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This is by no means a complex illustration, and there is no right or wrong 
reaction—but what is quickly evident is that the ad at some level willingly plays 
on commonly held racial stereotypes, values, and beliefs. This is simply one tiny 
example of how pervasively race is embedded in society.
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Where do you locate yourself on the Courageous Conversation Compass  
when you first glance at this advertisement? Upon further examination and 
pondering of the advertisement, what, if any, movement on the Compass  

occurs for you? If you were to personalize this advertisement, what  
meaning does it hold for you in terms of your own personal, local,  

and immediate racial experience?

This advertisement clearly communicates multiple messages. When asked 
to isolate race, however, we focus our examination on an understanding of 
the racial tone that underlies the messages. For many people, the Volkswagen 
advertisement immediately conjures up deep thoughts and sound connections 
to race. Consider as evidence the following popular responses educators have 
given to the advertisement in Courageous Conversation seminars:

•• Black is naughty, while White is nice
•• Black is bad, and White is good
•• White is “right”
•• White is boring
•• Black is evil
•• Black opposing White
•• Black is rebellious, while White is conservative
•• Black and White don’t go the same direction; they are oppositional
•• Face-off

These age-old references to Western civilization’s Black-and-White racial 
binary seem to persist not only in media but also in literature, the arts, and 


