant Latinos. Lastly, I am interested in understanding how the ethnicity,
partisanship, and personal language proficiency of a political candidate influences how their usage of
Spanish and English in political communication is perceived by bilingual versus English-dominant
Latinos.
Hypotheses
My first hypothesis is that bilingual Latinos and English-dominant Latinos will convey different
levels of trust and support for a political candidate when the language of political communication is
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Spanish. I expect exposure to and discussion about Spanish-language political communication by a
political candidate to elicit more favorable responses about the candidate among bilingual Latinos
seeing as though they will be able to understand it and will consider it to be indicative of a special
effort by the campaign to connect with them. For English-dominant Latinos, I expect the Spanishlanguage ads to elicit negative and neutral responses regarding the favorability of the candidate. I
expect this because English-dominant Latinos will not be able to understand the content of the ad and
may feel more removed from the Latino community.
My second hypothesis is that bilingual Latinos and English-dominant Latinos, because they
both speak English, will exhibit similar levels of trust and support for a candidate when the language
of political communication is English.
Eligible Participant Population and Recruitment Techniques
Only students currently enrolled in the University who self-identified as Latino/a and who
were over the age of 18 were eligible to participate. As of 2016, Latino-identifying students constituted
only 7% of the undergraduate student body. Considering the small size of this population (290
students total), I incentivized participants with a monetary compensation and utilized three distinct
techniques to ensure that I could successfully recruit enough participants: email/web postings,
presentations to Latino student groups, and flyers posted around the Medford Campus. My goal was
to recruit 72 participants total.
Taking into consideration the considerable time commitment involved in participating in a
focus group compared to other survey techniques, I incentivized participants with a monetary
compensation of six dollars. As Krueger (1994) explained, the time a participant reserves to participate
in a session is precious; therefore, monetary incentives are used as “a stimulus to attend the session” as
well as “to protect the promised time slot from being preempted.” Cash incentives distributed at the
conclusion of a focus group are the most common form of incentive in focus group research, because
they are universally understood and appreciated, as well as easily transportable and immediately
practical. I received funding from the Tufts University Undergraduate Research Fund (432 dollars) to
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compensate the participants. Participants only received the compensation if they remained in the
session for the entirety of the discussion.
First, I sent an email inviting eligible students to participate through the Latino Center e-list as
well as the Tisch College, Department of Political Science, and Department of Romance Languages elists. This e-mail included a description of the purpose of the study, the incentives to participate, and
the link to the Qualtrics survey to sign up. Second, I presented at various Latino student group
meetings including the Association of Latin American Students, La Casa Latina, and Tufts United for
Immigrant Justice. At these meetings, I distributed flyers with the information about the study and
how to sign up via the Qualtrics link. These student groups also sent the recruitment email to their elists. It could not be assumed, however, that all Latino students associate with these groups. For this
reason, the third recruitment strategy involved placing flyers in strategic places around campus
including the Campus Center, dining halls, Tisch Library, Eaton Hall, and the Department of
Romance Languages.
Requiring students to sign up via the Qualtrics survey was necessary to ensure that they met
the research criteria as well as to sort them into the appropriate focus group based upon their language
proficiency. The three-minute-long Qualtrics survey asked students for the following information:
their name, email, class year, race/ethnicity, gender, political party affiliation, linguistic ability in and
exposure to Spanish/English and the languages spoken by the participants’ parents. For all Latinoidentifying students who rated their overall language ability in Spanish as a 4 (“understand or speak
speak comfortably, with little difficulty”) or a 5 (“understand and speak fluently like a native speaker”),
they were sorted into the ‘bilingual’ focus group and the Qualtrics survey automatically offered them 6
available time slots to register for a focus group session. For all Latino-identifying students who rated
their overall language ability in Spanish to be a 3 (“understand and speak but with some difficulty”) or
below, they were assigned to the English-dominant focus groups and were given 6 time slots to register
for a focus group session. Every participant was asked to indicate at least two sessions that would work
with their schedule. This way, I was able to ensure that there were enough participants (six per
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session) in each focus group. Individuals who registered for the focus group but did not meet the
research criteria received an email notifying them of their ineligibility to participate in the study. All
eligible participants received an email to confirm their time and the location of the focus group on the
Medford campus. In an effort to prevent no-shows, I reminded participants one week in advance and
daily beginning three days before the meeting, via email. In an effort to prepare for last-minute
cancelations, I tried to over-recruit by 10%. However, in some cases this was unavoidable, and in total,
the study had 52 participants.
Consent Process
Participation in this study was entirely voluntary. This was emphasized in the consent form,
Qualtrics survey, and the beginning of the focus group itself. To ensure that participants had
adequate time to consider their participation in the focus group discussion, the consent form was
included in the initial Qualtrics sign-up survey. The consent form was also provided to the
participants at the beginning of the focus group. In the email confirming the focus group time and
location, participants were encouraged to arrive 5-10 minutes early to enjoy complimentary
refreshments and snacks while they reviewed the consent form. Both the Qualtrics survey and the
consent form included my contact information, as well as the SBER IRB’s contact information, in the
event that participants had questions between registering and the actual focus group time. At the
beginning of the focus group, participants were required to sign the form in order to participate in the
discussion. As the Principal Investigator, it was my responsibility to collect the completed forms at the
beginning of the focus group prior to initiating the discussion. At the beginning, I also emphasized
that at any point participants could choose not to answer a question or to leave the focus group early.
The focus group consisted only of myself and the participants; no professors or administrators were
present during the session to minimize the possibility of undue influence by students who may have
otherwise felt pressured to participate or risked a lower grade for failure to join.
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Confidentiality and Data Collection Methodology
Once participants confirmed their focus group time and location via email, they were assigned
a Study ID. In the transcription and analysis of the data, participants are referred to by their Study ID
rather than their name to protect their confidentiality. Only I, as the Principal Investigator, my thesis
committee, and the SBER IRB had access to the secure document with the name and corresponding
Study ID of every participant.
To collect their responses, every focus group was recorded using two audio-recording devices
borrowed from the Tisch Library. It was essential to have a record of the conversation in the focus
group because the participants’ responses served as the qualitative data for analysis in the research
study. Audio recording, unlike video recording, provides a far less intrusive method for recording the
conversation and allows for the conversation to be easily transcribed. Participants were informed of
the audio recording in the Qualtrics survey as well as on the consent form. The audio-recording files,
along with their transcriptions, were saved securely in a Tufts Box folder which only my thesis
committee, the Tufts SBER IRB, and I had access to.
Discussion Instrumentation, Organization, and Procedures
To stimulate the conversation, participants viewed a televised political campaign
advertisement transmitted in either Spanish or English. I used televised ads, rather than radio or print
ads, based upon the previous scholarship of Latino political behavior which has shown that Latinos
are significantly more likely to turn to television and radio than print media for information
(Menayang and Subervi-Vélez, 2008). My objective was to find two televised ads for a non-Latino
political candidate with similar content in English in Spanish. This allowed me to specifically
compare responses from bilingual and English-dominant participants regarding the influence of the
language of political communication upon the favorability of the candidate. By design, I did not want
to select a candidate who participants would already have pre-conceived biases about; as such, when
looking for an ad, I searched for political communication produced by lesser known candidates
running for House or Senate seats.
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After surveying numerous advertisements, I decided on the ads by Senator John Cornyn, a
non-Latino Republican from Texas. The two ads were very similar in content (see Appendix F for
links to the advertisements as well as full transcriptions of both ads). The visual nature of the
advertisement also allowed participants to discuss additional factors influencing their opinions of the
candidate, including the imagery used as well as the characters included. Viewing these
advertisements also provided participants with a relevant and accessible example of how political
campaigns use different languages of political communication to target and mobilize Latino voters.
Accordingly, the twelve focus groups were organized into four categories, with three focus
groups in each: English-dominant Latinos who watched the English-language ad, English-dominant
Latinos who watched a Spanish-language ad, bilingual Latinos who watched the English-language ad,
and bilingual Latinos who watched the Spanish-language ad (see Figure 1). These categories allowed
me to compare responses within and between the two linguistic subgroups. At the beginning of the
focus group, after signing the consent forms and being given their Study ID, participants were
reminded not to disclose anything said within the context of the conversation and to respect the
opinion of the others in the group. Conducting three focus groups with each category allowed me to
reach the point of “theoretical saturation” and identify trends across each group. I also asked
participants to complete an additional language survey. This survey included more detailed questions
about their language proficiency (for the full survey, see Appendix I). The self-reported data among
both linguistic groups unanimously matched up with the participants’ responses in this longer survey.
Once these ground rules were established, participants were shown their corresponding
advertisement twice. Immediately following the viewing, participants were asked to complete a short
survey rating their feelings about the candidate and the extent to which they agreed or disagreed with
the statement “John Cornyn cares about the Latino community.” Participants were then asked a series
of questions related to their survey responses as a starting point for the conversation. The duration of
every focus group was devoted to discussion based upon the discussion guide questions, which were
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identical for every group, to “[introduce] some consistency in the data collected among different
groups” and ensure that core themes in the discussion would remain consistent (Hennink, 2014). As
Principal Investigator, I was not the dominant voice in the conversation; instead, I allowed the
participants to guide the conversation, and interfered to steer the conversation back on topic only
when necessary. This strategy was based upon scholarship by Morgan (1988) who pioneered the
strategy of “self-managed groups,” which allowed me to assess the way in which participants explored
the influence of the language of political communication, instead of simply recording their reactions to
my ideas or questions. Therefore, the conversation in every focus group was distinct. Participants
were never required to answer any particular question if they did not feel comfortable and were
allowed to depart at any time from the group. Focus groups lasted between 30 and 45 minutes.
That said, though I did not take charge in directing the entirety of the focus group discussions,
it is important to recognize the influence of my presence and identity as Principal Investigator during
the sessions. As Barbour & Kitzinger (1999) explained, in focus groups, it is imperative that the
moderator have “prior knowledge of the language, terminology, gestures, and cultural meanings of the
particular groups with whom one is working” to avoid misinterpretation of the data or to “lose
credibility with the research participants.” Thus, it should be noted that as a Spanish/English bilingual
Latina-identifying student, I related personally to this topic. Being bilingual, I inherently related to the
bilingual focus groups, and found myself more eager to participate in these discussions. That said,
understanding Spanish was imperative to being able to follow along the conversations in the bilingual
focus group about the role of Spanish-language. I would argue that my identity allowed me to more
easily recruit and earn the trust of the participants in the focus groups to encourage them to participate
in the group. This could be because they perceived me as a co-ethnic trying to understand a shared
experience, rather than an outsider putting them under the microscope with no prior personal
connection to the topic.
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Figure 1: Organization of focus groups
Conclusion
After conducting all of the focus groups, I transcribed every discussion. I then reviewed all of the
transcriptions and “coded” for salient subtopics. Then, I divided the quotes and interviews into these
subtopics to address in my discussion. In the next three chapters, I discuss the results of the focus
group study, by presenting quotes from the English-dominant and bilingual focus groups and
providing my analysis of this qualitative data.
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Chapter 4
Does Language Matter? An Examination of the Effect of the Language of Political Communication
Upon Bilingual Versus English-dominant Latinos
When advertising to linguistically diverse Latino voters, campaigns have the choices of
producing their political communication in English, Spanish, or a mix of both. In this chapter, I fill the
gap in research in the field of Latino politics in terms of how the language of political communication
affects the political attitudes of English-dominants versus bilinguals. To do so, I first provide an
overview of the demographics of the focus group participants and highlight several major differences
in the identities of English-dominants versus bilinguals. Some of these demographic differences will
help explain trends in responses and ratings of the candidate after viewing the ad.
I dedicate the second subsection to the English-language advertisement in which I compare
and contrast the major trends in responses and ratings of English-dominants and bilinguals. I also
provide an overview of the hypotheses put forth by the focus group participants about their
predictions about the effect of the Spanish-language ad. I test these hypotheses along with my own in
the third subsection, dedicated to analyzing the ratings and responses of English-dominants versus
bilinguals to the Spanish-language ad. To conclude this section, I include highlights from a broader
discussion among focus group participants about the responsibility of non-Latino candidates to speak
and learn Spanish.
Part 1: Demographics of Focus Group Participants
In total, I had 52 participants in this study. 28 were
bilingual, and 24 were English-dominant.
Gender Identity
Nearly three-quarters (73%) of all study participants
in this study identified as female.
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Age & Class Year
The greatest share of focus group participants
were members of the Class of 2018 (graduating
seniors).

Racial/Ethnic Identity
All participants in this study self-identified as Latino. This was a prerequisite for participation.
On the Qualtrics survey, they were asked to indicate their race/ethnicity, and could indicate additional
races/ethnicities if they identified as multiracial. A majority (58%) of all participants in the study
identified only as Latino. This finding is significant seeing as though currently, on many government
and university forms, ‘Latino’ is not provided as a racial category; it is often asked as a separate
question. As will be discussed at length later, bilingual participants in particular struggled with
determining their race when ‘Latino’ is not provided as a racial category.
Broken down by linguistic group, there were significant differences in the race/ethnicity
identification of bilingual versus English-dominant participants. Among bilinguals, a majority (71%)
identified only as Latino. Of those who identified as multiracial, four identified as White and Latino,
one identified as Black and Latino, one identified as Asian and Latino, and one identified as American
Indian and Latino. Meanwhile, among English-dominants, exactly three-quarters of participants
identified as multiracial, the vast majority of whom self-identified as White and Latino. The
implications of these differences in race
and ethnicity among focus group
participants will be discussed at length in
Chapter 6, dedicated to the discussion of
Latino identity.
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With regards to ethnic heritage, the top three countries of origin were Mexico, Cuba, and Puerto
Rico. It was common for participants to cite multiple countries of origin. It should be noted that two
students who participated in this study were of Brazilian origin. While the term ‘Hispanic’ refers to
individuals from Spanish-speaking countries, ‘Latino’ is not as exclusive. As a result, whereas a person
from Brazil may not identify as Hispanic, they can still claim Latinidad. Thus, while some participants
did use ‘Hispanic’ and ‘Latino’ interchangeably, the two terms are absolutely distinct. For the
purposes of this research, all focus group participants are referred to as Latino, irrespective of their
language ability or countries of origin.

Political Party Affiliation
In terms of political party affiliation, a majority (72%) of bilinguals identified with the Democratic
Party. Among English-dominants, there was greater variety in participants’ party affiliation: 54%
identified as Independent, and 38% identified as Democratic. These differences in partisanship will be
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integral to the analysis of the next three chapters. Reference Appendix H for a full list of participants’
ethnicities, political party affiliations, and survey responses.
Part 2: The English-language Advertisement
In total, across the six focus groups, there were thirteen English-dominants and fifteen
bilinguals who viewed the English-language advertisement. My original hypothesis regarding the
effect of the English-language advertisement was that bilinguals and English-dominants would exhibit
similar responses. This hypothesis was largely proven to be true by the focus group discussions. A
majority of English-dominants and bilinguals who viewed the English-language advertisement felt
neutrally about the candidate. The table below provides an overview of the number of focus group
participants from each linguistic group who provided each rating:

BILINGUAL ENGLISH-DOMINANT
DISLIKE

1

0

SOMEWHAT DISLIKE

2

3

NEUTRAL

10

10

SOMEWHAT LIKE

2

0

LIKE

0

0

Table 1: This table indicates how many bilinguals and English-dominants who viewed the English-language
ad rated the favorability of the candidate for each rating.

Immediately after viewing the English-language advertisement, I asked participants to state
their favorability rating and explain their reasoning. Both bilingual and English-dominants vocalized
that they struggled to answer the survey questions because, in their opinion, there was little evidence
in the advertisement to indicate that the candidate did--or did not--care about Latinos. In this
following section, I will discuss at length the impact of the English-language of political
communication among participants in both groups, as well as how the majority of participants,
irrespective of their language skills, similarly hypothesized about the impact of Spanish-language
political communication.

Page 47 of 154

Majority of Bilinguals and English-dominants React Neutrally Towards the Candidate After Viewing the
“Latino-targeted” English-language Political Ad
When asked about their feelings about the political candidate after viewing the Englishlanguage advertisement, more than half of all bilingual participants (66%) and English-dominants
(82%) rated him neutrally. Among these participants, almost all cited the lack of specific information
about the candidate in the advertisement as their reasoning for their neutral rating. Participant E5C’s
and Participant B4A’s responses exemplify the dominant consensus about the lack of specificity about
the candidate’s history and policy positions:
E5C: So I put neutral just because it was only a thirty-second ad. There wasn’t a lot that he even spoke
about, it was just like I’m here, and I have a few Latinos behind me...so there wasn’t much to draw from
that.
B4A: I don’t know much about the guy. Everyone was just like ‘oh yeah, he’s amazing. He’s a good
guy. We need him.’ But where are the facts? Where is everything? I want to know more about what
he’s done and what he’s changed, and for the second question, if he does care about the Latino
community, I don’t know yet, I need to do more research. So I’m pretty neutral.
As these responses illustrate, bilinguals and English-dominants alike conveyed that the advertisement
did not provide enough information to adequately judge the candidate. Of the bilingual participants
who were not neutral toward Cornyn after viewing the ad, most indicated that they ‘somewhat
disliked’ the candidate. The most commonly stated reasoning was the fact that they perceived the lack
of information to be a deliberate omission of information, which they found manipulative and
reflected negatively upon the candidate’s intentions. Similarly, of the English-dominants who didn’t
rate him neutrally, almost all rated that they ‘somewhat disliked’ him. Consider Participant E5A’s
detailed concern about the lack of substance in the ad about the candidate, and how that affected their
rating:
E5A: I put that I somewhat disliked him because I felt like well, I don’t know anything about him after
watching this ad. He didn’t mention anything or address any specific issues that he would tackle
during his time in government, so I felt like it was very general and lacked substance, and I just don’t
get what was special about him. Also, the comments that other people made about him were really
general, too. You could say that about anyone, just to get votes.
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This remark, taken into consideration with the dominant consensus that the English-language
advertisement lacked policy content, is significant for the purposes of this analysis because it provides
an opportunity to reflect on the fact that the participants were all highly educated students currently
enrolled in university classes. As such, it is not surprising that they were eager for more information,
and quick to criticize the lack of specific policy details. As such, the sample size was not representative
of the broader Latino population, and further research would be needed to determine whether a more
diverse sample size of Latinos of different educational backgrounds would respond similarly and as
strongly to the lack of specificity in the advertisement’s content.
Bilinguals and English-dominants Share Mixed Neutral & Negative Evaluations of the Candidate’s
Commitment to the Latino Community
A majority of focus group participants who viewed the English ad felt as though after viewing
they did not have enough information to make an informed decision about the candidate’s
commitment to the community. As a result, a majority in both linguistic groups said they felt
‘neutrally’ when asked to rate the degree to which they agreed with the statement “John Cornyn cares
about the Latino community.” See below for the table of results for how bilinguals and Englishdominants rated this second question.
BILINGUAL

ENGLISH-DOMINANT

DISAGREE

3

1

SOMEWHAT DISAGREE

3

4

NEUTRAL

9

8

SOMEWHAT AGREE

0

0

AGREE

0

0

Table 2: This table indicates the responses of bilinguals and English-dominants to the statement “John
Cornyn cares about the Latino community.”

The fact that most participants felt neutrally and that not a single bilingual or Englishdominant indicated that they ‘somewhat agreed’ or ‘agreed’ with the notion that the candidate cared
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about the Latino community is striking. Participants across focus groups articulated that there were
virtually no cues in the advertisement to indicate that the candidate cared about Latinos. Consider, for
example, Participant B6C’s reflection on the absence of Latino-targeted cues:
B6C: For the second question I put disagree just because it didn’t tell me anything about the Latino
community at all….just because you have a handful of Latinos saying that this man is good doesn’t
mean he’s doing anything for Latinos.

This assertion is significant in that it underscores how the incorporation of several Latino endorsers,
with stereotypically Latino surnames, did not prove to be effective in serving as a cue to some bilingual
and English-dominant viewers that the candidate was trying to appeal specifically to them. The
relative unimportance of the endorsers will be discussed at length in Chapter 5.
Another factor that influenced participants’ neutral and negative ratings was the lack of substantive
policy information. Participants B5D and E4A, two participants who indicated they ‘disagreed’ with the
second survey question, elaborated on their reasoning:
B5D: For the second question, I simply can’t tell because as I said before, nothing specific was said. I
don’t think someone who genuinely does care would have an ad like this though. They’d say their
thoughts and positions on specific issues.
E4A: I feel like who he did display were just images...like they were kind of there to be a placemat. He’s
like yes, I have the support of a handful of Latinos, but do they really mean anything to you? I don’t
know. It just kind of seems like you’re using them as figures right now. So I disagree that he cares
because there was no evidence he cares.
Both of these comments capture a dominant narrative among participants in all of the focus groups
about a broader skepticism of politicians and their intentions, particularly when engaging with Latino
populations. Moreover, Participant E4A’s assertion about the Latino endorsers being used as
“placemat[s]” highlights a frequently cited notion communicated by linguistically diverse focus group
participants about members of Latino communities being used as political pawns by politicians on
both sides of the aisle. This observation, however, must also be taken into consideration with the time
period in which this study took place. Focus groups were conducted during a time when heated
discussions about addressing DACA (Deferred Action for Childhood Arrivals) and the fate of
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Dreamers in the United States were taking place, and participants frequently mentioned the program
and the ways in which politicians were failing to act. During the last several minutes of the focus
groups, participants were given several minutes to vocalize any lingering thoughts related to the
language of political communication and/or politicians’ outreach to Latino communities. Consistently,
the issue about DACA, and politicians’ inaction to address the expiring program, arose as a core issue
for bilinguals and English-dominants alike. As such, looking ahead to the upcoming elections, it is
likely that among all Latino-specific policies, DACA will be a particularly relevant and important
policy participants from this focus group will be looking for.
Bilinguals and English-dominants Alike Predict a Positive Effect of Spanish-language Appeals
Despite the overwhelming neutral opinions held by bilinguals and English-dominants about
the effect of the English-language ads upon their political attitudes about the candidate, a majority of
participants in both groups hypothesized that they would have been more likely to perceive the
candidate more favorably if the ad had been produced in Spanish. This hypothesis corresponded with
the hypothesis formulated for this research study. In fact, the most commonly cited reasoning among
focus group participants about why Spanish-language political communication would elicit more
favorable responses was the positive symbolic effect of a political candidate using Spanish. In the
fourth bilingual focus group and in the sixth English-dominant group, Participant B4B and Participant
E6B’s responses captured this reasoning:
B4B: I would have liked the candidate more, because it would show that he is trying to reach a broader
audience, and it might hint that they support the Latino community.
E6B: I feel like psychologically, I would have thought it was a little bit better, like it would show he
cares more about the community, and that he cares that everyone in the community understands his
goals...
As these responses highlight, bilinguals and English-dominants hypothesized about the symbolic
value of Spanish-language political communication, and that doing so could serve as a proxy for a
candidate’s commitment to the Latino electorate.
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Furthermore, numerous other hypotheses emerged in discussions among participants in both
linguistic groups to explain why Spanish-language political communication could elicit more positive
responses. In the third English-dominant group which viewed the English-language ad, participant
E4C expanded upon the reasoning cited above by Participant E6B explaining why it is so significant
that politicians might care about the Latino electorate, adding that:
E4C: I feel like it really means something if a candidate is taking an extra step to advertise to Latinos
and get their name out there with the Latino community, especially because there isn’t a lot of voting
going on in the community, and in a way, you are speaking directly to them and I think [producing the
ad in Spanish] would have affected my rating a little more.

In the fifth bilingual focus group, participants also elaborated on the other ways in which Spanishlanguage political communication could positively influence their perceptions of the candidate:
B5B: I have to say that when I hear an ad in Spanish, which is rare, I do pay more attention, and it
does catch me off guard, and I do think it would have been more effective in Spanish.
B5A: I agree...if you look at it, as a candidate, the fact that you are making an ad in Spanish means you
are at least aware that your constituency is partly Latino or Spanish speaking, and I think some people
might feel positive about that, that he is at least thinking about them.

As this dialogue indicates, the consensus among bilinguals and English-dominants was that Spanishlanguage political communication could positively affect their perceptions of the candidate.
Additionally, bilinguals in their discussion of the impact of Spanish-language political
communication often distinguished between their own personal opinions and their perceived opinion
about other subsections of the electorate. While several participants like Participant B5A were vague
in their explanation of which Latinos would be positively affected by Spanish-language political
communication, others were specific and all cited the Spanish-dominant portion of the
electorate. Consider the discussion about this distinction in the sixth focus group:
B6B: I’m from Miami and so I get a lot of ‘yo quiero ser tu abogado’ type of ads, so part of me thinks
[Spanish ads] would go further because it feels like you’re personally reaching out by speaking in
Spanish, even if the message is the same. But personally, if the message was just like I’m running for
Congress and no substance, I don’t really know how much it would affect me.
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B6D: I agree. I think if he were speaking Spanish and actually knew what he was saying instead of
just one cheesy phrase like ‘vote for me’ it would have had more of an impact.
B6C: I am also from Miami and I know exactly where you’re coming from. Like those ads saying ‘I
want to be your lawyer’ in Spanish. But it’s not with a Hispanic accent at all whatsoever it’s very
White and I probably wouldn’t have changed my mind just because it’s in Spanish, but I think other
members of the Latino community would like that, like elders, they probably would respect that more,
because they can understand it better since many don’t know English and Spanish, just Spanish.
As this dialogue highlights, bilingual Latinos are in a unique position not only to be able to understand
political communication in both languages, but also to connect with the Spanish-dominant section of
the electorate. For the purposes of this research study, it was not possible to incorporate Spanishdominant participants. Nevertheless, this research provides a foundation for future research to draw
broader conclusions about the impact of the language political communication among linguistically
diverse Latinos. It should be noted that at no point in any focus group with English-dominant
participants who viewed the English ad did anyone explicitly reference the Spanish-dominant portion
of the electorate.
While it is impossible to know how these participants would have perceived the candidate if
they had only viewed the Spanish ad, these hypotheses provide valuable insight about bilinguals’ and
English-dominants’ preconceptions about political communication produced in Spanish. Even if
bilinguals responded that they didn’t think they would be compelled to perceive the candidate more
favorably after viewing an ad in Spanish, not one participant suggested it would elicit more negative
political attitudes. However, as Participant B4A explicitly noted, there could be one condition under
which Spanish-language political communication would not effective.
B4A: If [the ad] were in Spanish, it would have been better, but like, the accent would have to be
good. Even if the candidate is still learning how to speak Spanish, if he was showing he was trying to
learn, I would think wow! He’s trying! Even if I don’t know anything about him, if he’s trying to speak
Spanish, it means he’s trying to understand us. See what I mean? But if the accent is bad...don’t do it.

Participant B6C above also cited the importance of accent in the delivery and effectiveness of Spanishlanguage political communication. These assertions about one’s accent when speaking Spanish are
critical to consider in the broader discussion about the impact of the language of political
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communication--especially because they foreshadow the dominant consensus that emerged among
bilingual participants who viewed the candidate’s Spanish language ad.
Part 3: Spanish-language Advertisement
In total, across the six focus groups which viewed the Spanish-language advertisement,
thirteen bilinguals and eleven English-dominants participated. According to my original hypothesis, I
expected the Spanish-language advertisement to produce more favorable responses among bilinguals
than among English-dominants. The results of this research directly disprove this hypothesis. In fact,
the findings from the focus groups revealed the complete opposite: exposure to the Spanish-language
advertisement elicited more favorable responses among English-dominants, and more negative
responses among bilinguals. See below for a table of the favorability ratings of English-dominants
versus bilinguals after viewing the Spanish-language ad. The reasoning behind participants’
perspectives, as well as the implications of these findings and upon further research, will be discussed
at length in the following two subsections.
Intense Disapproval Among Majority of Bilinguals, Citing Spanish Accent as their Primary Reasoning
In complete contrast to my original hypothesis, the majority of bilinguals’ responses to the
Spanish-language advertisement were negative. Meanwhile, not a single English-dominant rated the
candidate negatively after viewing the Spanish-language ad. See below for a table of the favorability
ratings of English-dominants versus bilinguals after viewing:

BILINGUAL ENGLISH-DOMINANT
DISLIKE

3

0

SOMEWHAT DISLIKE

5

0

NEUTRAL

4

6

SOMEWHAT LIKE

1

5

LIKE

0

0

Table 3: This table indicates how many bilinguals and English-dominants who viewed the Spanishlanguage ad rated the favorability of the candidate for each rating.
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More than half of bilinguals cited that they either disliked or somewhat disliked the
candidate. Only one person rated the candidate favorably, indicating they somewhat liked Cornyn
after viewing the Spanish-language ad. The rest were neutral. When asked to discuss the reasoning
for their rating for the first question, in each focus group participants immediately referenced the
accent of the narrator. To cite a salient example from each focus group:
B1A: The person narrating was not a fluent Spanish speaker, which made me question...they couldn’t
find one native Spanish speaker to do this? Like, seriously? The fact that the girl is not speaking
fluently is something that is going to catch your attention immediately.
B2A: If you want to appeal to the Latino community, you would have at least tried to find a person
who could actually represent the community, not someone who doesn’t know Spanish and who has a
heavy accent and who is, like, hard to listen to...I just think that if you listen to a commercial and it
doesn’t sound like what you want to listen to, then you aren’t going to pay attention.
B3E: The first thing I noticed that made an impression on me was the fact that it was not a fluent
Spanish speaker, as if he took someone who maybe knew a little bit of Spanish and then convinced them
or trained them on saying these few sentences in Spanish, yet she still mispronounced a ton, like
“Texas” instead of “Tejas…” it really just didn’t feel genuine at all, which is why I put somewhat
dislike..it felt a little bit fake to me.
Even the two participants B2D and B3A, who were the only participants to have rated that they
somewhat liked the candidate in each of their groups, acknowledged after other members of their
respective focus group criticized the accent, that the accent had bothered them, too. Participant B3A
noted that while the accent didn’t affect their favorability ranking of the candidate, the accent had
been a factor in his ranking of the second question about if the candidate cared about the Latino
community:
B3A: I agree. That’s why I ranked my second question neutral because it sounded forced and scripted
and because the accent was way off and you could definitely tell that it was an American or someone
who didn’t have a Spanish speaking background.
These findings suggest that among bilingual Latino voters, the success of Spanish-language political
communication is predicated on the speaker having a native accent. Clearly, creating Spanishlanguage advertisements is not as simple as simply translating content into Spanish; the delivery, and
authenticity, of the political communication is equally as critical.
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Majority of Bilinguals Indicate They Are Not Convinced the Candidate Cares About the Latino Community
BILINGUAL

ENGLISH-DOMINANT

DISAGREE

5

0

SOMEWHAT DISAGREE

3

0

NEUTRAL

4

3

SOMEWHAT AGREE

0

6

AGREE

1

2

Table 4: This table indicates the responses of bilinguals and English-dominants to the statement “John
Cornyn cares about the Latino community” after viewing the Spanish-language ad.

A majority of bilinguals indicated they ‘somewhat disagreed’ or ‘disagreed’ with the notion
that the candidate cared about the Latino community. Compare these numbers to the responses to
the same question among bilinguals who viewed the English-language ad, the majority of whom felt
neutrally about the question. Whereas bilinguals felt as though the English-language advertisement
lacked any Latino-targeted cues, among those who viewed the Spanish-language ad, it was clear that
the use of Spanish was an attempt to appeal to Latino voters. As such, these findings underscore the
fact that Spanish represents a powerful symbolic cue for bilingual Latino voters that a candidate is
trying to reach out specifically to them.
Yet this attempt clearly backfired, because the non-native accent of the narrator completely
overshadowed any possible positive effects of producing a political advertisement in Spanish among
bilingual participants. As a result, the widespread disapproval discussed by bilinguals regarding the
Spanish accent of the narrator and her mispronunciations highlight a critical factor for campaigns to
consider when producing Spanish-language political communication. This component of Spanishlanguage political communication was only exposed through discussion. In fact, its considerable
significance leading bilingual participants to more negatively rate the candidate would have been
overlooked with the statistical results of the survey alone. It should also be noted that though this
section was specifically focused on the response to the accent of the narrator in the Spanish-language
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ad, the importance of a Spanish accent, and the overwhelming negative response to a non-native
accent, was foreshadowed in two of the bilingual focus groups which viewed the English-language
advertisement.
That said, in addition to the role of the narrator’s accent, the absence of policy content from
the advertisement arose as the only other major topic that influenced participants’ negative or neutral
ratings. Bilingual participants’ frustration with the omission of critical details about the candidate’s
track record and policy proposals echoed the sentiments by bilinguals and English-dominants alike
who viewed the English-language ad. To cite a salient example, consider the response by Participant
B1A:
B1A: I don’t think she [the narrator] said anything about anything he’s actually done for the Latino
community. It was basically like, we found people, and he said he cares about people and their families,
or something like that?
As this comment highlights, beyond the accent of the narrator, bilingual viewers also vocalized their
disapproval of the lack of policy content, which served as another important factor influencing their
ratings. Because bilinguals are also able to understand and consume English-language media, which
research by Abrajano (2007) has shown discusses policies in greater depth than Spanish-language
political communication, this exposure may allow them to notice and compare the differences in the
content of Spanish language ads compared to English ads.
Majority of English-dominants React Positively to Spanish-language Political Communication
Whereas for bilinguals the discussion about the effect of the language of political
communication focused on the non-native accent of the narrator, among English-dominants,
comments about the narrator’s accent were infrequent and were mostly observations, rather than
critiques. Consider the contrast between the following response by Participant E2B and the
highlighted responses from the bilingual focus groups discussed in the section above:
E2B: Her pronunciation was ok, like I could definitely tell that she wasn’t super fluent, which is
probably why I could understand her to be honest. But yeah, I guess it was kind of weird she [narrated]
it, but like good for her for trying.
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This comment stands in complete contrast to any of the responses by bilingual participants about the
narrator’s accent. Not one bilingual participant vocalized that they sympathized with the narrator for
trying to speak Spanish, even though she was not a native speaker. Meanwhile, English-dominant
participants like E2B not only respected her effort to try and speak, but also appreciated the fact that
having a non-native speaker helped them understand the content of the ad. Considering the fact that
the English-dominant participants were not fluent Spanish speakers, it is not surprising that they
would not judge another individual’s Spanish skills.
Only two English-dominant participants, in the first and third focus groups, explicitly
expressed that they would advise the campaign to avoid using non-native speakers in Spanishlanguage political communication. While their recommendations in their respective focus groups
were not met with resistance, the common responses by other English-dominants were that the
Spanish fluency of the narrator was not critical to the success of the ad. As English becomes the
dominant language of more and more later generations of Latinos in the United States, it is relevant to
consider whether this group would be best targeted in political communication in English, in Spanish
by a non-fluent speaker like them, or by a co-ethnic native speaker.
Contrary to my hypothesis, English-dominants barely commented on the fact that they may
not have been able to understand the entirety of the content of the ad. Instead, the symbolism of the
use of Spanish, and the narrator’s effort to speak Spanish, largely served as a positive cue that
provoked English-dominants to perceive the candidate more favorably.

Figure 2: percentage of English-dominants who indicated they were neutral or somewhat liked/ liked
the candidate after viewing the Spanish-language ad.
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Overall, more than half of English-dominants rated that they ‘somewhat liked’ the candidate. Not one
participant indicated they disliked or somewhat disliked him after viewing the Spanish-language
ad. For the second question, almost three-quarters of participants (71%) indicated they agreed or
somewhat agreed with the statement that Cornyn cared about the Latino community. These
responses are striking when considering the fact that a majority of bilinguals viewed him negatively.
This positive symbolism of Spanish-language political communication was emphasized in all three
English-dominant groups that viewed the Spanish ad. Consider the following two salient comments
by participants that addressed the symbolic power perceived by English-dominants about a campaign
producing political communication in Spanish:
E1A: The fact that it was in Spanish was really striking, since there’s a large Latino population in
Texas, so I put somewhat like because he is putting forth, his campaign is putting forth, the effort to
reach out to that demographic.
E3A: I like that [the ad] was in Spanish in the first place, like it was much better than talking about
Latino communities in English...I don’t watch a lot of TV and I don’t see a lot of political ads in Spanish,
so that’s why I said I think he ‘somewhat cares’ about the Latino community, because he’s at least
taking a small step to make himself seem like he cares.

These findings indicate that the effort to make the ad in Spanish alone, irrespective of content or
presentation, was enough to compel these participants to view the candidate favorably.
Unpacking the Differences in Ratings and Responses Between Bilinguals and English-dominants
This section highlights the unique political attitudes of bilinguals and English-dominants
when exposed to Spanish-language political communication. Without distinguishing between these
two groups, these differences in opinion could not have been identified. Contrary to my expectations,
the participants who could understand the content of the Spanish-language advertisement were not
the ones who were positively affected by Spanish-language political communication. This discrepancy
can be explained by the distinct ways in which English-dominants versus bilinguals interpreted the
presentation of the Spanish narration. Among bilinguals, the decision to have a non-native speaker
narrate the advertisement in Spanish reflected poorly upon the candidate’s judgement and
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represented a lack of awareness about the Latino community. These findings underscore the fact that
for political campaigns hoping to reach out to Latino voters, it is not enough just to translate an
English ad into Spanish. The delivery and presentation of the language of political communication
matters just as much. Meanwhile, among English-dominants, the usage of Spanish represented a
positive and significant effort on the part of the campaign to reach out to non-English speaking coethnic voters. Even if they couldn’t understand the content of the advertisement, the symbolism of
using Spanish to connect with co-ethnics was enough to positively affect a majority of participants.
This is particularly striking considering the fact that a majority of English-dominants identified as
multiracial; as such, this research confirms that multiracial English-dominants still felt a connection to
Latinidad and empathized with Spanish-speaking co-ethnics. Thus, it is clear that Spanish language
political communication has the potential to affect not only those who speak the language but also
those who do not. As such, these findings suggest to political campaigns that they should be cognizant
of how diverse groups, if exposed to political communication in Spanish, might respond. All in all, the
difference in responses only further emphasizes the importance of distinguishing between linguistic
subgroups in research about the relative importance of the language of political communication.
Part 4: Examining the Responsibility of Non-Latino Candidates to Speak and Learn Spanish
The discussion of the effect of the language of political communication served as the foundation for
a broader conversation about the responsibility not only of the candidate in the advertisement, but of
non-Latino political candidates generally to learn and speak Spanish in order to appeal to Latino
voters. In the focus groups that watched the Spanish advertisement this was a particularly salient
issue, seeing as though the narration switched from Spanish to English when the candidate narrated
the last line himself. In fact, bilinguals and English-dominants alike criticized the candidate’s decision
not to try to speak Spanish. The details of this criticism will be discussed at length in the following
subsection. Across all focus groups, bilinguals and English-dominants who viewed the English and
Spanish-language advertisements agreed that it would be important for non-Latino candidates to
personally try to speak Spanish if they wanted to appeal to the Latino electorate. However, they
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disagreed on the conditions under which they should use Spanish. These differences and
circumstances will be explored below as well.
Participants Criticize Candidate’s Use of English at the End of the Spanish-language Advertisement
At the end of the Spanish-language advertisement, the last line is narrated by the candidate in
English. This is the only time in the entirety of the advertisement that participants heard the
candidate’s voice. I asked participants whether this switch from Spanish to English made an impact
upon their rating of the candidate and/or his commitment to the Latino community. I also asked if
they would have preferred that the candidate narrate the last line in Spanish. Interestingly, bilinguals
and English-dominants shared criticism of the switch--though for different reasons.
Among bilinguals, the criticism about the candidate narrating the last line in English is surprising
considering how bothered they were by the candidate’s daughter’s non-native accent. Had the
candidate read the last line in Spanish, he surely would have had a similar accent. Participant B1A
captured the dominant reasoning about why bilinguals viewed the candidate’s attempt to use Spanish
differently from the narrator:
B1A: If he [Cornyn] narrated it, it would have changed so much for me. Like if he had just made the
effort just to read it even if he didn’t know what he was saying...It would have been really big for
me. Obama did a similar thing. He ended it with yo apruebo este mensaje or something like that, and
that was huge.
This comment suggests that the use of Spanish by non-Latino candidates can be perceived as a sign of
a candidate’s effort to reach out to the Latino community. Even if the candidate had made mistakes or
had a non-native accent, the effort to try to use Spanish would have had a meaningful positive effect
upon bilinguals. In response to Participant B1A’s comment, Participant B1C even remarked that this
disconnect between the Spanish narration and the last line spoken by the candidate himself in English
informed their decision to rate that they somewhat disliked him as opposed to being neutral. In the
third focus group, participant 3BE vocalized a similar sentiment:
3BE: I put somewhat disagree because he [Cornyn] didn’t even care enough to like speak or attempt to
speak Spanish--it just seemed like a fake caring, and I don’t know, I just didn’t buy it.
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These comments suggest that to bilingual Latinos, it matters more if the candidate tries to speak
Spanish than if the advertisement is merely produced in Spanish. Moreover, for participants like B1C
and 3BE, the lack of effort they interpreted from the last line being in English was so significant it
affected their rating of the candidate.
Not one bilingual participant who viewed the Spanish ad stated that they would prefer that the
last line in a political ad be narrated in English rather than in Spanish if the rest of the ad was already
in Spanish. It should be noted that among those participants who were not explicit about supporting
that the candidate narrate the last line in Spanish, all expressed that it wouldn’t matter to them if the
language was in English or Spanish. Therefore, these findings
suggest that it would be worthwhile for a candidate to allocate the time to recording the last line of the
political advertisement in Spanish if the entire ad is produced in Spanish and the intention is to target
the bilingual Latino community.
Similarly to bilinguals, a majority of English-dominants were critical of the fact that the candidate
did not narrate the last line in Spanish. This finding is also surprising, considering that last line of the
ad was produced in the participants’ primary language. Consider the response by Participant E3C,
which epitomizes the dominant disapproval of the use of English at the end:
E3C: Why make the ad in Spanish, and then end it in English? I was annoyed that he didn’t speak in
Spanish at the end, I was like why do you have this whole ad in Spanish and you can’t even say ‘Hi,
My name is so and so, and I endorse this’ in Spanish...so then I was kind of like hmm, and put neutral.
This comment, like many other English-dominant comments on the subject, mirrored those by
bilinguals in terms of their mutual frustration with the candidate and a perceived lack of effort on his
part. The following comment by Participant E2B encapsulates the symbolic significance of having a
non-Latino candidate end the ad in Spanish, even for non-native Spanish speakers:
E2B: I was just thinking at the end regarding the last part, even though it’s a liability thing you have to
say...if he had said it in Spanish it would have conveyed like he was paying more attention and it
wasn’t just a stamp. He could add that little extra effort and it would seem a lot more appealing, like it
was a more personal connection.
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These opinions underscore how both native speakers and non-native-speakers of a language notice-and can judge a candidate--on the basis of the execution of their non-English-language ads. This
finding raises the question about whether non-Latinos, both Spanish and non-Spanish speaking,
would convey similar opinions about the symbolism and reflection upon a candidate as a result of
concluding a Spanish-language ad in English. Much like in the bilingual groups, there was a small
minority of participants who did not consider the translation of the last line of the ad to be necessary.
Nevertheless, there were no participants who actively advocated for the last line to be produced in
English.
Therefore, taking these findings into consideration in conjunction with the consensus
established among bilinguals, this research suggests that when producing Spanish-language political
communication, it is in the best interest of political campaigns to produce the entirety of the ad in
Spanish, including having the candidate narrate the last line in Spanish. This finding is particularly
noteworthy considering the fact that in 2016, all of Hillary Clinton’s televised Spanish-language ads
concluded with her narrating the last line endorsing the ad in English, not Spanish.
Majority of Bilinguals Agree: Candidates Should Try Speaking Spanish, But With Certain Limitations
Beyond speaking Spanish at the end of the advertisement, the majority opinion among
bilingual participants was that non-Latino candidates should try and speak Spanish in political
communication if they hope to connect with and win over Latino voters--but with certain
restrictions. Participant B2B captured this majority opinion about the symbolism and significance of a
non-Latino candidate trying to speak Spanish:
B2B: Having the actual candidate speak Spanish in my mind would be some sort of attempt at allyship,
in a way that I didn’t feel in this [ad]. This makes me think of Tim Kaine as well who is famous for
making his speeches in Spanish even though he isn’t the best. I think it’s somewhat comforting to know
that there’s at least an attempt being made on their part.
This comment and the consensus regarding non-Latino candidates’ usage of Spanish highlights an
accessible method for candidates to improve their strategies to connect with Latino voters.

In their

explanations, many bilingual participants across focus groups referenced personal experiences in their
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communities to justify why non-Latino candidates should try to speak Spanish. For example, consider
Participant B6A’s anecdote:
B6A: I’m from Miami and at our church the pastor is very White and from Oklahoma but in time he
has tried to speak Spanish at certain events, like at funerals and weddings. He always starts by saying
I obviously don’t speak Spanish, but I’m going to try, because I care about you and your families and I
care about the people at this funeral and stuff like that. So I think if a candidate were to do something
similar, it would be effective.
A considerable portion of bilingual participants also stated that they would view a non-Latino
candidate more favorably if they already had a strong command of the Spanish language. The
following comments highlight this support for Spanish-speaking non-Latino candidates:
B6E: If they practice [Spanish] a lot, it would show that they care and that they want their message to
be communicated correctly and that they do care about the community since they’re willing to put in
that extra time.
B3D: I think I would lean towards a candidate who speaks fluent Spanish...because language is so
important and it really helps you connect with people. He would be able to connect with Latino leaders
and speak with them and understand what they are saying in their language and it would be easier for
him if he could speak their language to be able to reach out to that community
At the same time, bilingual participants were also vocal about the ways in which non-Latino
candidates should be cautious about their usage of Spanish and the emphasis they place on learning
and using the language. Above all, participants agreed that candidates should be self-aware and
honest about their Spanish speaking capabilities--and never fake an accent or pretend to be better at
the language than they are. In fact, doing so would provoke bilinguals to perceive them as being
disrespectful and disingenuous. Several bilingual participants even noted that while they hoped
candidates would try to speak Spanish, if their accent was “horrible” or “really, really bad,” they should
refrain from speaking themselves. This observation only further emphasizes the importance of accent
to bilingual Latinos, and connects directly to a prevalent recommendation put forth by bilingual and
English-dominant Latinos alike that it is imperative to have linguistically diverse Latino staff members
on campaigns and political consulting teams to weigh on these decisions. Participant B6C put the
importance of learning Spanish in perspective with other ways of reaching out to Latino communities:
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B6C: Just because you speak a language doesn’t mean that you’re really a part of our culture or that
you really understand what we’re going through. It’s just one piece of the puzzle. So if a candidate is
really struggling with speaking Spanish or has a really bad accent, go another route. Go to Latino
community events and actually learn about the issues we’re going through as opposed to learning
Spanish.
Furthermore, participant B1A raised an important point about how candidates should be
cognizant about the ways in which different communities of Spanish-speaking Latinos may interpret
Spanish-language political communication in different ways, considering the diverse multitude of
Spanish-speaking countries Latinos come from in the United States with distinct political
histories. Therefore, candidates should be cognizant of the distinct ethnic Latino communities that
make up the Latino electorate in their region that they are trying to appeal to.
Additionally bilingual participants stressed that using and learning Spanish was by no means the
end-all, be-all solution and strategy for non-Latino candidates to court Latino votes. More than
anything, participants agreed that it was a factor that would help--but not a requirement. What
matters more, participants agreed, is showing, through actions rather than words, that you care. As
participant B1A remarked:
B1A: It just comes down to being genuine, which means recognizing where you are and owning that. If
this fool doesn’t speak Spanish, it’s fine! It doesn’t mean we aren’t going to vote for you. But recognize
where you are and how you can make the most of that.
In response, Participant B1C added:
B1C: I also think that it wouldn’t be enough to just do it in Spanish. It would also have to feel not as
scripted--more genuine. Like he was actually trying.

The need to make political advertisements in both languages feel less “scripted” as Participant B1C
noted emerged as a common theme across focus group discussions. In the sixth bilingual focus group,
Participant B6D identified a strategy to address this problem:
B6D: I think in terms of political advertisements it would be more effective for [politicians] to be shown
speaking spanish with Latino community members as opposed to the ad being narrated in Spanish or
just having a final phrase at the end, because if you see them interacting with a Latino community
member that speaks more to their intentions than just a narration.

Page 65 of 154

When developing Spanish-language political communication, campaigns could certainly take
Participant B6D’s recommendation into consideration. All in all, bilinguals agreed that if used
appropriately, having the candidate use Spanish in political communication could provide campaigns
with an effective tool to appeal to Latino voters, but that the candidate using the language alone would
could not be the only method used to successfully target and mobilize them.
English-dominants Support Non-Latino Candidates Using Spanish, With One Major Stipulation
Overwhelmingly, English-dominants agreed they would support any politician who tried to speak
Spanish to connect with Latino voters. This can be explained by the fact that as non-fluent speakers,
English-dominants were not likely to be bothered by a candidate’s accent or grammatical
mistakes. This was reflected in the fact that English-dominants barely critiqued the narrator’s
mispronunciations during the focus group discussions, and instead devoted a considerable amount of
time to explaining why the language of the ad itself positively affected their perception of the
candidate. Consider Participant E2B’s reasoning as to why the language of the ad impacted them:
E1A: The fact that [the ad] was in Spanish was really striking, since there’s a large Latino population in
Texas, so I saw that as an effort to reach out to that demographic.
To this, Participant E1B agreed and responded:
E1B: I didn’t grow up speaking Spanish. I am learning it now and at least sort of understand it. But
even if I hadn’t, and I recognized they were speaking Spanish, it would have had the same effect. I’m
glad you’re acknowledging that there are people who use this language.
These responses, which epitomizes the dominant narrative about English-dominants’ approval of the
use of Spanish in the ad, shatters any notion campaigns might have that non-Spanish speakers would
not be affected by Spanish-language political communication. English-dominants used similar
reasoning and language to discuss how a candidate using Spanish would indicate to them that the
candidate was making an effort to connect with Latino voters. Consider Participant E1C’s explanation
about why politicians of any ethnic background should try and speak Spanish to reach Latino voters:
E1C: For me, I love it when people make an effort. The fact that even if a politician has the whitest
accent ever, and is still speaking Spanish, that is such a sign of respect for your culture, like I have taken
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the time and put in the effort to learn about your culture and your language. I would rather them do
that than hire someone else to do it.
That said, whereas bilinguals articulated at length how non-Latino candidates should and should not
use Spanish, English-dominants did not. This is not surprising considering the fact that as non-native
speakers, they were not in a position to establish criteria for other non-native speakers to use the
language. However, a dominant opinion was vocalized with regards to if political candidates are going
to use Spanish, they should be aware of the fact that not all Latinos speak the language. Many
specified that while it was in the best interest of the candidate to use Spanish to increase accessibility
and demonstrate they were making an effort to reach out to the community, they should not expect all
Latinos to understand their message.
Insights About the Symbolism of Speaking Spanish for Non-Latino Candidates
There are several major takeaways from the discussion among participants about candidates’
personal usage of Spanish in political communication. The first is that to bilingual and Englishdominants, it not only matters what language is used, but who is saying it. Both linguistic groups made
important distinctions about who should and should not try to speak Spanish in political
communication. Among bilinguals, a consensus emerged that if a surrogate was speaking Spanish, it
was imperative they be a native speaker for the message to be perceived as credible. For Englishdominants, the accent was far less important. Nevertheless, both linguistic groups agreed that if the
candidate was hoping to reach out to Latinos, they would be better off trying to speak Spanish--even at
the risk of making mistakes and having a bad accent--than just narrating in English. The basis for this
conclusion was the fact that a candidate trying to speak Spanish would have symbolic value for
linguistically diverse Latinos. Participants argued that this attempt to speak Spanish would be
perceived as a positive cue the candidate was making a meaningful attempt at allyship, and recognized
the importance of Spanish in Latino identity. This finding is significant particularly considering how
English-dominants, despite not speaking Spanish fluently, openly acknowledged the symbolic value of
having a candidate try to speak Spanish, and the positive effect it could produce among co-ethnics,
irrespective of their linguistic abilities. As such, this finding underscores the fact that non-Spanish
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speakers can be affected by Spanish-language political communication as much as Spanish speakers.
That said, bilinguals did establish certain limitations on the extent to which non-Latinos should
attempt to use Spanish. Nevertheless, for non-Spanish speaking political candidates unsure about
taking the risk to try and speak, the dominant consensus was that candidates would be better off trying
to speak than not doing so at all.
Part 5: Summary of Findings: Language Matters
The results from the survey and the responses of focus group participants indicates that the
language of political communication matters. On one hand, a majority of English-dominants and
bilinguals were mostly neutral toward the candidate and his commitment to the Latino community
after viewing the English-language advertisement. Participants explained the reasoning for their
neutral rating as being based upon the lack of information, especially Latino-specific information that
would indicate to them that the candidate was specifically trying to reach out to them. Linguistically
diverse participants agreed that in standard English-language political communication, it is imperative
to incorporate concrete examples and meaningful context about the candidate’s relationship to the
Latino community for the appeal to be perceived as legitimate and significant. These findings were in
line with my hypothesis, which was that both linguistic groups, as native English speakers, would
respond similarly to the advertisement.
Meanwhile, exposure to the Spanish-language ad produced overwhelmingly negative
responses by bilingual Latino participants, whereas among English-dominants, the response was
largely positive. These significant differences in responses underscores the importance of
distinguishing between these two linguistic groups in research about Latino political behavior.
Considering the fact that the two advertisements were similar besides the language of political
communication, it is clear that the use of Spanish served as a powerful cue influencing participants’
political attitudes about the candidate. There was no question that the advertisement was targeted
toward Latinos; instead, the issue was how participants interpreted the use of the language. These
findings completely challenged my original hypotheses. I expected bilinguals to respond favorably to
the use in Spanish. The reality, however, was that the actual delivery of the language completely
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overshadowed any positive effect that the language of political communication could have
had. Bilinguals interpreted the narration by a non-native speaker as offensive and indicative of the
campaign’s cluelessness about Latinos. On the other hand, English-dominants perceived the use of
Spanish as a favorable and symbolic cue that the candidate was making a genuine effort to reach out to
co-ethnic Spanish-speakers. These results challenge any assumption that only Spanish speakers are
affected by Spanish-language political communication. Furthermore, the fact that a majority of
English-dominant participants identified as multiracial and still appreciated the cultural symbolism of
the Spanish language and considered their Spanish-speaking co-ethnics in their evaluation of the
candidate emphasizes their connection to Latinidad despite not speaking Spanish.
That said, members of both linguistic groups distinguished between having a surrogate
communicate political messages in Spanish versus the candidate. If the candidate were delivering the
message, the consensus among both groups was that they should try to speak Spanish themselves,
even if they were at risk of having a bad accent. Members of both groups indicated that when viewing
political advertisements, they looked for tangible evidence of the candidate’s policies and relation to
Latinos. Having the candidate try to speak Spanish would serve as a powerful symbol that they were
trying to reach out directly to them.
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Chapter 5:
Examining Efforts Beyond Language to Target Latino Voters: Co-ethnic Endorsers and
Familial Appeals
Beyond the language of political communication, political strategists and campaigns employ a
variety of other methods to directly target and appeal to Latino voters in political advertising. In the
particular advertisement shown in this research study, these efforts involved the use of endorsers with
Latino names as well as including familial appeals. In the following subsections, I discuss why political
campaigns utilize these methods, as well as analyze the relative effectiveness of these efforts among
bilinguals and English-dominants.
Part 1: Co-ethnic Endorsers: Barely Memorable, and Provoking Questions Rather Than Providing
Answers
Incorporating endorsers--individuals with a particular significance or position in the
community who endorse a politician’s candidacy--in political campaign advertisements has been a
common strategy employed by political campaigns at local, state, and national levels. Political
campaigns utilize co-ethnic endorsers to appeal to Latinos because, as Benjamin (2017) explained, their
endorsements “serve as a cue to voters to know which candidate to support…and tell voters which
candidate has agreed to help their racial or ethnic group in this particular election” (8). Both the
Spanish and English-language ads used in this research study featured co-ethnic endorsers. In the
following two subsections, I analyze how bilinguals and English-dominants interpreted the role of the
endorsers and the relative effect upon their ratings of the candidate and his commitment to the Latino
community. Considering the prevalence of endorsers in political campaigns, the expectation prior to
this study was that these endorsers would produce a positive effect upon linguistically diverse Latino
focus group participants, because their co-ethnic endorsement would symbolize the candidate’s
connection to the Latino community. The findings from this study, however, revealed that the
inclusion of the endorsers in both ads was barely memorable, and will be discussed at length below.
Spanish-language Advertisement: Endorsements Lack Context & Speaking Roles
In the Spanish-language advertisement, for one third of the advertisement, four high-profile
Latinos were shown on stage with Senator Cornyn. Though their voices were muted as Senator
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Cornyn’s daughter continued to narrate the ad, the video clips showed their name, party affiliation,
and occupation for two seconds each. These endorsers included Alonzo Cantu, a Democrat, “leader of
the community;” Raul Salinas, Democrat, Mayor of Laredo; Rene Ramirez, Democrat, former County
Judge, and Manny Vela, Democrat, who was also a “leader of the community.” This information was
displayed in a small font in the bottom right hand portion of the screen. Nevertheless, for an
overwhelming majority of bilingual and English-dominants who viewed the Spanish ad, the endorsers
were barely memorable. Across all six focus groups, my discussion question regarding the influence of
the endorsers upon their rating and perception of the candidate was met mostly with confusion and
hesitation.
For bilinguals, in both the first and third focus groups, participants highlighted the distraction
that the non-native accent of the narrator presented as a major factor which inhibited them from fully
acknowledging and processing the presence of the four Latino endorsers. Others also indicated that
they had been more focused on listening to the content of the ad than watching every detail on the
screen. Of those participants who did recall seeing the endorsers’ profiles in the ad, either when I
posed the question or after I clarified who they were in the ad, they questioned and/or criticized the
lack of information about the context in which they were endorsing the candidate as well as their
relationship with the candidate himself. As Participant B1C explained:
B1C: The first time we watched it, all the names went right over my head - like who did what? But
then, after watching for the second time, and I started reading some of the names, I kind of was
questioning why they were helping or supporting him...and why that relationship was there.
This response captures the prevailing opinion in the bilingual groups viewing the Spanish ad about
the importance of establishing a clear relationship between the candidate and the Latino endorser, in
order for the endorsement to be perceived as credible, or even memorable. In doing so, it reveals an
inherent skepticism of the political candidate and their intentions by including these Latinos in their
ad.
Similarly, among English-dominant participants, most either did not remember them or did not
consider them to be significant in their evaluation of the candidate. While fewer participants clarified
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why they might have overlooked the presence of the endorsers, the dominant explanation was that
they were more focused on trying to understand the content with their limited Spanish-language
skills. That said, once I clarified who the endorsers were in the ad, English-dominant participants
responded similarly to the bilingual participants in that they immediately began to raise questions
about the identities of the endorsers and their rapport with the candidate. Consider the following
responses, from bilingual Participant B3D and English-dominant Participant E2A:
B3D: I just don’t really get what they have to do with anything. Do they work for him? What’s the
connection? Are they just random names he found online?
E2A: I want to know what their role is, what their position is, what they’ve done...I want to know more
about what those people were saying and what they were endorsing him for.
These two responses epitomize how the presence of endorsers in the ad raised more questions than
answers about the candidate’s integrity and platform for bilinguals and English-dominants
alike. These findings indicate that just having a stereotypically Latino-appearing person, with a typical
Latino surname, serve as an endorser for a non-Latino candidate is not enough to compel linguistically
diverse Latino voters to view the candidate more favorably. This discussion of the relative
unimportance of the endorsers perceived by participants can also explain why nearly one third of all
bilinguals (30%) and English-dominants (28%) felt neutrally about whether the candidate cared about
the Latino community, seeing as though the co-ethnic endorsers did not serve as a cue for the
candidate’s commitment to Latinos.
Furthermore, English-dominant participants in the second and third focus groups were
particularly vocal about their disapproval of the way in which the voices of the endorsers were muted
in the ad. For example, consider Participant E2B’s response:
E2B: [The endorsers] didn’t even have a speaking role, which I thought was strange. Maybe just
having a little clip of them saying at the rallies like oh, I’m voting for this man, he’s a great leader...
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The consensus among English-dominants regarding their disinterest in the endorsers and their
disapproval of the presentation of the co-ethnic endorsements is significant considering that the
majority (72%) indicated after viewing the Spanish ad that they ‘somewhat agreed’ or ‘agreed’ with the
statement that Cornyn cared about the Latino community. It is therefore apparent that the endorsers
were not a factor in their positive evaluation of the candidate’s commitment to the Latino community.
The optics alone of the non-Latino candidate simply standing near a Latino, not even engaging
directly with them, were not enough to
cause participants to perceive the
candidate’s commitment to the Latino
community more favorably. Without a
clear connection to the endorsers,
bilinguals and English-dominants
alike were not compelled to value their
endorsement of the candidate. The
findings from the Spanish-language ad

Figure 3: Screenshot of the endorser in the
Spanish-language advertisement.

therefore suggest that it is imperative for bilinguals and English-dominants to perceive a connection
and be aware of the context of the endorsement in order for a co-ethnic endorsement to be
effective. Furthermore, as the comments by English-dominants above highlight, the way in which the
endorsement is presented is also significant; specifically, participants argued the endorsers should
have a meaningful speaking role. This recommendation was actually tested and evaluated in the focus
groups which watched the English-language ad, which included the same endorsers but with speaking
roles in English. The effect of co-ethnic spoken endorsements will be evaluated in the next subsection.
English-language Advertisement
Whereas the Spanish-language advertisement muted the voices of the endorsers, the Englishlanguage version included clips from all three endorsers speaking about the candidate. Interestingly,
though numerous English-dominant participants who viewed the Spanish ad stressed the importance
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of having endorsers speak, the consensus among both bilingual and English-dominant participants
who viewed the English ad did not indicate that the endorsers’ speaking roles made a difference in
their evaluation of the candidate. Participant B5D and Participant E5A’s responses captured this
dominant sentiment:
B5D: I don’t think having the endorsers speak mattered...it wasn’t policy, and they essentially just
endorsed his personality, which you could do for anyone.
E5A: I think that if [the endorsers] had mentioned something about the Latino community, their last
names would have carried more validity, but on their own, they do not.

As these comments highlight, the endorsers’ oratory comments were not convincing. Focus group
participants yearned for the endorsers to discuss policy and/or the candidate’s connection to the
Latino community more explicitly. Taking this finding into consideration with the dominant opinion
vocalized by bilingual participants who viewed
the Spanish ad, it is clear that it is important to
linguistically diverse Latino voters that the
endorsers have a speaking role but also that
the content of what they say about the
candidate is meaningful as well.
Bilinguals and English-dominants had
mixed reactions to the inclusion of the

Figure 4: Screenshot of the English-language
advertisement featuring the endorser..

endorsers’ names (which were stereotypically Latino) on screen. There was no clear and dominant
consensus among participants in either linguistic group about the relative efficacy of this detail. In
both groups, some cited that the names provided a degree of “familiarity” and “context.” Others, by
contrast, argued that “just because a person has a Hispanic last name it doesn’t mean that they identify
as Latino or that they care,” as participant E5B explained.
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That said, in the sixth English dominant group, participants raised an important point about
focus group participants’ perceptions of the endorsers’ role. Consider the dialogue below between
Participants E6A and E6B:
E6A: Maybe if I was in the community and I knew some of who these people were and trusted them
then maybe it would have had an impact. Like if I had met them and I knew what they stood for and I
really felt like they were fighting for my community then if I saw them on TV endorsing this guy I
would see their endorsement more positively.
E6B: I agree totally. I feel like watching an ad and not being from the community is a little
different...like I don’t know what the exact needs are, and so yeah it would have been more compelling
probably if I actually knew [the endorsers].
The responses by these participants highlight an important consideration when analyzing the survey
responses and discussion among focus group participants in this study. By design, the candidate was
selected with the hope that (at least most) participants would not have preconceived notions about him
or his policies, which could have overshadowed their perceptions of the language of political
communication. However, a limitation of this methodology is exactly what Participant E6A and E6B
raised. In this study, the purpose was not to study the likelihood of voting for a particular candidate;
instead, the intention was to analyze the effect of the language of political communication upon
participants’ political attitudes. Nevertheless, it would be relevant to study and compare the effect of
Latino endorsers used in English and Spanish political communication among diverse voters who
were from the district and had greater familiarity with the individuals endorsing the candidate.
Similar to the sentiments expressed among bilinguals and English-dominants who viewed the
Spanish-language ad, this lack of familiarity of the endorsers and their positions in the community
helps explain why a majority of bilinguals (60%) and English-dominants (66%) felt neutrally about
whether or not the candidate cared about the Latino community.
Summary of Findings: Implications and Relevance of Co-Ethnic Endorsements and Opportunities for Future
Research
Taking the responses by bilinguals and English-dominants into account, it is clear that
momentarily flashing a stereotypically Latino name, accompanied by an image of a an individual who
looks stereotypically Latino, was not enough to influence participants to perceive the candidate and
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their commitment to the Latino community more favorably. Two dominant factors emerged across
discussion groups that hindered the endorsers from having an effect on bilingual and Englishdominants. The first was the fact that none of the participants knew anything about the endorsers,
which undermined their credibility when endorsing the candidate. Secondly, there was minimal
evidence, either visually and/or in the content of their speeches, to indicate to the participants that
their endorsement was meaningful and legitimate. Granted, the focus group participants in this
research study were not the targeted audience intended by the campaign when they produced these
advertisements. Yet the discussion of these two critical factors upon which the success of political
endorsers are predicated serve as an important reminder for political campaigns attempting to
incorporate strategic endorsements into their political communication. Had the campaign
incorporated more high-profile endorsers that viewers could have recognized as important members
of the community, and if the endorser had been able to provide more substantive remarks about the
candidate, the endorsers could have potentially elicited a positive response.
These findings support the results from the study conducted by Barreto et al., “Arnold Habla
Español: Language and Endorsement Effects in Campaigning for Latino Votes” (2007). In this study,
they hypothesized that among millennial Latino voters, an advertisement that was produced in
Spanish and contained an endorsement by another Latino politician would have a strong positive
effect upon participants’ perception of a candidate and their vote choice, compared to ads produced in
English and those that did not include a Latino-identifying endorser. Yet contrary to their
expectations, the results from their first study revealed that exposure to an ad in Spanish with a Latino
endorser did not produce any significant effect upon Latinos’ feelings towards a candidate or increase
their likelihood of voting for the candidate. While there are certainly many differences between
Barreto et al.’s research and this study, the fact that in both studies the inclusion of a Latino endorser
in political advertisements did not produce a significant positive effect upon study participants’
responses raises questions about the usage of endorsers in Spanish-language political communication.
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It should also be noted that these revelations regarding the confusion surrounding the
inclusion of the endorsements and their relative unimportance in participants’ ratings of the candidate
would not have been attainable without the focus group discussion. Considering the prioritization of
securing Latino endorsements in regions with large Latino populations by campaigns in the most
recent 2016 election, participants’ survey ratings of the candidate could have been misinterpreted. The
responses by these participants indicate that the ad’s emphasis on endorsements proved unsuccessful:
including endorsers produced a null--and potentially negative--effect upon the favorability of the
candidate among bilingual Latino voters. These findings underscore the need for further research
about the influence of Latino endorsers in political advertisements upon Latino voter attitudes and
behavior, in order to improve how political campaigns target Latino voters. Even though the endorsers
in the ad shown in this study did not prove to be effective in engaging participants, the criticisms
expressed by participants provide political campaigns with tangible methods of improving the
credibility of endorsers in their political communication and provide significant opportunities for
future research.
Part 2: Evaluating the Role of the Daughter as a Familial Appeal to Latinos in the Spanish-language
Advertisement
Despite the fact that the same voice narrates both the Spanish and English-language
advertisements, a curious difference between the content of the two is the fact that the Englishlanguage advertisement does not reveal that the narrator is Cornyn’s daughter. Meanwhile, at the
beginning of the Spanish-language ad, the narrator begins with “mi papá,” my father. This detail is
noteworthy because family has frequently been considered by Republican political strategists as a
prime topic to use to connect with Latino voters. In fact, as Connaughton and Jarvis (2011) discussed, it
was traditionally a Republican strategy to “convince Latinos that they had two values in common: faith
and love of family” (319). In the following section, I discuss the similar ways in which bilinguals and
English-dominants discussed the relative unimportance of the role of the daughter, while
simultaneously hypothesizing about familial appeals producing positive effects upon Latinos more
broadly.
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Despite Positive Expectations About the Impact of Familial Appeals, Bilinguals & English-dominants
Remained Unphased by Daughter’s Role
Both bilingual and English-dominant participants echoed the importance of family among
Latinos and that emphasizing this topic could help political candidates connect with Latino voters. For
example, Participant B1A explained:
B1A: I think that there are other ways to connect with Latinos besides speaking Spanish. For example-being a family person. Having your kids around I think Latinos really love. Like with Obama--his girls
were always there with him and he loves his wife. And he’s always saying empowering things for
women. He was always with his family...this is just one way I think they can connect without
language.
Participant E2B expanded upon why emphasizing or including family in political communication
targeting Latinos could potentially be successful:
E2B: Having his daughter say it was like a young female’s voice, and that sounds very family oriented
and psychologically speaking sounds calming and more trusting.
Nevertheless, bilingual and English-dominant participants who viewed the Spanish ad did not convey
that they were compelled by the presence of the daughter narrating the ad. If anything, the role of the
daughter provoked immense confusion. Among bilinguals, Participant B2C’s comment encapsulated
this:
B2C: I put dislike...because there was this unexplained use of his daughter that speaks Spanish that isn’t
even that good. Like, if there had been some sort of message about why this relationship mattered in the
context of the campaign it would have made more sense. There was just very little connection in my
mind about caring about the Latino community.
Bilingual participants also expressed that they were bothered by the fact that the narrator said the
candidate was her father, but there was no imagery of her that could validate this claim. These
comments mirror many of the comments made by bilinguals about the endorsers. For both the
endorsers and the daughter, bilinguals argued that the advertisement failed to establish a clear
connection between these factors and the Latino community which would have made the inclusion of
co-ethnic endorsers and family members more relevant and meaningful. This comment by Participant
B2C, who indicated that they ‘disliked’ the candidate and ‘disagreed’ with the statement Cornyn cared
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about the Latino community, provides further context about the factors which caused bilingual
participants to negatively perceive the candidate. Furthermore, Participant B2C’s emphasis on the
daughter’s non-native accent further emphasizes the significance bilinguals placed on having native
speakers narrate Spanish-language political communication, irrespective of their relationship to the
candidate or the community.
Meanwhile, the role of the daughter and her use of Spanish led participants in English-dominant
groups to question the Latino heritage of the daughter as well as the candidate. Participants in the first
English-dominant focus group explored this topic in the greatest depth. Consider Participant E1B’s
remark which initiated the discussion:
E1B: When I heard his daughter say ‘mi papá,’ I immediately was like oh, is he of Latino origin? That’s
cool. Maybe he has experience and personal ties? I was thinking he might have Hispanic relatives or
children, like maybe his daughter was mixed?
It is interesting to consider the fact that no bilinguals articulated any confusion about whether the
candidate himself or his daughter were of Latino origin. Instead, many bilinguals, while
simultaneously arguing Spanish fluency was not a requirement of Latinidad, made it clear that they
didn’t think the daughter could be Latina because of her accent, and the candidate was certainly not
Latino because of his racial appearance and use of English at the end of the ad. These conflicting
sentiments about who is able to claim Latinidad emerged as a common theme across bilingual focus
groups, and will be elaborated upon at length in Chapter 7, dedicated to the exploration of the
intersection of Latinidad, race, and language.
Furthermore, in their critique of the role of the daughter and her narration of the ad,
participants in the third bilingual focus group articulated that having someone speak on the
candidate’s behalf hindered their ability to really get a feel for him and his platform. When Participant
3BD was first asked about the basis for their rating of the candidate after viewing the ad, they
highlighted this notion:
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3BD: I put neutral because I felt like it was hard to tell what he was even like because it was basically
someone else speaking for him rather than him speaking at all. I think it would have been better if it
was him speaking.
Lessons Learned from the Role of the Daughter in the Spanish-language Advertisement
Having surrogates, whether they be family members or high-profile members of a community,
speak on a candidate’s behalf in political communication has become a standard part of political
advertising on both sides of the aisle. Nevertheless, these comments by bilinguals and Englishdominants alike suggest that in order for the use of a familial surrogate in a campaign ad to be
credible, the relationship must be established and communicated to the viewer. Furthermore, taking
into consideration the consensus about how bothered bilingual participants were by his daughter’s
accent, when producing Spanish-language ads to target Latino fluent Spanish speakers, it is critical
that the surrogate be a native Spanish speaker. If they are not a native speaker and this relationship is
not established, as the findings from these focus groups demonstrated, the surrogate’s accent and the
lack of information could cause the decision to have the surrogate narrate the ad backfire and cause
bilingual Latino viewers to perceive the candidate more negatively. Furthermore, considering the
preceding discussion about how bilingual participants perceived candidates trying to speak Spanish in
political communication as a sign of effort and commitment, these findings suggest that if a campaign
doesn’t have any native Spanish-speaking surrogates to produce ads on the candidates’ behalf, they are
better off having the candidate themselves narrate the ad in Spanish, irrespective of their fluency
level. That said, this finding should be taken into consideration with the fact that all of the participants
in the study were students with ages ranging between 18 and 22. Perhaps the perspective about the
inclusion about the daughter may have been different among older populations and/or among
individuals who had children.
Part 3: Summary of Findings: The Importance of Context
This chapter’s discussion of the role of co-ethnic endorsers and of the daughter in the Spanish
and English-language advertisements are important in the context of this study because it illuminates
the relative significance of the various factors which did--and did not--affect bilingual and Englishdominant participants’ perceptions of the candidate and his commitment to the Latino community. As
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was discussed in Chapter 4, the Spanish language of political communication played a decisive role in
influencing bilingual and English-dominants’ opinions of the candidate. By contrast, the role of the
endorsers and the candidate’s daughter detailed in this chapter were overwhelmingly neutral among
members of both linguistic groups.
The dominant explanation among a majority of participants for the relative unimportance of the
endorsers in their evaluation of the candidate and their relationship to the Latino community was
their lack of familiarity of the endorsers. Furthermore, participants who viewed the English-language
advertisement articulated that they were underwhelmed by the superficial content of their
endorsements, and yearned for more policy-oriented and substantive remarks to strengthen the
legitimacy of the endorsement. These findings therefore indicate that among bilinguals and Englishdominants, visual cues of having a Latino-looking endorser with a Latino surname are not enough to
establish a meaningful connection to the Latino community. Political campaigns should not just pick
any Latino-appearing community leader to feature in an endorsement advertisement; co-ethnic
endorsers should be easily recognizable, and respected, by a majority of the viewers being targeted in
order for the endorsement to be perceived as legitimate. Furthermore, the inclusion of a co-ethnic
endorsement must be accompanied by a legitimate platform for them to justify their decision to
endorse this particular candidate with evidence. When bilinguals and English-dominants are exposed
to Latino-targeted political communication, they search for tangible examples of the candidate’s
connection to the Latino community in order to make a holistic assessment. Just having another
Latino speak on their behalf is not enough to demonstrate their commitment to the
community. Despite the fact that the role of the endorsers was not effective in engaging a majority of
bilingual and English-dominants, this discussion provides campaigns with accessible
recommendations to improve how they incorporate co-ethnic endorsers into political communication.
Similarly, with regards to the role of the daughter, members of both linguistic groups agreed
that the daughter’s role and relevance in the context of the ad was largely unexplained, and thus raised
more questions than answers. Just having the narrator mention that the candidate was her father did
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nothing to positively affect how participants perceived the candidate; participants were largely neutral
about the detail that she was his daughter. That said, taken into consideration with the findings
discussed in Chapter 4, clearly her accent overshadowed any potential positive effect of including a
family member in the advertisement. The overwhelmingly negative reaction to the daughter’s
Spanish accent among bilinguals which negatively affected participants’ perceptions of the candidate
and his commitment to Latinos, indicates that campaigns should prioritize having native speakers over
non-native speaking surrogates, even if they are family members, when producing Spanish-language
political communication. The fact that she was the candidate’s daughter certainly did not exempt her
from criticism of her non-native accent.
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Chapter 6:
Comparing and Contrasting Bilinguals’ and English-dominants’ Pre-existing Attitudes about
Partisanship and Political Communication
One of the major premises of this research study was to address the fact that the existing
scholarship on Latino political behavior and the language of political communication has been largely
binary, and excluded bilingual political attitudes. Through the focus group discussions, distinct trends
emerged in the ways in which bilinguals versus English-dominants discussed their affiliation with the
major political parties and pre-existing perceptions of political institutions and campaigns, which in
turn affected how they perceived the political advertisement shown in the study. In this section, I
identify the similarities and differences between the political attitudes about partisanship and political
communication of members in each of these linguistic groups. I provide evidence from this research
study which suggest meaningful differences in the ways in which bilinguals versus English-dominant
Latinos identify with and perceive of the political parties and political institutions. As such, this
chapter provides the foundation for research of Latino political behavior with explicit distinctions
between bilinguals and the other Latino linguistic subgroups.
Part 1: Polarizing Partisanship
The party affiliation of the candidate emerged as a contentious topic of conversation as well as
a critical factor influencing participants’ perceptions of the candidate. The Spanish and Englishlanguage ads chosen for this research study were unique because they did not disclose the
partisanship of the candidate explicitly in the ad. As a result, participants in the focus group
discussions debated any and all clues in the ad to draw personal conclusions about the candidates’
partisanship. The discussion of these ‘clues’ provided insight about the assumptions and
generalizations held by bilingual and English-dominant participants about the major political parties.
Following this deliberation, I disclosed that the candidate was, in fact, a Republican. Bilinguals and
English-dominants reacted very differently to this revelation. In the following two subsections, I
explore the basis for the differences in attitudes about partisanship held by bilinguals versus Englishdominants.
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Bilinguals Assumed Candidate was a Democrat, and Unanimously Perceived the Candidate Negatively or
Neutrally After Discovering Republican Party Affiliation
In both the Spanish and English-language advertisements, there was no indication of the
candidate’s party affiliation. The only mention of party affiliation in both ads was the information in
the corner of the screen identifying all of the endorsers in the advertisement as Democrats. Thus,
focus group participants, the majority of whom did not recognize the candidate, had very limited
information to determine the candidate’s party affiliation. As a result, participants had to make
assumptions based on the information available in the ad about whether the candidate was a
Republican or a Democrat--and of those who vocalized their guess, all assumed Cornyn was the
latter. Consider the response of Participant B2C, who viewed the Spanish-language ad:
B2C: I would assume that Republicans would not release Spanish ads, so when I saw the ad and heard
the Spanish...I just assumed [he] was a Democrat.
This assumption is significant because it suggests that the mere usage of Spanish in political
communication could serve as a cue that the candidate must be Democratic. In the fourth focus group,
Participant B4B expanded upon the contrast between Democrats and Republicans in terms of their
relationship with Latino populations:
B4B: So I put somewhat like for the candidate, because right off the bat, I knew he was a Democrat. I
mean, in this political atmosphere, there’s only a two party system, so each party caters to their own
demographic, and the Democratic party has historically catered to Latino populations…
As both Participant B2C and Participant B4B highlight, it was a shared assumption among bilingual
participants that they simply would not even expect Republicans to reach out to Latinos. They
discussed this dichotomy without hesitation, in such a way that it indicated this difference was
established and universally understood. In fact, not a single participant pushed back and challenged
this assumption.
This consensus could be explained by the fact that the majority (72%) of all bilingual
participants identified as Democratic. Only one bilingual focus group participant identified as
Republican; the rest identified as Independent. Thus, it is not surprising that these Democratic
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bilingual participants were vocal about their disapproval of the other major political party. That said,
it should be noted that though most participants assumed the candidate was a Democrat based off of
the cues described above, that did not necessarily mean they rated the candidate favorably.
Particularly for those who viewed the Spanish-language ad, bilinguals were certainly not shy about
criticizing the candidate and/or their commitment to Latinos. Consider, for example, Participant B2D’s
comment about Democratic efforts to reach out to Latino voters:
B2D: I think Democrats at least think they know how to pander to Hispanics, though in this [ad] there
was such [a] minimal compelling story line or attempt at connection beyond the language.
The tenacity of participants’ critiques of the Democratic Party are significant in the broader
discussion of the future of Latino political behavior, particularly when they are taken into
consideration with the notion of “electoral capture,” as Paul Frymer first discussed in Uneasy Alliances
(1999). “Electoral capture” refers to when a particular electorate has no choice but to remain with a
particular political party seeing as though the others do not compete for their vote. As a consequence,
this electorate is taken for granted and has their interests are neglected. As bilinguals’ comments
emphasize, it is clear that bilingual Latinos’ have felt “captured” by the Democratic Party--yet that does
not mean that they will stay this way forever. In the 2016 election, the GOP did not have a Latino
outreach strategy, and their presidential candidate was openly hostile towards Latino ethnic groups.
Yet according to exit polls, 1 in 3 Latinos broke from the trend of loyalty towards the Democratic Party,
proving that it is possible for ethnic-minority voters to break free from the cycle of “electoral
capture.” Bilingual Latinos, as they articulated in these focus groups, will not be complacent, and
Democratic strategists cannot be either if they intend to attract diverse Latino voters in the future.
That said, toward the middle of the focus group discussions, after asking participants to elaborate on
their original assessments of the candidate’s partisanship, I disclosed to them that he was in fact a
Republican. This revelation actually provoked several bilingual participants who viewed either
advertisement to want to change their rating of the candidate to be more negative. Interestingly, all of
these participants self-identified as Democrats when completing the Qualtrics survey. I allowed them
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to indicate on their survey sheet what their new rating would be. Some cited that they felt misled by
the candidate and were “super thrown off” and “weirded out.” Consider the ratings by participants to
the question: “please rate your feelings about the candidate,” both before and after finding out the
candidate was a Republican:

See Appendix H for a complete list of each participant’s ratings.
The data above reveals several important findings. First, after discovering the candidate’s party
affiliation, those who initially indicated they ‘somewhat liked’ or ‘liked’ the candidate (who were
already in the minority) changed their rating. As a result, after discovering the party affiliation, not a
single bilingual participant rated that they ‘somewhat liked’ or ‘liked’ the candidate. Instead, a
majority of participants who changed their ratings indicated that they ‘somewhat disliked’ or ‘disliked’
the candidate having found out that information. This was especially true for those who viewed the
Spanish ad, the majority of whom after discovering he was a Republican rated that they ‘somewhat
disliked’ or ‘disliked’ him.
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This shift in ratings leading participants to perceive the candidate more negatively can be
explained by the fact that the majority of bilingual participants affiliated with the Democratic
Party. To explain why partisanship matters--and specifically, why bilinguals perceived Republicans so
negatively--participants most frequently cited the current polarized political climate. Consider these
responses by Participants B1B and B3E, both of whom viewed the Spanish ad and changed their rating
from neutral to dislike.
B1B: Can I change my response to dislike? I’m sorry, but I think it’s hard for a White man from
Texas...to be able to connect with the Latino community right now as a Republican. Being from Miami
where there are so many Republicans that are Latino, I can say that it is not impossible to care about
Latinos as a Republican, but in today’s society, it feels very difficult.
B3E: Honestly, I’m kind of happy I didn’t know he was Republican from the offset because if there had
been like a GOP logo on there or something, I would have had a much more negative perspective from
the beginning, and immediately would have rated ‘dislike.’
These comments directly connect this research to the broader political climate in the United
States during the months in which the focus groups were conducted (December 2017 - January 2018), in
which Republicans controlled the House, Senate, and the Presidency. That said, it’s interesting to
consider as well that a greater share of bilinguals who viewed the Spanish ad ‘somewhat disliked’ or
‘disliked’ the candidate after finding out he was a Republican compared to bilinguals who viewed the
English-language ad. One explanation for this could be the fact that bilinguals interpreted the use of
Spanish as an obvious and direct attempt at pandering to Latino voters. For example, Participant B2C
raised this point directly:
B2C: I think Democrats at least think they know how to pander to Hispanics, though in this [ad] there
was such [a] minimal compelling story line or attempt at connection beyond the language.

As a result, for bilinguals the use of one of their primary languages by a political party they
didn’t support may have felt disingenuous and/or appropriative, which may have compelled them to
not be neutral and have a stronger, and more negative, opinion of the candidate.
That said, even in the focus groups that viewed the English-language ads, where the use of
Spanish as a way to appeal with Latino voters was not a factor, participants vocalized their aversion to
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the candidate upon the mere discovery that he was a Republican. Consider Participant B4B’s response
immediately after finding out that the candidate was a Republican:
B4B: Wow. I don’t like him. I mean, like, I identify as a first generation low income Mexican American,
so clearly, all of my identities have been attacked by Republicans...
And Participant B4B was not alone. Many participants across focus groups who viewed the Englishlanguage ad discussed how their identities were being threatened by Republicans in the current
political climate. As a result, several bilingual participants who viewed the English-language ad, like
those who viewed the Spanish-language ad, were also compelled to change their rating of the
candidate to ‘dislike’ upon discovering his partisan affiliation. Taking the importance of partisanship
in our political climate into account, several participants in the sixth bilingual group debated how
campaigns should approach communicating with potential voters. A consensus emerged in this group
that it is inevitable that there will be voters on both sides of the aisle who will only vote for a particular
party irrespective of the candidate. Nevertheless, Participant B6C shared an interesting observation
from their personal experience about this demographic of strictly partisan voters, and how campaigns
should navigate appealing to a wider voter base:
B6C: I think that it’s a lot of the older generation voters that will tend to vote for a party no matter the
candidate. Like my grandfather literally does not care who was running, because he will just vote
Republican no matter what. So I think that kind of thing stops you from even trying to get votes from
certain people because they aren’t going to change their minds regardless of how you’re reaching out to
them. So you need to reach out to the younger generations, like us, which I think are more able to
change their minds about opinions. I think that’s the best route.
This comment by Participant B6C is important because it suggests that the political attitudes of new
voters may be more malleable than older generations of voters who have participated in and lived
through numerous election cycles. Yet it should also be taken into account with the numerous
comments highlighted previously about how the political attitudes about partisanship among
millennial voters have been so profoundly transformed by the 2016 election, which for many even
represented their first election in which they were eligible to vote. It is therefore difficult to determine
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whether these perceptions of partisanship - and particularly of the Republican party - will be
ephemeral or long-lasting among bilingual voters in the years to come.
English-dominants Overlooked Partisanship and Expressed Appreciation for Republican Efforts to Mobilize
Latino Voters
Similarly to bilinguals, English-dominants assumed the candidate was a Democrat based off of the
detail that the endorsers were all Democrats. For example, consider how Participant E3A came to the
conclusion the candidate was a Democrat:
E3A: I was thinking real hard, and it doesn’t say that he is a Republican and it doesn’t say that he’s a
Democrat. There was a little comment about bipartisanship...but because every person on the screen
was a Democrat, I thought he was a Democrat, and like, I didn’t want to just assume that just because
he’s a White man, he’s a Republican.
Like Participant E3A, numerous other participants went back and forth hypothesizing about the
candidate’s party affiliation. In doing so, like bilinguals, several English-dominant participants
distinguished between Democrats and Republicans in terms of their demographics, as Participant E3A
noted above, as well as in terms of differences in treatment of Latino communities.
However, a significant divergence in attitudes about the candidate emerged between bilinguals and
English-dominants when the latter group discovered the candidate was a Republican. Whereas
multiple bilinguals asserted that they could not ignore Cornyn’s party affiliation, and thus were led to
view him more negatively, a dominant sentiment expressed by English-dominants was that they could
overlook the fact that he was a Republican and were still able to appreciate aspects of his attempt to
communicate with Latino voters. Not a single English-dominant wanted to change their rating to be
more negative. Even after discovering the candidate was a Republican, close to 50% of those who
viewed the Spanish-language ad said they ‘somewhat liked’ or ‘liked’ the candidate. Below, see the
data previously noted in Chapter 4 about the favorability ratings of the candidates by Englishdominants.
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See Appendix H for a complete list of each participant’s ratings.
To understand these findings, it is critical to take into account the differences in partisanship among
the English-dominant participants in comparison to the bilinguals. Unlike the bilingual participants,
there was not an overwhelming majority of participants who affiliated with a major political party.
Instead, more than half (54%) identified as Independent and only 38% identified as Democratic. These
differences are in line with research conducted by the Pew Hispanic Center, which has found that
bilingual Latinos are more likely to affiliate with the Democratic Party than English-dominants (Lopez
et al., 2016). Thus, because nearly half of all English-dominants were not committed to a political
party, they may have felt more open-minded about the candidate’s efforts to appeal to the Latino
community.
In fact, unlike in any of the bilingual groups, for several English-dominants, discovering that
the candidate was a Republican positively affected their perception of the candidate--though none
actively changed their rating. Participant E1B’s remark highlights the common optimistic sentiment
about the candidate after finding out his party affiliation:
E1B: I was kind of just happy that if there is going to be a Republican, that they do acknowledge that
Latinos are people. The fact that he made the effort to make it in Spanish...if there’s going to be a
Republican elected to office in Texas, which is highly likely, it might as well be someone who respects
Latinos and Latino culture.
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This comment, and perception shared only by English-dominant participants, completely contrasts
the negative narrative of bilinguals who viewed the advertisement. Without being able to understand
the full content of the ad, this English-dominant participant perceived the use of Spanish as a sign of
respect--particularly from a Republican candidate. Whereas discovering the candidate was a
Republican led many bilinguals to question his integrity and motives in producing Latino-targeted
political communication, English-dominants like Participant E1B believed his attempt at reaching out
to Latinos was genuine. Furthermore, consider the response of Participant E5A, who actively defended
the Republican candidate’s political communication:
E5A: I think it makes it more interesting that he’s a Republican because I mean this is a little unfair but
in our political climate I don’t really think of Republicans as caring about Latinos or anyone who
doesn’t speak English.
This response encapsulates a commonly cited opinion that Republicans care less than Democrats
about Latinos. Yet what’s distinct about this comment is the fact that the participant preceded their
opinion about Republicans by admitting that their generalization was “a little unfair.” And Participant
E5A was not alone; in fact, participants in this first focus group pushed back against the notion that all
Republicans don’t care about Latinos and even went so far as to defend high-profile Republican
Latinos like Marco Rubio. Meanwhile in the bilingual focus groups, at no point did any bilingual
participant suggest that their negative generalization about Republican politicians or that another
participants’ similar opinion on the subject was unjustified. Once again, these differences can be
attributed to the differences in party affiliations of the participants themselves. Three Englishdominant participants even felt comfortable enough revealing that one or more of their relatives voted
for Trump. By comparison, bilinguals consistently tried to distance themselves from Trump, and none
disclosed that any of their relatives voted for the President, even if this had been the case. Thus, this
study’s proximity to the victory of Donald Trump in the 2016 election can help explain bilingual
participants’ negative opinions about Republicans.
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Beyond party affiliation, it is also interesting to consider how English-dominant Latinos’
relationship with Latinidad could influence their opinions about Republicans as well as offensive
language used to describe Latinos. As De la Garza and Yang (2015) discussed:
Latino citizens who are English monolinguals or English dominant live in a social world that is more
similar to that of comparably situated non-Hispanic whites than that of bilinguals or Spanishdominant Latinos…[and] the content and framing of issues that engage them are unlikely to differ
significantly from those that inform Anglo-Americans.
As a result, English dominants may feel less connected to Latinidad as well as Latino-specific issues,
which could help explain why they may not be as averse to the Republican Party as well as derogatory
language about Latinos.
Summary of Findings: Contrasting Attitudes about Partisanship among Majority of Bilinguals Versus
English-dominants
Bilinguals and English-dominants perceived the relative importance of the candidate’s party
affiliation in very distinct ways. Bilinguals overwhelmingly viewed the candidate more negatively after
discovering he was a Republican. This finding can be attributed to the fact that a majority of bilinguals
identified with the Democratic Party. Furthermore, bilinguals emphasized that their negative
perceptions of the current Republican President strongly influenced their opinions about another
candidate from the same political party. The discovery of the candidate’s partisanship was so
significant to numerous bilinguals that they were compelled to change their favorability rating of the
candidate to be more negative. After changing their ratings, not a single bilingual indicated they
‘liked’ or ‘somewhat liked’ the candidate. These findings are significant particularly for Republican
candidates in the post-Trump era hoping to win over bilingual Latinos in upcoming elections. As the
focus group responses indicated, the actions and sentiments expressed by the President which
bilinguals perceived as being discriminatory towards Latinos reflected negatively on the Republican
Party more generally, and compelled bilingual participants to feel even stronger aversion to members
of this political party down the ballot.
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In contrast to bilingual Latinos, English-dominants were not nearly as opposed to the
candidate after discovering his party affiliation. In fact, not a single English-dominant participant
wanted to change their rating, and some even saw him more favorably. Whereas the current
Republican administration led bilinguals to view any Republican more negatively, English-dominants
were able to compartmentalize their views about the President and his administration. As such,
English-dominants, for the most part, were able to overlook partisanship in their evaluation of the
candidate in a way that the bilingual participants were not. These finding suggest that Englishdominant Latinos not only exhibit distinct party affiliations in comparison to bilinguals, but also
distinct political attitudes about the partisanship of a candidate. Especially considering how some
English-dominants perceived the Republican candidate’s efforts to reach out to Latinos as positive, this
research suggests that there is potential for English-dominant Latino voters to be mobilized by
Republican candidates during the present and post-Trump eras.
These findings reveal a fundamental difference in political attitudes about partisanship
between bilingual and English-dominant participants. This difference can be explained to the fact that
more than half of all English-dominants identified as Independents, and were not committed to a
particular party. The contrast between bilingual and English-dominants’ perception of the candidate
after viewing both ads and discovering his party affiliation supports my hypothesis that their political
attitudes would be distinct. A more diverse and larger sample size would be necessary to draw broader
conclusions about the opposing views of these two linguistic subgroups. Nonetheless, these findings
are significant looking ahead to upcoming election cycles and considering how English-dominants,
versus bilinguals, might react to Latino targeted Spanish and English-language political
communication produced by Republican candidates.
Part 2: Exploring Widespread Skepticism about Politics Among Both Linguistic Groups
Through discussions about the language of political communication, a consistent theme of
widespread skepticism about political institutions and politicians alike emerged across every single
focus group conducted in this research study. Whereas bilinguals and English-dominants differed in
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their evaluations of partisanship, they exhibited similar attitudes about skepticism of politics. This
finding was entirely unexpected, considering that there were no questions that connected directly to
this topic. Nevertheless, implicit and explicit references to a deep skepticism of the intentions and
efficacy of government and political actors arose consistently in response to a variety of discussion
questions. In the following section, I examine the major discussion trends regarding bilingual and
English-dominant Latinos’ skepticism about politics, and how they were intimately connected to the
discussion of the language of political communication.
Bilinguals and English-dominants Question the Motives behind Political Communication
In this study, participants not only expressed their opinions about the language of political
communication used in the advertisement, but also about political communication more broadly. It
became clear from focus group discussions that participants entered the study with preconceived
notions about political communication and political strategists’ motives in producing campaign
advertisements. These pre-existing opinions were largely rooted in skepticism and disapproval of the
motives behind political advertising. Consider the following comments by Participant B1A and
Participant E2A:
B1A: Every time I see a commercial in Spanish in the US, I’m like oh, that’s nice, they’re trying to reach
out to us, and it makes me feel included, and it’s kind of cool. But when it’s a politician doing it, I’m
always a little bit skeptical.
E2A: I mean, you never really know with politicians. It’s always fuzzy, because you never really know
what they’re trying to do...whenever I think of politicians and “caring” about a community, it’s very
much about votes and not as much about having a genuine concern about this population. And when
they try too hard to “care,” and try and enter into a community without being transparent about it, it
does seem a little dirty--and that’s what perpetuates the slimy politician thing, because you pretend to
be something that you’re not.
As the comments by Participant B1A and Participant E2A exemplify, bilingual and Englishdominant participants both questioned politicians’ intentions when reaching out to Latinos. These
comments were made most frequently toward the beginning of the focus groups when participants
were asked to explain their reasoning for their ratings of the candidate and his commitment to the
Latino community. As such, it was evident that participants’ preconceived skepticism of political
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advertising directly influenced their expectations and perceptions of the candidate from the
advertisement. It is also interesting to consider the distinction and judgement made by Participant B1A
between Spanish-language advertising produced by the private sector versus advertisements produced
by political candidates. This skepticism held by Participant B1A exclusively of Spanish-language
political communication is important because it suggests that the strategies used by the private sector to
attract Latino consumers may not necessarily be used interchangeably by political candidates and may
not produce the same results.
In conclusion, though this thesis is primarily concerned with the role of the language of
political communication, participants’ widespread skepticism about politicians more generally is
critical to the discussion. The influence of the language of political communication cannot be
analyzed without taking into consideration participants’ skepticism of politicians and political
advertising more generally. It is particularly noteworthy that discussions of distrust of political
candidates more broadly arose without any prompt from the moderator consistently for both
bilinguals and English-dominant Latinos. As such, these consistent remarks expose a more broad
concern for political campaigns if they hope to attract linguistically diverse Latino voter through
political advertising. This research underscores the fact that political strategists must approach
producing political communication with an awareness that the bilingual and English-dominant Latino
voters they are targeting may be inherently skeptical of a politicians’ intentions, especially if they are
not from the political party they personally affiliate with. The challenge thus becomes establishing a
greater degree of authenticity and trust between the viewer and the candidate. In order to do so,
bilinguals and English-dominants stressed the importance of candidates understanding the root of this
prevalent skepticism. The basis for this will be discussed in the following subsection.
To Explain Skepticism of Politics, Participants Cite History of Corruption In Latin America & Current
Political Climate
To explain the root of this skepticism, both bilingual and English-dominant participants referenced
one major salient factor: the influence of historical and contemporary political corruption in their
countries of origin. Consider the following dialogue between Participant B5A and B5D, which
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highlights how diverse immigrants’ experiences with politics and government in their countries of
origin shape their own expectations of politics upon arrival to the United States:
B5A: There’s definitely a distrust among Latinos in the efficacy and legitimacy of government. I am
from Venezuela, and there, you can’t trust the government, ever, and I know that’s true for a lot of
South America. And then immigrants from all of these countries come here, and they expect the same
and see the government the same way, because they grew up in an environment or their parents or
grandparents grew up somewhere where they couldn’t trust the government. Because of the corruption,
it fuels a loss of belief that you can change anything, and so that kind of thing just adds to not
participating in politics.
B5D: That’s so real. Coming from Mexico, politics is a mess. Everyone talks about that. It’s always
been a mess. And that’s so commonly accepted because everyone around you, your family, your friends,
they all think the same! Coming here, I already had that expectation…
These remarks are so noteworthy because as these participants vocalized, the history of political
corruption in Central and South American countries has the power to not only influence new
immigrants’ perceptions of American politics, but future generations as well. Furthermore, the
assertion by Participant B5A warrants further consideration seeing as though it could help explain
lower levels of political participation among Latinos in comparison to other ethnic groups. Taking this
political history into consideration, Participant B1A expanded upon how politicians can address this
dominant skepticism among bilingual Latinos:
B1A: Show rather than tell that you care. It’s easy to talk, and in my experience, Latinos are more
suspicious when it comes to politicians and things because we have our own history of like bad
corruption and stuff like that. So showing that you care and showing that you have a connection to the
Latino community goes a long way...find ways to show you have a connection rather than just saying
you do.
This recommendation directly connects to political communication, seeing as though political
advertising provides a forum to display political candidates actually engaging with members of the
community, rather than just providing a narration.
Meanwhile, in the English-dominant group, Participant E5A discussed how despite being born
in the United States to Brazilian immigrant parents, the history and reality of Brazilian political
corruption continued to influence her expectations about American politics:
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E5A: In Brazil, people just don’t believe in politics anymore. We’re going to vote for the least corrupt
candidate, because no one is good. It’s a general concept. We know they’re going to steal money from
the government...it’s been something that’s been on my radar, reading the news, reading articles online,
hearing my family talk during lunch and dinner and everything, that definitely made me naturally
skeptical.
These remarks by bilingual and English-dominant participants alike are significant because as these
participants vocalized, the history of political corruption in Central and South American countries has
the power to not only influence new immigrants’ perceptions of American politics, but later
generations as well. This finding is particularly significant for English-dominants, who are more likely
to be third or fourth-generation immigrants, seeing as though research by the Pew Hispanic Center
has shown that “among self-identified Hispanics, connections with ancestral national origins decline
as immigrant roots become more distant” (Lopez et al., 2017). These findings expand upon that
research and suggest that among linguistically diverse Latinos, awareness about the political history of
one’s country of origin may still remain relevant and influential across generations.
In addition, among bilingual participants, the majority of whom identified as Democrats, the
other commonly cited factor to explain Latinos’ skepticism of politics was the current American
political climate, with a particular emphasis on the current Republican presidential
administration. As Participant B5D noted:
B5D: I think right now at this point in our history, the Latino community is under an immense amount
of pressure, and they have every right to be skeptical, whether they’re documented or not, because of
racial profiling.
This observation raises an important point about the long-term effects of the 2016 election and the
current Republican presidential administration upon the political attitudes of bilingual
voters. Considering the responses by bilingual participants, their negative attitudes toward
Republican candidates and the Republican party more generally do not appear to be ephemeral.
Participants frequently cited specific policies and statements by the President, most commonly with
regards to DACA, as evidence of their continued opposition to him and his political party. Therefore,
this study’s findings suggest that because of bilingual Latinos’ pre-existing skepticism of politics, in
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conjunction with their opposition to the current Presidential administration, they will preserve
negative perceptions of the Republican Party in the long term.
A Minority of Participants Cite Complete Aversion to Televised Political Communication
Some participants expressed a complete aversion to political advertisements, irrespective of
language of political communication or content. Participant E3C was the most outspoken about their
dislike for advertisements:
E3C: In my mind, ads are something that most people dislike because they are manipulative, they’re
trying to make us do something that we may not have done by ourselves. In our new internet age, we
try our best to get rid of ads in as many ways as possible, whether through programs or software. So
honestly when I watched this, I just wanted the ad to be over.
While this participant was in the minority opinion in terms of holistically disliking any form of
advertisement, they raise an important point about how advertising, both commercial and political, is
changing with the Internet. Political campaigns must not only produce standard television, radio, and
print ads, but also political communication for social media and other online platforms. On a single
screen, viewers can be exposed to multiple ads at a time, while simultaneously having the ability to get
rid of them with a click. This reality only underscores the importance of research about how to
effectively and appropriately communicate with linguistically diverse Latino voters, through political
communication online and through TV.
According to a study released by Pew Research Center in January of 2018, the share of Latinos
consuming news from television has declined, while the share of Latinos using the internet has
increased (Flores & Lopez). This trend, as the researchers noted, “mirrors the trend in the overall U.S.
population,” seeing as though “the internet is closing in on TV as the top source for news among all
Americans” (ibid). Among millennials, as of 2016, 91% of Latino millennials used the internet to access
the news. This statistic can help explain, at least in part, participants’ skepticism of an ad that was
produced for television, rather than for the internet. Considering the fact that television remains the
primary news source for older generations of Latinos, older Latinos who are more reliant on television
for information may have perceived the ad differently. That said, the fact that the ad used in this study
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was originally produced for television, rather than for the internet, does not discount the relevance or
credibility of participants’ responses. Discussions of diverse components of the ad, from the endorsers
to the narrator’s accent, are relevant to the production of political communication in any
format. Furthermore, videos, both commercial and political, are still widely circulated on social
media.
Considering the dearth in research about how political campaigns target and mobilize Latino
voters, particularly with regards to the role of language, the skepticism of political communication
perceived by bilingual and English-dominant Latinos alike emphasizes the importance of expanding
upon this body of research to improve our understanding of how Latinos engage with the political
system and develop new strategies to reach these voters.
Summary of Findings
The analyses in this section are critical to the study of the language of political communication
because they underscore the fact that voters do not view political advertisements in isolation. Each
voter consumes political communication with his or her own pre-existing political attitudes--including
about the premises of political advertising itself. In their explanations of their rating of the candidate,
bilingual and English-dominants expressed similar skepticism of politicians’ motives when producing
political communication. Specifically, participants articulated that they felt political communication
was often disingenuous and inherently manipulative. To explain the root of this skepticism,
participants of both linguistic groups most frequently cited the history of political corruption in
Central and South America. For participants in both groups, this revelation is significant because it
suggests that the past and present political situations in these countries of origin affect the political
attitudes of linguistically diverse and multi-generational Latinos living in the United States. Bilinguals
and English-dominants’ perceptions of politics for their countries of origin and the United States are
not mutually exclusive; it is the opposite. As participants stated, their broad skepticism of politics
generally is reinforced by co-ethnic relatives living domestically and abroad. Through conversations
with these family members, bilinguals and English-dominants are exposed to political corruption in
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their countries of origin which influences their expectations of and engagement with politics here in
the United States--even if they were born and raised here. Furthermore, bilinguals articulated that
their skepticism of politics was further reinforced by the present political climate, and specifically the
Republican presidential administration.
As these findings indicate, when developing strategies to communicate with linguistically
diverse Latino voters, awareness of this strong pre-existing skepticism of politics is critical. The
responses by bilingual participants suggest that their skepticism and disapproval of politics, and
specifically of the Republican Party, will be long-lasting. Looking ahead, if political candidates aspire
to forge meaningful relationships with these bilingual voters, it will be critical to address this preexisting skepticism of their motives, as well as of political institutions more broadly. In the concluding
chapter, participants’ recommendations to address this skepticism will be discussed in depth.
For English-dominants, the longevity of their skepticism of political communication is less
clear. Overall, in comparison to bilinguals, English-dominants were certainly less vocal about the
influence of pre-existing skepticism of politics influencing their perceptions of the candidate and/or
the language of political communication. English-dominants in this study were also less likely to be
attached to a particular political party than bilinguals. In fact, more than half identified as
Independents, and there was not a clear consensus among English-dominants about their opinions
towards the Republican Party more broadly. Given their inherent distance from the Latino Spanishspeaking majority, as well as their detachment from the Democratic Party, the responses by Englishdominants suggest that they will not sustain the same long-term trends of skepticism of politics as
bilinguals.
Part 3: Summary of Findings: The Implications of Skepticism of Politics and Differences in
Partisanship
In the context of partisanship, the findings highlighted in this chapter support my original
hypothesis and indicate that distinguishing between bilinguals and English-dominants
matters. Whereas a majority (72%) of bilinguals identified as Democratic, less than half (38%) of all
English-dominants identified as the same. In fact, 48% of English-dominants who participated in the
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study identified as Independent. This difference in the party affiliations of the participants is central to
the explanation of the contrasting dominant political attitudes held by bilinguals versus Englishdominants about the candidate’s partisanship and about the relative partisanship more broadly. The
opinions about the candidate among English-dominants were largely not affected by the revelation the
candidate was a Republican, and some perceived the use of Spanish as a favorable proxy for his
commitment to the Latino community. Meanwhile among bilinguals, the discovery of his Republican
party affiliation provoked every participant who previously viewed him positively to switch their
rating to ‘somewhat dislike’ or ‘dislike.’ As such, unlike English-dominants, bilinguals were not able to
overlook partisanship in their evaluation of the candidate; particularly among those who viewed the
Spanish ad, they viewed him overwhelmingly negatively.
Furthermore, though both groups expressed general skepticism of the political system on the
basis of a history of political corruption in Latin America, only bilinguals cited the current political
climate as motivating their skepticism. As such, the research discussed in this chapter provides a
unique and meaningful glimpse into the political attitudes and priorities of linguistically diverse
Latinos during the current Trump administration. Clearly, English-dominants and bilinguals, though
both technically are Latinos, hold distinct political attitudes in light of the current Republicancontrolled House, Senate, and Presidency. This finding has important consequences for political
scientists and political strategists alike ahead of the 2018 midterms and 2020 presidential election.
Latinos can no longer be perceived as a monolithic group with homogenous experiences and political
attitudes. The narrative about the “Latino vote” must evolve to accommodate the diversity of linguistic
subgroups and their equally as diverse political attitudes. The near-unanimous opposition to the
entirety of the Republican Party on the basis of the present presidential administration among
bilinguals suggests ominous consequences for Republican strategists at national and state levels
attempting to win over these voters. The research in this study suggests that the same should not be
said about English-dominants, who were not nearly as repelled by the Republican party affiliation of
the candidate and who were open to candidates from either party.
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Chapter 7:
Exploring the Intersection of Latinidad, Language, and Race

This chapter is dedicated to the analysis of bilingual and English-dominants’ discussion of the
intersection between Latino identity, language, and race. These discussions arose, for the most part,
organically and consistently across focus groups. In the first subsection, I compare and contrast how
bilinguals versus English-dominants perceive the role, and relative importance, of Spanish in Latino
identity. In the second subsection, I analyze the distinct ways in which bilinguals versus Englishdominants discussed race and ethnicity in their respective focus groups. In conclude this section with
an overview of the major misconceptions and generalizations made by politicians and political
campaigns cited by bilinguals and English-dominants alike about Latino identity. In many ways, the
content of this chapter was unexpected, seeing as though no discussion guide questions prompted
direct answers about these topics. Nevertheless, the frequency at which participants grappled with
what it means to be ‘Latino’ in the United States, particularly in terms of race and language
proficiency, underscores the diversity inherent in the Latino community, as well as the intimate
connection between discussions of identity and the creation and consequences of political
communication.
Part 1: Deciphering the Relationship Between Spanish and Latinidad
As the basis for my first hypothesis that bilinguals and English-dominants would convey different
levels of trust and support for a candidate when exposed to Spanish-language political
communication, I argued that bilinguals would convey more favorable responses in part because of
their personal connection to the Spanish language. In the following subsection, I discuss my findings
with regards to how bilinguals and English-dominants unpacked the relationship between Spanish
and Latino identity.
Contrary to my expectations, participants in both the bilingual and English-dominant groups
exhibited similar attitudes about the relative importance of Spanish in Latino identity. In fact,
members of both linguistic groups shared a dominant consensus that speaking Spanish was not a
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requirement to identify as Latino. Instead, bilinguals and English-dominants independently
concluded that one’s connection to the Latino community, rather than the Spanish language, was the
most important factor in determining one’s Latinidad. Furthermore, contrary to my hypothesis, simply
because English-dominants did not speak Spanish did not mean they valued the language any less or
necessarily felt less of a connection to their Latino identity or the Latino community.
Among Bilinguals, Spanish Skills Represent an Asset, Rather Than a Requirement, for Latinos in the United
States, Signifying a Generational Shift Among Millennials
Among bilingual focus group participants, the dominant opinion was that practically speaking, it
would be better for a Latino political candidate to speak Spanish than to be monolingual. Participant
B3B articulated how speaking Spanish could serve as an asset for Latino political candidates:
B3B: It does help them connect if they are proficient in Spanish to a certain extent because it increases
their credibility when they work with members of the Latino community who aren’t very comfortable
speaking English.
However, an overwhelming majority of bilingual participants agreed that being able to speak Spanish
was not a requirement for Latino politicians, or for any Latino for that matter. The dominant
consensus was that despite the fact that they were bilingual Spanish and English-speakers, they would
not fault another Latino for not being able to speak Spanish. The response by Participant B3E below
explains bilingual participants’ dominant reasoning:
B3E: I think it’s tricky because if you or your parents didn’t come from a Spanish-speaking country, I
feel like it’s harder to learn the language if you didn’t speak it at home. So I feel like I can’t really blame
them for not naturally knowing Spanish even if they look Hispanic. But I could see how it could bother
some older people. Like my dad is definitely one of those people who is like ‘he doesn’t even speak
Spanish and he claims that he’s Hispanic!’ and I think that’s just annoying and insensitive.
The empathy for non-Spanish speaking Latinos, and awareness about the English-dominant section of
the Latino electorate, demonstrated by bilingual focus group participants marks a significant
departure from the conventional understanding of Spanish fluency as being a prerequisite to claim
Latinidad. In these discussions, when one participant would vocalize this empathy for Englishdominants, their comment was met with unanimous approval, in such a way that it appeared as
though participants were cognizant of wanting to be seen by others as similarly open-minded.
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A majority of the bilingual focus group participants, like Participant B3E, interpreted this
change as a generational shift, between their generation and their parents’ and grandparents’
generations, who they said would be more likely to judge another Latino for not speaking
Spanish. The response by Participant B3A holistically captures the consensus among bilingual Latinos
regarding their conception of the relationship between Spanish and Latinidad:
B3A: The command of the Spanish language should not be equated with Latinidad or how Latino you
are. I think a Latino candidate can still have credibility as a Latino candidate and can still claim this
identity without speaking Spanish because that is a reality for many, many people in this country--so
they are really representative of that population.
A larger sample size is needed to draw significant conclusions about the implications of this
generational shift. Nevertheless, this finding is still important because it suggests that if the perceived
importance of Spanish as an inherent component of Latinidad is changing among bilingual and
English-dominant millennials, political scientists and campaigns must shift how they discuss, and
study the role of Spanish in Latino identity and political behavior accordingly.
Instead of Spanish proficiency, the factor that was most frequently cited as being the most
important in determining one’s Latinidad was their connection to the Latino community. Consider the
two following responses by bilingual participants who explicitly referenced this factor:
B4B: If he spoke Spanish, it would be great, but I must say that even if he doesn’t speak Spanish,
knowing that he has the Latino culture behind him, that would make me like him more. I would know
that he has a legitimate connection to the Latino community and would care more than someone who
just speaks Spanish.
B5C: I don’t think it’s necessary for you to speak Spanish; you can be Latino and not speak it, and I
think what’s more important is their experience being from the Latino community unlike an American
who just says they can understand Latinos. Having a connection to the community is more important.
As these responses reveal, bilinguals perceived one’s life experience as a member of a Latino
community as being more important than one’s proficiency in Spanish. This “experience” was most
frequently defined as facing racial/ethnic discrimination as a result of being a Latino and being a part
of a Latino community in the United States. However, this definition is inherently predicated upon
one’s racial identity and appearance. The relationship between Whiteness and Latinidad will be
explored at length in the next subsection; however, it is imperative to recognize how some bilinguals’
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perceptions of race subtly influence their definition of what it means to Latino in the United
States. Furthermore, it should be noted that unlike Spanish proficiency, which can be quantified,
one’s “connection” to a community is largely subjective. Furthermore, as De la Garza and Yang (2015)
discussed, non-Spanish speaking Latinos are more likely to “live in a social world that is more similar to
that of comparably situated non-Hispanic whites than that of bilinguals or Spanish-dominant Latinos.” As a
result, non-bilingual Latinos may be less “connected” to sub-communities of Spanish-speaking
Latinos. Furthermore, the reference to a supposed “Latino community” by participants was also
incredibly vague, and contradictory to many statements made by the same participants and others
about how political campaigns and candidates often overlook the diversity within the monolithic
“Latino community.” Unpacking the full significance of having a legitimate “connection” to the Latino
community discussed by bilinguals merits an entire other investigation, but should nonetheless be
considered when contrasting the dominant political attitudes of these participants in contrast to those
who are English-dominant.
English-dominant Participants Insist Spanish Proficiency Does Not Determine Latinidad
It was not surprising that English-dominant participants made a point to emphasize that their
inability to speak Spanish did not make them any less Latino. These declarations were often
intertwined with personal anecdotes regarding their experience identifying with their heritage coming
from a Spanish-speaking country and not speaking the language. Participants springboarded off of
each other’s personal stories to tell their own and bond over shared difficult experiences and a
common frustration of not being able to speak Spanish. The response by participant E1A provides a
prime example:
E1B: I have a similar background - my mom is Cuban, and my dad is Lebanese. I think Spanish is a big
part of the Latino community, but just because I’m not fluent in Spanish doesn’t make me any less
Latina. It’s not my fault. I have had to teach myself, and have really been trying since I even knew
what the language was.
This response highlights a common theme with regards to how many English-dominant participants
were actively trying to learn Spanish as a means of connecting more with the broader Latino
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community and identity. As such, in contrast with my original hypothesis, these findings suggest that
Spanish can be symbolically important for English-dominants, too. Just because English-dominants
are not fluent does not mean they don’t share an understanding with Latino Spanish-speakers of the
cultural value of the language. In particular, participants cited their motivation as being driven by the
fact that such a large number of Latinos still do speak Spanish.
Similarly, with regards to the relative importance for Latino candidates to speak Spanish, Englishdominants agreed it would certainly not be necessary for them to be taken seriously. Participants
across focus groups acknowledged, much like the bilingual participants, that it would certainly help a
candidate reach voters if they spoke Spanish. Yet at the same time, participants vocalized other factors
that they perceived to be more important than a candidate’s fluency. In particular, the most
commonly cited factor was the candidate’s advocacy for the Latino community. Consider Participant
E2B’s response, which epitomizes this reasoning:
E2B: Every voter deserves the right to be informed by their representatives. So I don’t think it is a
requirement either for a Latino candidate to speak Spanish, but I think it would help...but really, as long
as you’re empathetic and culturally sensitive, I think that’s way more important than your actual
[language] ability.
In response to this comment, Participant E2A responded:
E2A: I don’t think if you’re [a Latino] in the US that it matters your ability to speak Spanish so much as
whether or not you’re advocating for the community.
As this comment highlights, English-dominants emphasized that one’s Latinidad was not determined
by language proficiency, but rather one’s activism for the community. This differs from bilinguals,
who emphasized one’s personal lived commitment within the Latino community.
That said, several English-dominant participants were cognizant of the fact that their
perspective as non-fluent Spanish speakers might be unique compared to those who speak Spanish as
a first language. For example, in response to the remarks above, Participant E2C elaborated:
E2C: I wonder if Spanish was my first language and there was a politician like Cortez Masto (a nonSpanish-speaking Latina) if I would be less inclined to feel a strong connection to her and her policies if
I knew that she and I could communicate in the same ways or with my family in their first language
about issues.
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It’s interesting to take this observation into consideration with the consensus among the bilingual
focus group participants who agreed that it wouldn’t matter to them if a political candidate, or another
Latino, was able to speak Spanish. In fact, according to the findings from this focus group, it appears
as though bilinguals and English-dominants thought similarly about the relative unimportance of
Latino-identifying candidates not being able to speak Spanish. That said, this comment is also
noteworthy because it highlights how English-dominants, without even being asked, commented on
potential differences in political attitudes between them and bilinguals on the basis of their language
ability.
Bilinguals and English-dominants Unanimously Report Being More Likely to Connect with Another Latino,
Not Another Spanish Speaker
When presented with the choice of a non-Latino candidate who was fluent in Spanish and a
Latino candidate who did not have proficiency in the language, bilingual and English-dominant
participants reported that they would gravitate more towards the latter. To explain their choice, the
dominant reasoning was based upon the fact that the Latino candidate, even if they didn’t share the
same Spanish-language skills, they would share the experience of being an ethnic minority in the
United States. The response by participant E1B discusses the rationale behind this mindset:
E1B: I would trust a Latino more [than a non-Latino Spanish-speaker], because they’ve dealt with the
same issues that many Latinos have dealt with, too. When you’re Latino, you obviously care about this
culture and community because you’re a part of it. But I don’t think the same is true for all Spanishspeakers.
Among bilinguals, when asked how they thought their parents and grandparents’ generations
would decide between the two, participants agreed that even if Spanish proficiency seemed to be more
valued by older generations of Latinos, they would still choose the Latino candidate over the nonLatino candidate who spoke Spanish. Participant B2B discussed weighing the significance of language
and ethnic identity in their response:
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B2B: There’s no doubt that language plays a large role in the formation of identity. But at the end of the
day, for both generations, I think it comes down to shared experiences based on this Latino identity, and
it is just so exciting and mobilizing to see that name on the ballot.
Many bilingual participants emphasized not only the prevalence of English-dominant Latinos, but also
the fact that any individual of Latino heritage, irrespective of their language ability, had a right to claim
Latinidad and that they would feel a co-ethnic connection to them all the same.
This unanimous choice among English-dominant and bilingual Latinos to gravitate towards a nonSpanish speaking Latino candidate as opposed to a Spanish-speaking non-Latino candidate is
particularly noteworthy when taken into consideration with Democratic presidential candidate Hillary
Clinton’s Vice Presidential choice. Among the top prospects for her VP pick were Julián Castro,
former HUD Secretary for President Obama, and Virginia Senator Tim Kaine. Castro, a Latino, does
not speak Spanish, whereas Kaine, who is White, does speak the language somewhat proficient.
Ultimately, Clinton selected Kaine, a non-Latino Spanish speaker, and her campaign cited his Spanish
skills as part of their reasoning. If the Clinton campaign seriously believed that a non-Spanishspeaking Latino like Castro would struggle to attract Latino voters, the findings from this focus group
suggest that their thinking reflects a significant misunderstanding about the Latino electorate. This
calculus was explicitly discussed at length in the fourth bilingual focus group. The following response
by Participant B4A captures the prevailing sentiment among linguistically diverse participants about
this particular choice:
B4A: I would prefer Castro over Kaine because even if he doesn’t speak Spanish, I trust a member of my
own community over a White man who historically has not been on my side. That would have been
pretty cool to have said he was the first Latino Vice President...it would have had way broader
implications.
As Participant B4A’s comment highlights, the symbolism of selecting a non-Latino Spanish-speaking
candidate over a Latino does not represent an effective method of mobilizing Latino
voters. Furthermore, per Participant B4A’s remark, the conversation about Kaine and Castro provoked
broader conversations about the under representation of Latinos in politics--particularly at the
national level in the context of presidential elections. Like bilinguals, English-dominants also
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commented on the current lack of--and immense need for--representation at higher levels of
government:
E1A: The proportion of Latinos is growing and growing. By 2050, we’ll be like 50% Latino. It’s
inevitable that this will be a major community in this country. So I think the bottom line is campaigns
need to make us as more of a priority. And not only that, but we need our people running for office,
running these campaigns...
All in all, the biggest takeaway from these discussions is that Latinos, irrespective of their or the
candidate’s language proficiency, recognize and value co-ethnic representation in politics. As such,
these findings indicate that beyond the language of political communication, the ethnicity of the
candidate proves to be a strong factor influencing Latino voter engagement. Political parties seeking to
mobilize the Latino electorate should not only think in terms of how to target and engage Latinos
through political communication, but more holistically in terms of how the ethnicity of the candidate
from their party in a specific district itself could serve to engage Latino communities.
Overview of Findings: Bilingual Versus English-dominants’ Conceptions of the Intersection of Latinidad and
Language
In line with my expectations, both bilinguals and English-dominants agreed that a Latino
candidate’s fluency in Spanish could be an asset in a district with Spanish-dominant populations. In
fact, not a single participant suggested that a Latino candidate’s Spanish proficiency could adversely
affect Latino voters of any linguistic proficiency. That said, both groups agreed that it would not be
imperative for a Latino candidate to speak Spanish in order to embrace their Latinidad on the
campaign trail and/or connect with Latino voters. This finding is significant at all levels of
government. Per these findings, Latino candidates considering running for office in districts and/or
states with considerable Latino populations should not be dissuaded from running if they are not
fluent.
In fact, as the focus group responses indicated, linguistically diverse Latinos would be more
likely to support another Latino candidate irrespective of language ability than a non-Latino candidate
who might be bilingual. English-dominants and bilinguals alike cited the overwhelming lack of Latino
representation in politics. Though the share of Latinos elected officials has increased in the years since
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the extension of the Voting Rights Act, as DeSipio (2006) explained, “the surge in Latino officeholding
has barely kept pace with demographic growth.” Data from the Pew Hispanic Center supports this
finding: less than one percent of elected government officials nationwide are Latino, though 18% of the
nation’s population is Latino (Flores, 2017). Thus, this data suggests that both bilingual and Englishdominant Latinos want to be represented by another Latino, not necessarily another person who has
the same language proficiencies.
In the same vein, bilinguals and English-dominants actually agreed that bilingualism was not a
prerequisite for Latinidad. This consensus among bilinguals surprised me; I expected bilinguals to
exhibit a degree of explicit judgement towards co-ethnics who didn’t speak Spanish, and for them to
consider Spanish proficiency to be more essential to Latino identity. The basis for this expectation was
largely the research conducted by Pew Hispanic Center, which found, for example, that 95% of Latinos
reported it would be ‘important for future generations to speak Spanish.’ I anticipated that when
dividing Latinos into linguistic subgroups, bilinguals would echo this sentiment, whereas Englishdominants would not. Yet as the discussion groups revealed, just because bilinguals might value their
Spanish-speaking abilities, bilingualism was not imperative to self-identify as Latino. The role of
Spanish in Latinidad, therefore, was not a dividing factor between bilingual and English-dominant
respondents. Numerous bilinguals even conveyed empathy for English-dominants who didn’t have
the same opportunity to grow up bilingual. Interestingly, at the same time, English-dominants
articulated how they were actively trying to learn Spanish, on the basis that they were aware that such
a large proportion of the Latino electorate was Spanish-speaking. Nevertheless, they emphasized
strongly that proficiency was not necessary to consider themselves Latino. Making the effort to learn
Spanish was a personal decision, not a requirement for all English-dominants.
Thus, millennial focus group participants’ responses shatter popular assumptions regarding
animosity between English-dominants and bilinguals about who can really claim Latinidad. This
finding has important implications for our society’s understanding of what it means to be Latino in the
United States in 2018: Latinos are no longer defined by their ability to speak Spanish. Looking
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forward, Latinidad and Spanish fluency should not be seen as synonymous by campaigns nor
candidates. Though cleavages based on race or ethnic origin may persist within the Latino electorate,
this research indicates that the perceived requirement of proficiency in Spanish does not represent a
major cleavage dividing English-dominant and bilingual Latino voters. At the end of the day,
participants in both groups agreed that they would prefer a Latino candidate over a non-Latino
candidate who spoke Spanish. As such, in terms of relative importance to English-dominants and
bilinguals for a potential candidate, it is clear that one’s ethnicity surpasses one’s language proficiency.
That said, if among millennial bilingual and English-dominant Latinos language proficiency
does not determine Latinidad--what does? On this topic, the linguistic subgroups disagreed. The first
major difference was that while English-dominants emphasized the individual’s agency in deciding
whether or not to identify as Latino, bilinguals discussed Latinidad in the broader context of one’s
relationship to a Latino community. Considering the fact that according to De la Garza & Yang (2015)
English-dominants are less likely to live in ethnically homogenous communities, this finding was not
surprising. However, it reveals the distinct contexts in which bilinguals versus English-dominants
conceptualize identity. Bilinguals consistently emphasized through abstract language one’s
“connection” to the Latino community as a metric for Latinidad, as well as the need for legitimate
“experience” from within the community. By contrast, English-dominants vocalized their right to
identify as Latino on the basis of their heritage, irrespective of their lived experience, and their
demonstrated activism and allyship with other Latinos. Seeing as though bilinguals were
overwhelmingly vague in their discussion of a legitimate “connection” to the Latino community, which
left ample room for subjective assessment of another person’s sense of identity, suggests that
judgement of English-dominants by bilinguals may still be prevalent, and complicates how bilinguals
might perceive English-dominant candidates. Rather than specifically judge a Latino candidate’s
proficiency in Spanish, bilinguals responses suggest that they would prioritize evaluating them on the
basis of their personal experience within Latino, likely Spanish-speaking, communities, whereas
English-dominants would be more likely to evaluate them on the basis of their demonstrated activism
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for the Latino community. Thus, though these findings indicated language proficiency may not
determine Latinidad, it is evident that language still matters, considering the distinct attitudes of
bilinguals versus English-dominants in discussions of Latinidad.
Part 2: Latinidad and Whiteness: Mutually Exclusive or Compatible?
The discussion about the relationship between Latino identity and race emerged organically
particularly among bilingual participants, both explicitly and implicitly. While there was no reference
to race in any of the discussion guide questions, discussion about race arose when talking about nonLatino political candidates, as well as in conversations about defining Latino identity. Due to the
frequency of race-related comments cited by participants in the bilingual focus groups, I decided this
topic merited further consideration in the context of this analysis of bilingual and English-dominants’
political attitudes about Latinidad and the language of political communication. In the following
section, I discuss trends in the ways in which bilinguals and English-dominants discussed race.
Bilinguals Articulate Distinctions Between Latinidad and Whiteness
Though most bilingual participants were vocal about Spanish proficiency not being a
prerequisite for Latinidad, many often equated not being able to speak Spanish with Whiteness.
Consider Participant B1A’s comment below in their discussion about what bothered them about the
Spanish-language advertisement:
B1A: The fact that [the narrator] was probably a White girl seemed a little bit fake to me. A lot of
Latinos who don’t speak Spanish, I think, might see themselves as more White than other Latinos.
This remark by Participant B1A highlights a perceived mutual exclusivity between bilingual Latinidad
and Whiteness: the fact that the narrator was “probably a White girl” meant that she couldn’t have
been a bilingual Latino. It also directly contradicts the dominant narrative among bilinguals who
argued that any individual of Latino heritage could claim Latinidad irrespective of their language
ability. Participant B1A was not alone in discussing this dichotomy.
In fact, when referring to political candidates or other individuals who were not Latino, it was
common for bilingual participants to refer to them as White, rather than state that they were non-
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Latino. This language was met with no resistance or criticism from focus group participants. Whereas
bilinguals were quick to defend English-dominant Latinos who they argued could not be blamed for
not speaking Spanish, there was no discourse among bilingual focus group participants in defense of
Whiteness and Latinidad being compatible. In the fourth bilingual focus group, when discussing the
most important factor in determining Latinidad, Participant B4A cited that “growing up Latino, you face a
lot of different experiences and discrimination than non-people of color.” This reasoning further suggests that
race, rather than language, is a determining factor bilinguals to claim Latinidad. Following the
reasoning put forth by Participant B4A, if an individual did not share this discrimination as a result of
their ethnicity, they would not be able to be legitimately Latino. This definition only further
reinforced the mutual exclusivity between Latinidad and Whiteness highlighted by bilingual
participants, which suggests bilinguals might actually judge the identities of their White-passing
Latino-identifying peers, even if they said they wouldn’t. In these discussions about race, participants
seemed largely unaware of the contradictory nature of their comments, and the ways in which these
remarks only reinforced perceived barriers about who has a right to identify as Latino.
Within each focus group, participants grappled in real time with this complex relationship
between language, Latinidad, and whiteness, and frequently cited personal experiences in their
explanations. Consider the response by participant 3BD:
3BD: Someone asked me the other day, who is Hispanic, ‘so, do you speak Spanish?’ I said ‘yea, it was
my first language, but I never spoke it at school so I never practiced reading or writing it, so I kind of
read slowly.’ So they were like ‘so, do you consider yourself to be a White Hispanic?’ I don't like that
term. I hate how I have to classify myself like that. As opposed to what? Like, a yellow Hispanic? I
don’t know! A blue hispanic?...I think the distinction between a ‘White’ Hispanic and a ‘Hispanic’
Hispanic is just so weird.
This comment, taken into consideration with B1A’s assertion above, suggests that among bilingual
Latinos, Latinidad might better be defined by a spectrum, than a singular ethnic identity, which is
largely determined by language ability. These comments underscore the fact that language ability
remains an important characteristic of Latinidad among bilingual millennials, even if they affirmed
that they perceived no difference in Latinos who do and do not speak Spanish.

Page 113 of 154

Lastly, on the topic of race, many bilingual participants cited deep personal frustrations with not
knowing how to appropriately racially categorize themselves. Though all who spoke on the topic
identified both ethnically and racially as Latino, they expressed confusion over the fact that on
government and university forms, they were unable to select Latino as their race. Participant 3BE
captured this sentiment, in response to Participant 3BD’s response above:
3BE: Similar to that, when you’re signing up for the SAT or ACT and they ask for your race, on one
question you put ‘Hispanic or Latino’ and on the other you can put down ‘White.’ You’re never quite
sure what to put down. I run into that so often. It’s such an awkward situation because sure, I look
kind of White, but I don’t really consider myself White. So, like, I wish I could put down Brown or
something? I would just feel more comfortable putting down Brown than I would White because I
identify more in that way through my life experience.
As Participant 3BE discusses, while they, like all other bilingual participants who spoke up during this
topic of conversation, did not identify with Whiteness, private and public institutions forced them to
superficially classify themselves as this race.
For Majority of English-dominants, Latinidad and Whiteness Can Be Interconnected
In tandem with English-dominants’ assertions that bilingualism was not a prerequisite of Latinidad,
many English-dominants also linked Latinidad with Whiteness. Across all English-dominant focus
groups, participants infrequently reinforced the perceived dichotomy expressed by bilinguals between
Latinidad and Whiteness. When discussing non-Latino individuals, unlike bilinguals who almost
always automatically referred to them as White, English-dominants referred to them, perhaps more
correctly, as non-Latinos. This language could be attributed to the fact that a greater proportion of
participants in the English-dominant groups identified as multiracial (White and Latino), rather than
as just Latino like the majority of the bilingual participants did.
In participants’ personal discussions of identity, across four out of the six English-dominant focus
groups participants cited frustrations with not appearing “stereotypically Latino” because of their skin
tone. As such, they felt as though they could not fully claim Latinidad. Consider Participant E6A’s
response:
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E6A: At school, their first thought isn’t oh, she’s Hispanic; it’s oh, she’s White. And my ability to speak
some Spanish is kind of my proof that I’m not just White, and I have this whole other side to me that
you don’t really assume at first glance I guess...Since I’m half Hispanic, I guess I’m not the ideal person
they’re targeting, and I feel kind of excluded.
This quote is significant to this analysis for several reasons. First, it highlights a broader assumption
held by other Latinos and non-Latinos about the distinction between looking “Latino” versus looking
“White.” Secondly, it underscores the importance of Spanish in Latinidad, and for English-dominants
who are White-passing, a way for them to legitimize their Latino identity to others. Clearly, as this
comment explains, identifying as Latino on the basis of heritage, rather than language ability, may not
be as simple as bilingual participants may have asserted. During these conversations, Englishdominants participants frequently cited the racial diversity inherent in the Latino electorate, as well as
the importance of intersectionality. In the following section, the racial diversity among Latinos will be
discussed at length. All in all, English-dominant participants seemed to use the focus group discussion
as an opportunity to challenge dominant assumptions about what it means to “look” Latino, and drew
upon their personal experiences to fortify their reasoning.
Part 3: Addressing the Misconceptions and Generalizations about Latinidad
At the conclusion of every focus group, participants were asked to provide recommendations
to political campaigns to improve how they communicate with and mobilize diverse subsections of the
Latino electorate. In doing so, bilinguals and English-dominants repeatedly emphasized similar
macro-level misconceptions and generalizations about Latino identity and Latino communities. In the
following subsection, I have highlighted the most frequently cited misconceptions held by American
political campaigns in conjunction with the solutions identified by participants to address them.
Emphasize Ethnic, Regional, and Linguistic Diversity
Non-Latino politicians’ lack of awareness about the diversity of countries of origin of Latinos
emerged as a major issue discussed by bilingual Latinos who watched the Spanish advertisement. In
the first bilingual focus group, Participant B1C was the first to bring up this misconception about
Latinos:
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B1C: It’s really important for politicians to keep in mind that Latinos are not all from one place and they
come from so many different countries and places that generalizing them is so...hurtful. And I think
there’s so much research that could be done on all these different cultural values that would help them
improve their campaigns and ads and just make them more personal.
The other participants in their focus group responded in unanimous agreement, and continued by
discussing how different countries’ political histories and politics influence ethnically diverse Latino
voters in their evaluation of politicians and the American political system. Participant B1C also raises a
noteworthy point about the opportunity for political scientists to not limit their research to the Latino
electorate. It is also critical to examine the differences in political attitudes and behavior of Latinos
from different countries of origin. This research would in turn allow campaigns to better tailor
messages and outreach strategies to these distinct Latino communities.
Moreover, in the fifth focus group, Participant B5C also acknowledged another critical dimension of
diversity within the Latino community: though the Spanish language unifies a majority of Latinos in
the United States, their accents and idioms are by no means the same:
B5C: Spanish has a lot of accents from a lot of different countries. It depends if you go to Mexico or
Argentina. If you speak the Spanish of one country it doesn’t mean you represent an entire
community. Some Spanish speakers say my Spanish is really different and that shows how even
among Spanish speakers struggle to understand each other.
It is not surprising that English-dominants did not emphasize this issue to the same extent,
because many of them were second or third-generation immigrants who were farther removed from
their Latino countries of origin. Nevertheless, there were several outspoken participants in the third
English-dominant focus group who cited their frustration with the lack of awareness about ethnic
diversity within the Latino community:
E3C: One thing that really gets the Hispanic community really riled up is when Hispanic people are
assumed to be Mexican, since Mexicans make up a large portion of Latinos in the US particularly in the
South. Having that assumption that all Latinos are Mexican not only offends Mexican Americans but
also everyone else who isn’t Mexican, like Puerto Ricans, Cubans, Dominicans, Guatemalans…
This assertion about the generalization of all Latinos as Mexican is particularly relevant when taken
into account with the President’s derogatory remarks about this demographic, as well as his frequent
usage of Mexican as being synonymous with Latino. Interestingly, in response to this comment by
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Participant E3C, Participant E3B suggested that in their experience, singling out Mexicans instead of
referring to all Latinos served as a strategy to divide Latinos:
E3C: That’s definitely true. I was talking with my grandparents and other Cubans in my area, and it
was almost a tactic, driving the wedge between Mexicans and you, as the other form of Hispanic, how
you should be upset with these people crossing the border and they’re different from you because they’re
illegal and that was definitely a tactic used in Miami and was successful with a lot of people at home,
because they genuinely believe we are not one united front as a Hispanic Latino community...and so
most ended up voting Republican.
This perspective not only underscores the perceived ethnic and cultural differences between diverse
groups of Latinos, but also demonstrates how political campaigns can exploit these divisions to compel
voters to vote for their candidate. In fact, it reveals an awareness by a political party to successfully
capitalize upon divisions among Latinos and micro-target a specific section of the electorate. In most
of the discussions of recognizing cultural differences among different ethnic groups of Latinos, most
participants discussed it in terms of a campaign hoping to gain the respect from members of that
subsection of the electorate for recognizing their unique community. By contrast, Participant E3C’s
observation discusses highlighting cultural and ethnic differences in the specific context of winning
votes. The Cuban community in Miami is a unique example seeing as though this sub-ethnic group
has traditionally leaned Republican; nevertheless, the success Participant E3C highlights indicates
how recognizing cultural and ethnic differences can serve as an effective strategy to micro-target
voters. It remains to be researched and seen with regards to if the same could be done between other
sub-ethnic groups of Latinos.
Pivot Away from the Immigration-Focused Latino Outreach Strategy
Among all of the misconceptions discussed by both English-dominant and bilingual Latinos, the
overwhelming focus on immigration as the sole issue used to target Latino voters was the most
frequently mentioned. Both English-dominants and bilinguals drew from personal experience to
strengthen their arguments. Among English-dominants, the problematic nature of focusing
exclusively on immigration was discussed in the greatest detail in the third focus group: Consider
Participant E3B’s response:

Page 117 of 154

E3B: My grandparents are Cuban and they speak English but watch TV in Spanish, and speaking from
their perspective, my grandfather cares a lot about policy and money and how that’s handled by the
candidate, and I think that that’s not the conception that a lot of politicians have about Latinos, who
like to target immigration and family values. Like sure, that’s important, but there’s a lot more going
on. I feel like politicians think they can throw in two nice little comforting details into a Spanish ad and
that’s all they have to do, whereas they focus on the nitty gritty politics in the English ad.
Similarly, in the second bilingual focus group, Participant B2B discussed the relevance of this
misconception in the context of the 2016 election as well as their personal experience:
B2B: Politicians talk about immigration as this blanket issue for Latinos...I see that as so ineffective and
although that certainly hits very close to home for me, I think that it’s interesting in 2016 to see
predominantly White campaigns just deciding that that’s the issue--and only issue--that Latino
communities care about it...Something that resonated with me a lot was the Kamala Harris campaign
talked a lot about the issues that keep Americans up at night like healthcare and education and the
economy. I think recentering towards that would resonate more than this blanket immigration thing.
Thus, it is imperative that candidates realize Latinos care more about than just immigration. As
Participant B2B articulated, Latino Americans, like non-Latino Americans, are seriously concerned
about and are profoundly affected by issues like health care, education, and the economy. In fact,
according to a 2016 Pew Research Center poll, when registered Latino voters were asked about their
top voting issues, the results closely mirrored those of all registered voters. Eighty-six percent of
Latinos considered the economy to be “very important,” compared to an average of 84% among all
voters. Behind the economy, healthcare and terrorism were cited as the second and third most
important issues for Latino voters (82% and 80%, respectively). Immigration was cited as the fourth
most important issue for Latinos, at 79%. Given that all of these rankings are within a relatively small
margin, this data does not invalidate the importance of immigration for Latinos, who are still more
likely to prioritize the issue than all voters (79% versus 70%). Nevertheless, it highlights how Latinos
are not single-issue voters; this electorate has other significant priorities, too. The approach by Kamala
Harris’ campaign cited by Participant B2B provides a tangible example of how campaigns can pivot
away from a Latino outreach strategy solely focused on immigration.
Recognize And Embrace Intersectionality
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That said, Participant E2A made a particularly insightful comment with regards to how campaigns
target White voters versus non-White voters that warrants further consideration in this analysis:
E2A: Considering that Latinos and Latinas are not a race, that’s blurry, and you can be Black and
Latino, you can be White and Latino, you can be Asian and Latino, you can be all of these
intersections...I feel like I can never find a candidate who perfectly represents me, and we’re never going
to find an identical candidate for every person, because there would be a million different ones. It’s
more about your intention to cater to multiple communities and if the earlier you can start in your
campaign by recognizing the differences and nuances in communities it’s for the better.
This remark is salient because it highlights the importance of intersectionality, particularly as political
campaigns think about how to reach ethnically diverse voters. Furthermore, this perspective is
noteworthy because not only does one not need to speak Spanish to identify as Latino according to a
majority of English-dominants, they also do not need to be fully Latino; they can be mixed race, and
part Latino, and still claim that identity. The biggest takeaway from this remark is that Latinidad is not
mutually exclusive from other ethnicities and races. As this participant articulated, Latinidad is both
complex and intersectional; as such, campaigns cannot continue to perceive Latinos as a monolithic
group. Later in the focus group, this participant expanded upon their understanding of how political
campaigns generally try to target voters by race:
E2A: If you look at how [campaigns] strategize with White voters, they talk to the people in the
suburbs, they talk to the people in rural communities, they talk to the urban elite, and they’re very good
at recognizing nuances in White communities. But when it comes to the minority vote, it’s always the
‘Asian’ vote, the ‘Latino’ vote, the ‘Black’ vote…
This observation is the crux of this thesis, which represents an effort to research how to distinguish
among linguistically diverse Latino voters who have traditionally been perceived by campaigns as one
monolithic group with identical political attitudes and behavior. Particularly as the share of eligible
Latino voters grows, but even still today as Latinos constitute large segments of the electorate in
different regions across the country, political strategists must abandon the one-size-fits-all mentality of
targeting minority voters without regard for the complexities within these communities.
Summary of Findings
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As described above, bilinguals and English-dominants identified three major categories of
misconceptions and generalizations held by political campaigns. The first was the lack of
acknowledgement for racial/ethnic, linguistic, and regional diversity within the Latino electorate. This
emerged as a topic in all twelve focus groups. The second regarded the policies that campaigns tend to
focus on; specifically, participants argued that campaigns need to realize Latinos care about more than
just immigration. Lastly, the third major theme which was discussed in greatest depth among Englishdominant focus groups was the absence of acknowledgement for intersectionality. These
misconceptions, and solutions outlined by the participants themselves, provide tangible
recommendations for candidates running for office hoping to engage with the Latino electorate.
Part 4: Summary of Findings: Recognizing the Diversity Inherent in Latinidad
In sum, there is no one-size-fits-all definition of what it means to be “Latino.” Yet the results from
this research reveal that among millennial bilingual and English-dominants, the meaning of
“Latinidad” is changing. Members of both groups agreed that speaking Spanish does not define nor
determine one’s ability to claim Latinidad. In fact, members of both linguistic groups cited the notion
that all Latinos must speak Spanish as one of the most prevalent misconceptions about Latinos at the
present. Moreover, participants from both linguistic groups agreed that they would prefer a nonSpanish speaking Latino candidate over a Spanish-speaking non-Latino. However, these findings do
not indicate that language does not matter in the context of this research. In fact, to bilinguals and
English-dominants, defining what it means to be “Latino,” in terms of language and race, and who has
the right to claim this identity, had distinct meanings.
To bilinguals, Latinidad was predicated upon an individual’s lived experience from within a Latino
community. Bilinguals discussed this lived experience and “connection” to a vaguely-defined Latino
community in abstract terms. In doing so, this lack of specificity allowed them to be more subjective in
their analysis--and judgement--of co-ethnics. Though bilinguals did not explicitly state that this
“Latino community” would be comprised at least in part of Spanish-speaking individuals, taking into
consideration research conducted by De la Garza and Yang (2015), this is likely to be the case. Spanish-
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dominant and bilingual Latinos are more likely to live in ethnically homogeneous communities, in
comparison to English-dominants, who are more likely to be segregated from Latino-majority
communities (De la Garza and Yang, 2015). As such, though bilinguals did not explicitly state that
Spanish represented a prerequisite for Latinidad, one’s Spanish proficiency may serve as a clear
indicator of one’s lived experience among other Latinos. Furthermore, through discussions of one’s
lived experience determining one’s ability to identify as Latino, bilinguals frequently referenced
Whiteness and Latinidad as being mutually exclusive. Several participants explicitly cited the
experience of being discriminated on the basis of one’s racial appearance as a dominant factor
influencing one’s ability to claim Latinidad. In particular, being White was not only used as a synonym
for being non-Latino, but for being non-Spanish speaking. This further highlights prevalent
judgement among bilinguals toward Latino-identifying individuals who might not be fluent Spanish
speakers and/or who are White-passing. That said, bilinguals did emphasize the diversity of Latino
communities on the basis of ethnic heritage and region.
By contrast, English-dominants perceived of Latinidad in terms of one’s demonstrated activism
to Latinos more broadly. As such, this definition was not predicated on one’s personal connection to a
particular Latino community. English-dominants emphasized an individual’s agency in determining
one’s self-identification as Latino, rather than through one’s connection to a particular
community. The intersectionality of Latinidad with other races, particularly between Whiteness and
Latinidad, were highlighted by English-dominant focus group participants, many of whom articulated
their frustration with not looking Latino “enough.” The different ways in which English-dominants
and bilinguals perceived Latinidad are important because they reveal distinct societal and cultural
attitudes for each of these linguistic groups. Seeing as though bilinguals and English-dominants
conceive Latinidad in distinct ways, these findings should matter to political campaigns because they
indicate they perceive Latino-targeted political communication and outreach in distinct ways, too.
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Chapter 8:
Conclusion
To conclude this analysis, I divide my conclusion into three sections. The first provides an
overview of my original hypotheses in conjunction with the salient results from this study and their
implications upon Latino politics and research about Latino political behavior. I also include tangible
recommendations for political campaigns seeking to reach out to Latino voters. Secondly, I enumerate
the methodological advantages and challenges I encountered in this study, and discuss opportunities
for future research on this topic. I dedicate the last section to personal reflections about the most
salient findings from this research.
Part 1: Moving Away from the Latino Monolith
The findings from this research study confirm that bilingual Latinos and English-dominants
embrace distinct political attitudes not only about Spanish-language political communication, but
partisanship and Latino identity. The binary framework of analysis used in the previous scholarship
must expand to accommodate the political attitudes and behavior of bilingual Latinos.
In the context of the English-language advertisement, bilinguals and English-dominants
exhibited similar opinions in line with my hypothesis: a majority in both groups felt neutrally about
the candidate and his commitment to the Latino community. With regards to the candidate,
participants echoed that the advertisement provided practically no substantive content about his
policy platform. For some bilinguals, this absence of policy content reflected poorly upon the
candidate; they felt as though this omission of details was deliberate and demeaning. These findings
reveal that when consuming political communication, these voters are looking for specific and
substantive details about the candidate’s platform, achievements, and intentions. In terms of his
commitment to the Latino community, members of both linguistic groups articulated that there were
no meaningful cues to even indicate that the advertisement was targeted toward Latino
voters. Contrary to my expectations, this revealed that the inclusion of Latino endorsers with
stereotypically Latino last names was not an effective tactic to symbolize the candidate’s commitment
to Latinos among neither bilinguals nor English-dominants. Participants explained that the inclusion
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of co-ethnic endorsers were barely memorable because they didn’t recognize them. Furthermore,
both English-dominants and bilinguals emphasized that they were frustrated by the fact that the
endorsers discussed the candidate’s personality, but not his policy stances. In order for co-ethnic
endorsements in an English-language advertisement to be perceived as legitimate and meaningful,
participants agreed the endorser would need to not only be easily recognizable, but also provide
specific examples about the candidate’s work with the Latino community. Otherwise, their
endorsements would be meaningless.
At the end of the focus groups, I gave focus group participants an opportunity to hypothesize
about how their ratings and responses might have been different if the advertisement had been
produced in Spanish. Bilinguals and English-dominants both suggested that they would have viewed
the candidate and his commitment to the Latino community more favorably, based upon the symbolic
power of Spanish, which they argued would represent an attempt at allyship and be indicative of the
candidate’s extra effort to reach out to linguistically diverse Latino voters. Originally, I had only
hypothesized that bilinguals would be positively affected by Spanish-language political
communication; I expected English-dominants to be neutral, seeing as though they don’t speak
Spanish and wouldn’t be able to understand the content.
The findings from the focus groups which viewed the Spanish-language advertisement
confirmed that the language of political communication matters--yet not how my hypotheses
predicted. Bilinguals reacted overwhelmingly negatively to the Spanish-language advertisement, and
cited the non-native accent of the narrator as their primary reasoning. The accent of the narrator
mattered to bilingual participants because they felt as though having a non-native speaker reflected a
lack of effort on the part of the campaign and came across as one participant bluntly stated: “fake.” As
such, neither the endorsers nor the detail about the narrator being the candidate’s daughter--an
attempt at a familial appeal--were effective in compelling bilingual participants to view the candidate
or his commitment to Latinos favorably. Moreover, like the bilinguals who viewed the Englishlanguage advertisement, bilinguals who viewed the Spanish ad criticized the lack of policy
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content. These findings reveal that a mere translation of an English-language ad into Spanish is not
enough if a political candidate wants to mobilize bilingual voters. This is not to say that Spanishlanguage political communication won’t work; it just has to be done right to effectively engage
bilingual voters. If a campaign is having a surrogate narrate a Spanish-language ad, these findings
underscore the importance of having a native speaker do so. Some bilinguals who viewed the Englishlanguage advertisement even emphasized the importance of a surrogate’s accent when hypothesizing
about the effect of Spanish-language political communication.
What’s interesting, however, is that bilinguals did not embrace the same mentality toward the
candidate themselves trying to speak Spanish. Bilinguals intensely criticized the candidate’s use of
English at the end of the Spanish-language advertisement. They argued that while surrogates need a
native accent for Spanish-language political communication to be perceived as credible, this is not a
requirement for a non-Latino candidate to speak Spanish. These findings highlight the fact that when
exposed to political communication, bilinguals looked for specific evidence that the candidate cared
about the Latino community, and having the candidate try to speak Spanish would represent a
meaningful way to do so. Participants articulated that they wouldn’t perceive the use of Spanish by a
non-Latino candidate necessarily as appropriative or offensive. These findings therefore suggest that
when producing Spanish-language political communication, campaigns are better off keeping the
entire advertisement in one language, and having the candidate try to say ‘apruebo este mensaje’ in
Spanish.
That said, these findings and recommendations must be taken into consideration in
conjunction with the findings related to bilinguals’ partisanship. A majority of bilingual focus group
participants identified with the Democratic Party; as a result, upon the discovery that the candidate
was in fact a Republican, their response was overwhelmingly negative. This discovery compelled the
focus group participants who originally indicated that they ‘somewhat liked’ or ‘somewhat agreed’
with the survey questions changed their ratings to be more negative. To explain their repulsion to the
Republican party, bilinguals most frequently cited the current political climate and specifically the
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current Republican president as influencing their negative attitudes about any member of the
Republican party. These findings therefore indicate that though bilinguals did not specify who could
utilize their recommendations for Spanish-language political communication, the fact that
partisanship was so polarizing within this group it is clear these tactics might only be effective among
Democratic candidates. The extremely negative responses about Republican political candidates
vocalized by bilinguals suggests that irrespective of content or presentation, Spanish-language political
communication would not be an effective way to reach these bilingual voters in the short term.
By contrast, the responses and ratings by English-dominants to the Spanish-language
advertisement were the complete opposite of bilinguals. English-dominants responded
overwhelmingly positively to the use of Spanish--even though they couldn’t understand the content.
These participants barely mentioned the narrator’s non-native accent. This fact is not necessarily
surprising considering that the English-dominants, as non-native speakers, might not be as aware of
the differences in accent or as critical. As such, the symbolism of Spanish-language advertising was
enough to positively affect the political attitudes of English-dominants, which suggests that nonSpanish-speaking Latinos can be meaningfully affected by Spanish-language political communication.
This finding is significant because it demonstrates how English-dominants considered their Spanishspeaking co-ethnics when making an evaluation of the candidate and his commitment to the Latino
community when exposed to the Spanish-language ad. Furthermore, English-dominants expressed
that they supported non-Latino candidates trying to speak Spanish; this assertion is also surprising,
because they can’t even speak the language and wouldn’t understand what the candidate is saying.
Nevertheless, it is clear that despite not speaking the language, English-dominants recognized the
value of Spanish in Latino identity just like bilinguals.
This finding is particularly striking because it challenges the research by Abrajano (2011) and
Soto and Merolla (2006) which found that Spanish-language political communication has the potential
to backfire and actually produce a negative effect among English-dominants. English-dominant
participants in this study were drawn toward, not away from, the cultural symbol of Spanish-language
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political communication. This difference could be attributed to the fact that many of the Englishdominants in the focus group expressed an interest and desire to learn Spanish. As students at a
university, they had access to courses such as “Spanish for Heritage Speakers,” which could have led
them to be more interested in Spanish and perceive its use more positively. All that said, this finding
challenges the general assumption that Spanish-language political communication will positively
affect the favorability of a candidate among Spanish-speaking Latino voters. It also provides valuable
insight into how English-dominants perceive of the relationship between Spanish and Latinidad. This
research suggests that Spanish-language political communication could serve as an effective tool for
diverse political candidates. Unlike bilinguals, the largest share of English-dominants were actually
Independents. This demographic difference explains why these participants were not as affected by
the revelation the candidate was a Republican; overall, they were more optimistic about hearing from
candidates from a variety of political parties, and were not as judgmental about members of either
particular party. Despite arguing that Spanish proficiency was not a requirement to identify as Latino,
English-dominants even expressed appreciation for the Republican candidate’s efforts to reach out
using Spanish.
In sum, this research confirms that Spanish-language political communication is a clear and
powerful cue to bilingual and English-dominant Latino voters that the campaign is trying to reach out
to them. Yet it matters who is saying it, what they are saying, and the linguistic ability of the Latino
viewer. This research suggests that it is worthwhile for campaigns to consider the language abilities of
the Latino voters in their district before producing Spanish-language political communication. This
research revealed that there were significant differences in how English-dominants and bilinguals
responded to Spanish-language political communication, as well as partisanship. Lastly, it is
significant to consider the prevalent skepticism of politics and government expressed by these
linguistically diverse voters. These assertions, which arose across every focus group, were rooted in
participants’ familiarity with the history of political corruption in their countries of origin. These
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findings demonstrate that linguistically diverse Latino voters are influenced by the political history of
their countries of origin.
In the analysis of Latino identity, bilinguals and English-dominants most starkly differed in
their discussion of the intersection of Latinidad and race. While they agreed that Spanish was not a
prerequisite to identify as Latino, they differed on the relationship between Whiteness and Latinidad.
Bilinguals, both directly and indirectly, asserted that there was a dichotomy between the two, and that
identifying as Latino was largely based in one’s personal experience as a person of color in the United
States. Meanwhile, English-dominants for the most part asserted that the two could be
interconnected. This discussion is meaningful because it further emphasizes the importance of
distinguishing between bilinguals and English-dominants in research and discussion of political
attitudes and identity. As further justification of the importance of moving away from the Latino
monolith beyond language ability and racial identity, bilinguals and English-dominants emphasized
the importance of recognizing the ethnic, regional, and linguistic diversity inherent in the
electorate. Furthermore, they asserted that it is imperative that campaigns pivot away from
immigration-focused Latino outreach strategies.

Part 2: Methodological Advantages and Challenges
This thesis represents the first qualitative research study of the language of political
communication among linguistically diverse Latino voters. Performing a qualitative analysis
illuminated numerous major findings about the differences and similarities in political attitudes of
bilinguals versus English-dominants. Most notably, through the focus group discussions, participants
were able to explain the reasoning for their ratings of the candidate and his commitment to the Latino
community. These comments among bilinguals elucidated the importance of accent and delivery of
language when producing Spanish-language political communication for a bilingual Latino
audience. At other times, it was the lack of commentary about a particular topic that was equally as
informative about participants’ political attitudes. Specifically among English-dominants, the absence
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of criticism about the narrator’s Spanish accent, as well as virtually no comments about limitations on
non-Latino candidates speaking and using Spanish, highlighted the symbolic power of Spanish for this
linguistic group. Moreover, the value of having focus group participants articulate their opinions in
their own words led to unexpected trends in topics of discussion; for example, the widespread
skepticism of politics, and the complicated intersection of race and Latinidad. Participants entered the
study with preconceived notions about politics and identity, and through the focus group discussions,
they were able to unpack the basis for these opinions as a group. These discussions also allowed
participants to contextualize their responses in the current political climate and cite recent political
events and policy that influenced their opinions about partisanship and political communication. As
such, these discussions provide valuable insight into the political attitudes of bilingual and Englishdominant voters during the actual Trump administration, which provides political scientists with a
snapshot of these Latino voters’ attitudes about partisanship and political communication in
anticipation of the 2018 midterms and 2020 presidential election.
Yet this methodology was not without its challenges. The “flake rate” emerged as a major issue
when conducting the focus groups, all of which took place during the academic year and exclusively
with students. On numerous occasions, participants cancelled the day of the focus group, citing their
busy schedules and having to finish an assignment. As a result, I did not reach my participant goal (52
participants participated, and my goal was 72), and in the end, I had more bilingual participants (28)
than English-dominants (24). Rescheduling them was often difficult, and it became increasingly more
complicated as there were fewer focus group time slots available for them to participate in based on
their linguistic group. Originally, I expected that it would be more difficult to recruit bilinguals, just
based off of the small population of Latinos at Tufts University to begin with. Instead, it was more
difficult recruiting English-dominants. I believe this can be attributed to two salient factors. The first
is the fact that in order to participate in this study, participants had to first identify as Latino, and
secondly feel comfortable enough to claim that Latinidad in front of a group of strangers. Considering
the fact that a majority of English-dominants in the study were multiracial, it’s possible that among the
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English-dominant Latino population at Tufts, student might associate with being part-Latino, but not
fully, and therefore did not feel comfortable signing up and participating in the study.
While it is impossible to entirely avoid last-minute cancellations, I would advise future
researchers using focus groups to personally reach out to confirm and remind participants at least
three times before the meeting. Ideally, these confirms would be done over the phone. When
confirming, instead of asking participants if they would still be able to join, it was more effective to
frame the question as making sure they had all of the logistical information for the focus group
discussion. This gave them less of an opportunity to cancel.
By far, the most effective way to promote the event was by promoting it through student
organizations. The success of this method was predicated on making the effort to meet with the
leadership of these organizations to contextualize the importance of the study and why the members
of the organization should consider participating. As such, while I gave presentations to several
student groups, the leadership of the organizations also personally encouraged members to
participate. This strategy was particularly critical when recruiting underclassmen. As such, for future
focus group researchers, I would encourage building relationships with the leadership of organizations
from which one hopes to recruit participants. Doing so will not only help promote the focus group
among a wider network of potential participants, but also provide a greater degree of accountability for
participants to show up and complete the study if they know that the leadership of an organization
they are a part of might find out if they flaked.
From the perspective of the moderator of the focus groups, it was both inspiring and
energizing to be able to push participants to clarify the basis for their opinions, especially when they
raised points that I myself had not previously considered. This was especially true during discussions
of partisanship, at which point I was able to encourage participants in real time to be more specific
about their opinions about the relationship between the major political parties and the Latino
community. After conducting this study, I can say with confidence that focus groups, despite being an
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extremely time-consuming process between recruitment and transcriptions, represent an extremely
effective method to study political attitudes of Latino voters.
This study is only the beginning of research into bilingual political attitudes and the study of
the effects of Spanish-language political communication. The next step would be to conduct this study
with a larger and more diverse sample size, with voters of all ages and socio-economic backgrounds.
The positive effect of the Spanish-language ad among English-dominants raises questions about how
non-Spanish speakers perceive and respond to Spanish-language political communication. As such,
another next step could be to incorporate non-Latinos into the study, to study how they respond to
Spanish-language political communication in comparison to the linguistic Latino subgroups. This
method could absolutely be replicated to study the relative effectiveness of political communication
across other mediums including radio and print. This methodology could also be used to study
political communication produced by Democratic and Independent candidates in comparison to
Republicans.

Part 3: Personal Reflections
I posit that the three biggest takeaways from this study involve the implications of the
difference in partisanship between the two linguistic groups, the symbolic power of Spanish-language
political communication among English-dominants, and the changing role of Spanish in Latinidad
highlighted by bilingual focus group participants.
The difference in the party affiliations of the bilingual versus English-dominant participants
came as a complete surprise. I did not expect the largest share of English-dominants to affiliate as
Independent rather than Democratic, taking into consideration previous scholarship about historical
trends in Latino partisanship. The party affiliation of participants was at the core of many of their
responses and ratings of the candidate and his commitment to the Latino community. These trends in
party affiliation among the bilinguals versus the English-dominants are particularly noteworthy in the
context of the current political climate. Whereas a majority of bilinguals were entirely opposed to the
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Republican Party in light of the current presidential administration, and were compelled after
discovering the candidate’s party affiliation to change their ratings to be more negative, Englishdominants did not articulate these same sentiments. Instead, English-dominants were open-minded
and even appreciative of the Republican candidate’s effort to reach out to Latino voters. Looking
ahead to the upcoming elections, these findings suggest that Republican candidates may find support
among English-dominant Latino voters for producing Spanish-language advertising in a way that they
might not with bilingual voters. In order to do so, however, this research confirms that political
campaigns and strategists would need to distinguish between these linguistic groups in their targeting
and outreach strategies.
The second major takeaway and surprise was the stunning symbolic power of Spanishlanguage advertising among English-dominants. This symbolism, which English-dominants argued
represented the candidate’s effort to reach out to other sections of the Latino electorate, overshadowed
the fact that English-dominants couldn’t understand the content. The candidate could have been
saying anything and the English-dominants still felt as though he was making a meaningful attempt to
reach out to them and their co-ethnics. This is particularly significant when considering the fact that a
majority of English-dominant Latinos identified as multiracial (Latino and some other race). Englishdominants’ support for Spanish-language political communication emphasized their acceptance and
acknowledgement of the cultural value of Spanish. Furthermore, the fact that English-dominants took
into consideration their Spanish-speaking co-ethnics in their evaluation of the candidate and his
commitment to the Latino community demonstrates their connection to Latino identity despite not
being able to speak Spanish and/or being multiracial. Just because they didn’t speak Spanish didn’t
make them any less Latino. I expected them to feel more distant toward the Spanish-speaking portion
of the electorate, and didn’t anticipate them to exhibit this empathy for their linguistically diverse coethnics--especially considering the large number of Independents in the sample size.
The third major takeaway involved the changing role of Spanish in Latinidad discussed by
bilingual Latinos. Considering the fact that bilinguals are native Spanish speakers, I was surprised that
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a consensus emerged among participants that Spanish was not a prerequisite to identify as Latino.
When I pushed participants to explain the reasoning behind this opinion, bilinguals in two focus
groups discussed the possibility of a generational shift, in which they distinguished between the
relative importance of Spanish among bilingual millennials and older generations, who they argued
value Spanish proficiency far more. This shift could be attributed to the fact that later generations of
Latinos are more likely to be bilingual or English-dominant, and may come into more contact with
English-dominants in their daily lives. Nevertheless, even once bilinguals established that Spanish was
not integral to Latino identity, they still put forth certain requirements for Latinidad which were largely
abstract. Bilinguals argued that one’s “connection” to the Latino community was necessary to claim
Latinidad; however, this prerequisite was extremely vague, and few participants were able to
specifically articulate what constituted a legitimate “connection.” Considering the existing research by
de la Garza and Yang which has shown that English-dominants are less likely to live in communities
with co-ethnics, this requirement put forth by bilinguals suggests that judgement of Englishdominants may still be prevalent, and complicates how bilinguals might perceive English-dominant
peers and political candidates. As such, these findings shed meaningful light on how bilingual Latinos
conceptualize identity. The tremendously thoughtful responses by bilingual focus group participants
serve as the foundation for future qualitative research about this linguistic group’s political attitudes
and relationship toward English-dominants.
Above all else, these findings emphasize that Latinos’ receptivity to the Spanish-language
political communication is not homogeneous. This research underscores the importance of
distinguishing between the three linguistic subgroups of Latinos. While this sample size was not large
enough to definitively resolve the debate over when to use Spanish-language political communication,
these findings demonstrate that the perceived importance of Spanish in Latinidad among bilinguals is
changing, which only further emphasizes the need for future research on this topic. Furthermore, the
positive effect of Spanish-language advertisement among English-dominants suggests that perhaps
political campaigns ought not to abandon Spanish-language political communication even as this
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linguistic group grows. At the same time, bilinguals’ criticism of the efforts to target them through
language, co-ethnic endorsements, and familial appeals provide political campaigns with tangible
recommendations to improve their outreach strategies.
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Appendices
Appendix A: Consent Form
Mobilizing the Linguistically Diverse Latinx Electorate: How the Language of Communication Influences
Political Attitudes among Bilingual and English-dominant Voters
Principle Investigator: Lorenza Ramírez, Political Science major, Class of 2018
Advisor: Professor Natalie Masuoka
You are being asked to participate in this research study because you self-identify as a Latinx college student at
Tufts University and are over the age of 18. Thank you for considering participating. Please read the following
information regarding the purpose, procedures, benefits, risks, discomforts, and compensation of this research
study.
Purpose:
Political candidates face unique challenges communicating with Latinx voters because of the linguistic
diversity inherent in this voting bloc. As a result, campaigns must decide whether to transmit political
messages through digital and print mediums in English, Spanish, or a mix of both. This honors thesis
research study seeks to explore how the language used in political communication influences the
favorability of a political candidate amongst bilingual and English-dominant Latinx voters.
Procedures:
If you participate, you will be assigned to a focus group based on your language proficiency in Spanish
and English. Each focus group will consist of six students who either self-identify as bilingual or as
English-dominant. These focus groups will be audio recorded. You will be asked to watch a candidate’s
campaign advertisement and complete a brief survey. For the remaining 20-30 minutes, you will be
encouraged to participate in a discussion about the roles of language, identity, and policy in Latinxtargeted political communication. At any point, if you are not comfortable or interested in responding
to a question or participating, you are free to withdraw from the focus group and depart.
Duration:
This focus group will last between 30 and 45 minutes.
Potential risks:
There are no risks greater than those experienced in ordinary conversation. Your participation is
voluntary and you have the right to withdraw your consent or discontinue participation at any time
without penalty. Everyone will be asked to respect the privacy of the other group members. All focus
group participants will be asked not to disclose anything said within the context of the discussion, but
it is important to understand that other people in the group with you may not keep all information
private.
Benefits:
As the Latinx electorate continues to grow, effective messaging targeted towards Latino voters will
become increasingly more important. The results may help the researcher provide recommendations
for the use of Spanish and English in political campaign messaging in order to improve targeting and
mobilization of Latinx voters in the upcoming elections. While this research is not designed to help
you personally, the focus group discussion may provide informal peer support as Latinx students and
voters.
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Compensation:
You will compensated six dollars in cash for your participation in the focus group. Complimentary
refreshments and snacks will also be available during your focus group session. There will be no costs
for participating in this research study. You will be paid at the end of the session.
Withdrawal:
Participation in this research study is entirely voluntary. Refusal to participate will involve no
penalties. At any point during the focus group, you may withdraw and discontinue participation
without penalty. Furthermore, if at any point you feel uncomfortable during the focus group session,
you have the right to decline to answer any question.
Statement of Confidentiality:
Only the researcher, the researcher’s thesis advising committee, and the Tufts University IRB will have
access to the study data. The researcher will not identify you by name in any reports using information
obtained from the focus group session. Your confidentiality as a participant in this research study will
remain secure. No Tufts faculty or administrators will be present during the focus group or have
access to the raw audio recordings or transcriptions. The data collected in this study will be destroyed
after three years. The results of this research will be published in the form of a senior honors thesis.
Questions & Concerns
Please do not hesitate to contact Lorenza Ramírez, the Principal Investigator in this study, at (410) 3753571 or at Lorenza.ramirez@tufts.edu with any questions or concerns.
The Tufts University Social, Behavioral & Educational Research Institutional Review Board (SBER
IRB) can be reached by phone at 617.627.8804 or at 617.627.6175 or via email at sber@tufts.edu with
Agreement
This agreement states that you have received a copy of this informed consent and have read and
understand the explanation provided to you. Your decision whether or not to participate in this
research study will have no negative impacts on you either personally or professionally.
I confirm that I have read and understood the information provided for this research study. I have had the
opportunity to consider the information and ask questions.
Yes / No
I agree to the focus group being audio-recorded.
Yes/ No
Signature of Subject: ________________________________________

Date: _________

Subject name (printed): _____________________________________
Signature of Researcher: _____________________________________ Date: _________
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Appendix B: Survey Questions

Study ID: _______
Question 1: Please indicate your feelings about the candidate after viewing this ad.

Dislike

Somewhat
dislike

Neutral

Somewhat
like

Like

Question 2:
Please indicate the extent to which you agree or disagree with the following statement:
John Cornyn cares about the Latino community.
Disagree

Somewhat
disagree

neutral

Somewhat
agree

Agree

!
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Appendix C: Recruitment Flyer

SEEKING
PARTICIPANTS!
Do you identify as a Latinx student
and have 30-45 minutes to
participate in a PAID focus group?
Find out more info and
sign up here:
http://bit.ly/2hwUqDV

This research study is being conducted as a part of a Senior Honors Thesis
in Political Science. Please contact Lorenza Ramírez (A18) with questions
at lorenza.ramirez@tufts.edu.

http://bit.ly/2hwUqDV

http://bit.ly/2hwUqDV

http://bit.ly/2hwUqDV

http://bit.ly/2hwUqDV

http://bit.ly/2hwUqDV

http://bit.ly/2hwUqDV

http://bit.ly/2hwUqDV
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Appendix D: Recruitment Email
Email&to&Recruit&Participants:&
!
Hello!!
!
If!you!self-identify!as!Latinx!and!are!an!undergraduate!student!at!Tufts!University!who!is!over!
the!age!of!18,!you!are!invited!to!participate!in!a!paid!research!study!regarding!Latinx!political!
attitudes!and!behavior.!!This!study!is!being!conducted!by!an!undergraduate!honors!thesis!
student!in!the!Department!of!Political!Science!at!Tufts!University.!!Specifically,!this!study!seeks!
to!explore!how!the!how!the!language!political!campaigns!use!in!political!advertisements!
influences!the!level!of!trust!and!support!for!the!political!candidate.!!Your!input!will!inform!the!
development!of!political!campaign!outreach!strategies!to!mobilize!Latinx!voters!in!the!
upcoming!election.!
!
Participation!will!involve!one!30-45!minute-long!discussion!focus!group!session!on!the!Tufts!
Medford!campus.!!Refreshments!and!snacks!will!be!provided.!!In!exchange!for!your!
participation,!you!will!be!compensated!$6.!!Please!be!aware!that!participation!is!voluntary!and!
your!personal!information!will!be!kept!confidential.!
!
Register!to!participate!here:!https://tufts.qualtrics.com/jfe/form/SV_0iIPlkRezC4DXeZ!
!
Please!contact!Lorenza!Ramírez!(A18)!at!Lorenza.ramirez@tufts.edu!or!at!(410)!375-3571!with!
any!questions!or!concerns.!!!
!
Thank!you!in!advance!for!your!participation.!!!
!

!

1!
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Appendix E: Qualtrics Sign-Up Survey
Page 1
Mobilizing the Linguistically Diverse Latinx Electorate
A Focus Group Research Study for the Senior Honors Thesis in Political Science
Thank you for considering participating in this paid focus group study. You are being asked
to participate in this research study because you self-identify as a Latinx college student at
Tufts University and are over the age of 18.
Please read the following information about the research study before registering.
Click here to view the consent form
Page 2
Please provide your name and email so that you can be notified of your focus group time and
location.
Please note that the researcher will never identify you by name in any reports using
information obtained during the focus group session.
First name:
Last name:
Email address:
Page 3

•  
•  
•  
•  
•  
•  
•  
•  

Race/Ethnicity: Please select all categories that apply.
Hispanic, Latino, or Spanish origin (Please specify country/countries of origin)
White
Black or African American
Asian
American Indian or Alaska Native
Middle Eastern or North African
Native Hawaiian or Other Pacific Islander
Some other race, ethnicity, or origin (please specify)

•  
•  
•  
•  

Class year:
Class of 2018
Class of 2019
Class of 2020
Class of 2021

•  
•  
•  

Current gender identity
Male
Female
Trans male
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•  
•  
•  

Trans female
Genderqueer/gender non-conforming
Different identity (Please state)

•  
•  
•  
•  
•  

Political Party Affiliation:
Republican
Democrat
Independent
Another party:
None of the above
Page 4

•  
•  
•  
•  
•  

Please rate your current overall language ability in English:
1 = understand but cannot speak
2 = understand and can speak with great difficulty
3 = understand and speak but with some difficulty
4 = understand and speak comfortably, with little difficulty
5 = understand and speak fluently like / as a native speaker

•  
•  
•  
•  
•  

Please rate your overall language ability in Spanish:
1 = understand but cannot speak
2 = understand and can speak with great difficulty
3 = understand and speak but with some difficulty
4 = understand and speak comfortably, with little difficulty
5 = understand and speak fluently like a native speaker
At what age did you begin to learn ENGLISH?
At what age did you begin to learn SPANISH?
What language(s) do your parents/caregivers speak?

•  
•  
•  
•  
•  

Do you consider yourself to be bilingual in English and Spanish?
Definitely yes
Probably yes
Probably not
Definitely not
Not sure
Page 5
Please indicate your availability for the focus group. You will be notified five days before the
session to confirm the time and location. If none of the following times work with your
schedule, please provide alternative dates.
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•  
•  
•  
•  
•  
•  
•  

Please select at least two possible dates. You will be compensated ($6) at the end of the focus
group which will last between 30 and 45 minutes. Complimentary refreshments and snacks
will also be provided.
Date 1
Date 2
Date 3
Date 4
Date 5
Date 6
Other:
Page 6
Thank you for registering! Please look out for an email from lorenza.ramirez@tufts.edu with
the location and time of your assigned focus group. Please do not hesitate to reach out with
questions or concerns.
-Please provide the emails for any other Latinx-identifying Tufts students who you think
should participate in this paid research study:
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Appendix F: Transcription of English and Spanish-language advertisements
Spanish-language advertisement
Mi papá, el Senador Cornyn, se ha ganado la confianza y respeto de muchas personas de todos partes de Texas,
desde veteranos, oficiales electos, Republicanos y democratas, hasta miembros de la comunidad de negocios, y
gente que solo quiere lo mejor para su familia. Senador Cornyn ha tratado la Valle como si el mismo fuera de la
area. El tiene una mano estable durante tiempos dificiles. I’m John Cornyn, and I approve this message.
(translation below)
My father, Senator Cornyn, has earned the trust and respect of many people from many places across Texas,
from veterans, elected officials, Republicans and Democrats, to members of the business community and people
who just want the best for their family. Senator Cornyn has treated the Valley as if he was from the area. He
has a stable hand during difficult times. I’m John Cornyn, and I approve this message.

English-language advertisement
Senator John Cornyn has earned the trust and respect of a vast cross-section of Texans. *The stakes are
much, much too high and the challenges much too extreme to allow our elected officials to get caught
in the partisan quagmire.* *I do support Senator Cornyn, he has been good for South Texas, especially
the Valley. * *The only way we are going to solve problems in Washington is if we send those up there
who are going to be problem solvers and not be a problem. And that’s this man right here. * He has a
steady hand in serious times. I’m John Cornyn, and I approve this message.
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Appendix G: Discussion Guide

English-dominant Latinos

Bilingual Latinos

Republican
ENGLISH
language ad

Category 1:
English-dominant Latinos watch
Republican English ad

Category 2:
Bilingual Latinos watch the
Republican English ad

Republican
SPANISH
language ad

Category 3:
English-dominant Latinos watch the
Republican Spanish ad

Category 4:
Bilingual Latinos watch the
Republican Spanish ad

For categories 1 & 2 watching the English-language advertisement:
Show English advertisement: https://www.youtube.com/watch?v=E-HAcB7XG3U
After viewing: have them complete survey
For categories 3 & 4 watching the Spanish-language advertisement:
Show Spanish advertisement: https://www.youtube.com/watch?v=A6ES0epxB6o
After viewing: have them complete survey
Part I: Advertisement/campaign-related questions:
Preliminary Questions
§ How many of you rated your favorability of John Cornyn positively, either as ‘somewhat like’
or ‘like’? How many rated him negatively? Neutral? Why?
§ How many of you agreed—somewhat or completely—with the statement that John Cornyn
cares about the Latino community? Disagreed? Why?
§ What stood out to you in this advertisement?
Role of Latino endorsers in political campaign ads
§ How important was it to you that the non-Latino candidate chose to include Latino endorsers
in the advertisement? How so?
§ If Cornyn had not included the Latino endorsements in the ad, do you think your rating and
opinion about his commitment to the Latino community and Latino issues would have been
different?
Role of language and identity in political campaign ads & communication
§ For this ad, the campaign chose not to have the candidate narrate the ad. (Instead, it was
narrated by the candidate’s daughter.) Would it have changed your opinion about the
candidate or his platform if he narrated it himself?
§ Considering the fact that Cornyn is not a Latino and not a native Spanish speaker:
o Spanish ad: At the end of this ad, the last line is narrated by Cornyn and he doesn’t even
attempt to say it in Spanish. Should he have tried to speak in Spanish—even at the risk of
making mistakes or having a bad accent? What difference do you think this would make—if at
all? What is it about a candidate speaking Spanish that would make it more/less compelling?
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o English ad: In the Spanish-language version of this ad, he didn’t even attempt to say the last
line in Spanish. Should he have tried to speak in Spanish—even at the risk of making mistakes
or having a bad accent? What difference do you think this would make—if at all?
§ How do you think your opinion of the candidate / their commitment to the Latino
community would have been different if the ad had been in [Spanish/English]?
Policy/substance of political campaign ads
§ To what extent do you feel as though Cornyn presented substantive policy material in the ad?
§ Did the candidate identify specific needs of Latinos that he would try to address?
o If not, what are Latino-specific issues? What is the value of incorporating Latino-specific
issues into targeted advertisements? What are the downsides?
o What issues should candidates emphasize when targeting Latino voters?
Partisanship
§ Would you change your ratings if you knew this candidate was a Republican?
Closing question
§ Now that we have had this discussion, would you change your ratings for either question? Why?
§ Imagine we had the opportunity to speak with Cornyn’s campaign managers. What would you
recommend we tell them about how to reach out to Latino voters of different language abilities and
how to use Spanish in their political messaging?
o Thinking ahead to 2018 and 2020, what should politicians’ priorities be when developing strategies
to target Latinos? (recording the ad in Spanish? Including endorsers? Focusing on Latino-specific
issues?)
Part II: Broad discussion questions relating to Latino Political Behavior & Latinidad
Skepticism about Politics & Political Communication
§ What differences have you seen in the ways in which private companies use Spanish in their
marketing and commercials than the ways politicians and campaigns do?
§ Do you think Latinos are more or less skeptical of politics and/or political advertising than
other ethnic groups? Why?
“Hispandering”
§ Are you familiar with the term “hispandering?” What are the negative connotations
associated with this term?
§ What examples of “hispandering” can you think of in politics?
§ How can candidates avoid “hispandering?”
Latino identity & linguistic diversity
§ In 2016, amongst the top contenders to become Hillary Clinton’s VP, were Tim Kaine, a white and
fluent Spanish-speaking Senator, and Julián Castro, Obama’s Secretary of Housing and Urban
Development who is Latino but speaks very little Spanish. Ultimately, Hillary chose Tim Kaine. What
does this choice say about her campaign’s understanding of the Latino electorate?
§ Julian Castro isn’t the only high-profile Latino in politics who doesn’t speak
Spanish. Consider Senators Ted Cruz and newly-elected Catherine Cortez-Masto. Does it
matter to Latino voters that a Latino political candidate might not speak Spanish well?
o How would a candidate’s fluency in Spanish influence your vote?
o How important is it for any Latino to speak Spanish?
Final question
§ Is there anything else you would like to add / vent about with regards to how candidates and
campaigns communicate with Latino voters?
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Appendix H: Survey Question Responses & Participant Party Affiliation
QUESTION ONE: PLEASE INDICATE YOUR FEELINGS ABOUT THE CANDIDATE AFTER
VIEWING THIS AD
BILINGUALS
Participant
ID

Ethnicity

Political Party
Affiliation

Language of
Advertisement

Original rating of candidate
BEFORE DISCOVERING
PARTY AFFILIATION

Rating of candidate
AFTER DISCOVERING PARTY
AFFILIATION

B1A

Latino

Democrat

Spanish

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

B1B

Latino

Democrat

Spanish

NEUTRAL

DISLIKE

B1C

Latino

Independent

Spanish

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

B1D

Multiracial

Democrat

Spanish

DISLIKE

DISLIKE

B2A

Multiracial

Democrat

Spanish

NEUTRAL

NEUTRAL

B2B

Latino

Independent

Spanish

DISLIKE

DISLIKE

B2C

Latino

Independent

Spanish

DISLIKE

DISLIKE

B2D

Latino

Democrat

Spanish

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

B3A

Latino

Democrat

Spanish

SOMEWHAT LIKE

DISLIKE

B3B

Multiracial

Democrat

Spanish

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

B3C

Multiracial

Democrat

Spanish

NEUTRAL

NEUTRAL

B3D

Latino

Democrat

Spanish

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

B3E

Latino

Democrat

Spanish

NEUTRAL

DISLIKE

B4A

Latino

Republican

English

NEUTRAL

NEUTRAL

B4B

Multiracial

Democrat

English

SOMEWHAT LIKE

DISLIKE

B4C

Latino

Independent

English

NEUTRAL

NEUTRAL

B4D

Latino

Democrat

English

NEUTRAL

NEUTRAL

B4E

Multiracial

Democrat

English

NEUTRAL

NEUTRAL

B4F

Latino

Democrat

English

NEUTRAL

NEUTRAL

B5A

Multiracial

Independent

English

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

B5B

Latino

Democrat

English

NEUTRAL

NEUTRAL

B5C

Latino

Independent

English

NEUTRAL

NEUTRAL

B5D

Latino

Independent

English

DISLIKE

DISLIKE

B6A

Latino

Democrat

English

NEUTRAL

NEUTRAL

B6B

Latino

Democrat

English

SOMEWHAT LIKE

SOMEWHAT DISLIKE

B6C

Multiracial

Independent

English

NEUTRAL

NEUTRAL
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B6D

Latino

Democrat

English

NEUTRAL

NEUTRAL

B6E

Latino

Democrat

English

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

ENGLISH-DOMINANTS
Participant
ID

Ethnicity

Political Party
Affiliation

Language of
Advertisement

Original rating of candidate
BEFORE DISCOVERING
PARTY AFFILIATION

Rating of candidate
AFTER DISCOVERING PARTY
AFFILIATION

E1A

Multiracial

Independent

Spanish

SOMEWHAT LIKE

SOMEWHAT LIKE

E1B

Multiracial

Independent

Spanish

NEUTRAL

NEUTRAL

E1C

Latino

Democrat

Spanish

NEUTRAL

NEUTRAL

E1D

Multiracial

Democrat

Spanish

SOMEWHAT LIKE

SOMEWHAT LIKE

E2A

Multiracial

Republican

Spanish

SOMEWHAT LIKE

SOMEWHAT LIKE

E2B

Multiracial

Democrat

Spanish

NEUTRAL

NEUTRAL

E2C

Latino

Independent

Spanish

SOMEWHAT LIKE

SOMEWHAT LIKE

E2D

Multiracial

Democrat

Spanish

NEUTRAL

NEUTRAL

E3A

Multiracial

Democrat

Spanish

NEUTRAL

NEUTRAL

E3B

Multiracial

Independent

Spanish

NEUTRAL

NEUTRAL

E3C

Multiracial

Independent

Spanish

SOMEWHAT LIKE

SOMEWHAT LIKE

E4A

Multiracial

Independent

English

NEUTRAL

NEUTRAL

E4B

Multiracial

Democrat

English

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

E4C

Latino

Democrat

English

NEUTRAL

NEUTRAL

E4D

Multiracial

Independent

English

NEUTRAL

NEUTRAL

E4E

Latino

Independent

English

NEUTRAL

NEUTRAL

E5A

Multiracial

Independent

English

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

E5B

Multiracial

Independent

English

NEUTRAL

NEUTRAL

E5C

Latino

Republican

English

NEUTRAL

NEUTRAL

E5D

Latino

Democrat

English

SOMEWHAT DISLIKE

SOMEWHAT DISLIKE

E5E

Multiracial

Independent

English

NEUTRAL

NEUTRAL

E6A

Multiracial

Independent

English

NEUTRAL

NEUTRAL

E6B

Multiracial

Democrat

English

NEUTRAL

NEUTRAL

E6C

Multiracial

Independent

English

NEUTRAL

NEUTRAL

Page 146 of 154

QUESTION TWO: DO YOU AGREE OR DISAGREE WITH THE FOLLOWING STATEMENT:
‘JOHN CORNYN CARES ABOUT THE LATINO COMMUNITY’
BILINGUALS
Participant ID

Language of Advertisement

RESPONSE TO SURVEY QUESTION 2:

B1A

Spanish

SOMEWHAT DISAGREE

B1B

Spanish

NEUTRAL

B1C

Spanish

DISAGREE

B1D

Spanish

DISAGREE

B2A

Spanish

SOMEWHAT DISAGREE

B2B

Spanish

DISAGREE

B2C

Spanish

DISAGREE

B2D

Spanish

NEUTRAL

B3A

Spanish

AGREE

B3B

Spanish

SOMEWHAT DISAGREE

B3C

Spanish

DISAGREE

B3D

Spanish

NEUTRAL

B3E

Spanish

NEUTRAL

B4A

English

NEUTRAL

B4B

English

SOMEWHAT DISAGREE

B4C

English

SOMEWHAT DISAGREE

B4D

English

NEUTRAL

B4E

English

NEUTRAL

B4F

English

NEUTRAL

B5A

English

NEUTRAL

B5B

English

NEUTRAL

B5C

English

NEUTRAL

B5D

English

DISAGREE

B6A

English

NEUTRAL

B6B

English

NEUTRAL

B6C

English

DISAGREE

B6D

English

SOMEWHAT DISAGREE

B6E

English

DISAGREE
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ENGLISH DOMINANTS
Participant ID

Language of Advertisement

RESPONSE TO SURVEY QUESTION 2

E1A

Spanish

SOMEWHAT AGREE

E1B

Spanish

NEUTRAL

E1C

Spanish

SOMEWHAT AGREE

E1D

Spanish

SOMEWHAT AGREE

E2A

Spanish

SOMEWHAT AGREE

E2B

Spanish

AGREE

E2C

Spanish

NEUTRAL

E2D

Spanish

NEUTRAL

E3A

Spanish

SOMEWHAT AGREE

E3B

Spanish

SOMEWHAT AGREE

E3C

Spanish

AGREE

E4A

English

DISAGREE

E4B

English

SOMEWHAT DISAGREE

E4C

English

NEUTRAL

E4D

English

SOMEWHAT DISAGREE

E4E

English

SOMEWHAT DISAGREE

E5A

English

NEUTRAL

E5B

English

NEUTRAL

E5C

English

SOMEWHAT DISAGREE

E5D

English

NEUTRAL

E5E

English

NEUTRAL

E6A

English

NEUTRAL

E6B

English

NEUTRAL

E6C

English

NEUTRAL
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Appendix I: Focus Group Language Survey
Study ID: ________________________
Rate your current overall language ability in ENGLISH:
1 = understand but cannot speak
2 = understand and can speak with great difficulty
3 = understand and speak but with some difficulty
4= understand and speak comfortably, with little difficulty
5 = understand and speak fluently like a native speaker
Rate your current overall language ability in SPANISH:
1 = understand but cannot speak
2 = understand and can speak with great difficulty
3 = understand and speak but with some difficulty
4= understand and speak comfortably, with little difficulty
5 = understand and speak fluently like a native speaker
Do you identify as bilingual?
Definitely yes
Probably yes
Probably not
Definitely not
Not sure!
At what age did you first begin to learn English? _______
At what age did you first begin to learn Spanish? _______
What language(s) do your parents/caregivers speak? ________
Have you studied Spanish at Tufts?
Yes
No
*If yes, what level did you start at? _________________
On a scale of 1 to 5, rate your abilities in Spanish:
(1 = poor, 2 = needs work, 3 = good, 4 = very good, 5 = native speaker command)
SPANISH: Reading = Speaking= Listening = Writing =
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