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ABSTRACT
The flrst Afrlcan—Amerlcan homesteaders, who»farmed and
'”0wned bu31nesses, used various 51mple methods of‘adVértising
vto promote their goods and services. The Afrlcan—Amerlcan
nnewspaper became the prlmary vehlcle for prlnt
advertlsements as well as the voice against slavery. dThe
'early 19005 witnessed the successes of Afrlcan—Amerlcan
entrepreneurs,~11kevMadam C. J. Walker.vLater, John H.
Johnson champloned the cause for Afrlcan—Amerlcan market
research. .Durlng the 19605, 1ncreas1ng numbers of Afrlcan-:
- Americans participated in'advertlsements. ,Today, it is -
estimated that a $3b5‘billion‘African—American consumer
marketbexists. Despite its presence, little research has
’ identified the characteristics and consumer‘hehavior
relevant to thehAfrican;Americanvmarket. ‘Results of a‘EOCus
group study, 1nvolv1ng Afrlcan—Amerlcan college students,
recommend 1ncreased visibility of Afrlcan—Amerlcans in
advertisements. The. flndlngs also reveal a strong
preference for all Afrlcan—Amerlcan ads or 1ntegrated ads

with equal representatlon.
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Advertlsements deplctlng the Afrlcan—Amerlcan
: “trade,

.Banneker and:hls almanac, Great Negroes’
andPr Sent, 1964.-‘-...0oo.o‘ococu.n‘.-o..

:‘.$"Papa_Slngleton,_con51dered the Pled Plper of the
- “ African-American’ exodus, Great Negroes Past
‘ : and Present 1964. . . . . . . e e . . . LN 1 . . e l ..

. ”ﬁfExampleS of advertlsements promotlng Westward

mlgratlon, Encyclopedi
19810000‘.QI“.Q...OOO

“°'y;fC0py of Madam C J Walker s ha1r and skln care frfffVﬁf“ i
BRSE vertlsement Brownle Book 1920 .







df’fThree‘presents‘the methodology used 1n gatherlng data,‘“?”:‘f;d
’"Chapter Four presents the research flndlngs and c1tes -
':‘recommendatlons for future research The f1na1 chaptervlfdt
tjcontalns research conclus1ons and d1scuss1on.y

Hlstorlcal 0verv1ew

Pre—C1v1l War
' The f1rst free Afrlcan—Amerlcan settlers arrlved 1n .
Jamestown, V1rg1n1a 1n 1619.v The small group of 20 |
homesteaders worked as 1ndentured servants.’ They

establlshed small bus1nesses, such as crop farms, and sold :

tthelr goods among themselves and in the general marketplacefd'f"‘

- to Whlte-consumers.d By 1662, freedom came to a screechlng 2
N halt as the 1nst1tutlon of slavery was legallzed ' The g
‘demand for cheap farm labor paralyzed the Afrlcan—Amerlcan ”_“
communlty w1th the mass kldnap and 1mportatlon of Afrlcan—r;"
‘Amerlcans to serve as slaves.; |
Fearlng for the1r lives and freedom, the early settlers
fled to the north Those who made it were left to start
’“wanew. Those who d1d not were enslaved. Thelr flourlshlng
gybu51nesses fell to the hands of jealous Wh1te settlers, who
; burned the establlshments to the ground.f' The‘flrst b;tteri

'5plll of advertlslng was felt.

: lHarry PloSkl and James Wllllams,, eds., The: Negro
,Almanac—Reference Work On The Afro-Amerlcan, ‘4th ed., (New
. Yorks: Wlley_Intersc;ence, 1983), 552. ‘ e N




‘Ironically,badvertising that launched'therquest forb
”free enterprlse for most Amerlcans promoted slavery for the
Afrlcan—Amerlcan. The whlte press, along w1th flyers
,dlstrlbuted throughout the south, carrled ads announ01ng‘thew
sale: of Afrlcan—Amerlcan slaves. -ThlS method ‘proved so
successful that slavery soon became a profltable and
',accepted economlc 1nst1tutlon., (See Ill 1. )
The flrst groups of slaves proved able to endure long o
' ,hours of hard labor and were 1nexpen51ve to house, clothe .
b,and feed Advertlsements carrled th1s message maklng slave’
traders 1nto prosperous bu51nessmen. »Slave auctlon proflts_:
'1more than compensated for the numerous Afrlcan slaves who
dled in transit. Slave purchasers w1elded the1r powerful
'”lpolltlcal muscle agalnst abolltlonlsts, who consplred to e
:fthwart their efforts.”E 5_.--”’ : | | | ‘, ’g

In 1662, the Afrlcan—Amerlcan populatlon totaled 3 000
By 1700 the number 1ncreased to 27 817 as a result of the _Na
massrve 1mportatlon of slaves. When the flrst census was"
taken 1n 1790, Afrlcan-Amerlcans represented "199 of the
'{natlon s populatlon."2 ThlS populatlon was 1ncrea51ng at a

h“lfaster rate. than any other. The census counted 757 181 ”

“mhiAfrlcan—Amerlcans., Of thlS group, 916 were enslaved.

%1pia., 445-446.
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. advertlsements. Lo

of May next, at /ljb’ey Fm); a choacc
c'rgo o about, 250 -fine hmlthy :

s » : fﬂ'- Windward & Rice Coaft.

thp Bam‘: l/Iand oh ucfday thc6th ‘

 NEGROES, .

jult arrived “from.. thc

—The utmoft care his
@alrcady been taken, and

L .v"'v’ﬂnll be continued, to keep them h—::c~ fro—n
o the leaft” danger. of beirz infe@ted with the |

"SMALL- P(.)h no bo.zt havm" ‘been on’

~board, and all othcr communication with |+
i pcopk trom Chailes-Town. prevented. -

/lu/im, Laurm.f, & /Ipp/z‘bv

SN e Fu" onrHA!f of the above \egrocx have had the | ‘
S\h\l.l POX n". thur own: Coumry "

Ranaway

From my bouse (No. 14 Comnwrcu-street) ,

2 - on the 6thinst. my Negro Slave HARRIET. = =
- She is about the cammon height, bas a yery .
‘ large mouth, thick lips, and flat nose, of rather vl

a copper comple:uon she nxd she mt.endcd_ -

., to go either to Annapolis or Philadelphia. 1.~
. will gave to any person who will apprebend' ORMERIES
" -and deliver her to me at the above mentioned -

place, the sum of Tlur;y Deligrs, and pay any
reasonablc exnences: she is a good seam-

 stress. - 1ftaken out of the state and dehvuedf' PR
. aa above, I will give Fifty Dollare, e i
. Since wiiting the above, I have rearon N : ‘
. beheve she may have gone to Alexandria. =

| jObEPH NATTALL
Apml7.-‘. e o

Deplctlon of the Afrlcan-Amerlcan slave in early
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’i Early stat1st1cs conflrm the v1ab111ty of slavery..:vbd“'

“'V”fThe masses of Afrlcan-Amerlcans became the "workhorses"'of

'dsn3Wh1te Amerlca.‘{"The Black was,:ln thelr v1ew, blologlcally wg;f};“"

'nflnferlor——a fact Wthh they would at tlmes assert w1thout

“fany seemlng mallce "3.J3 '

The annlhllatlon of the Afrlcan—Amerlcan communlty left.u7¥de°

»t rumors and stereotypes unchallenged 1n the south Northern f7

'ffreedmen, on the other hand, sought to resurrect thelr o

| ”~[ncommun1t1es.u Self—educatlon fostered prlde and confldence. R

”foThose who were glftEdlﬁnfthe dlSClPllnes refused to aCCEPt57Td"

rthe 11m1tatlons s001ety had placed upon them.w One such

'ffVmarvel among Afrlcan-Amerlcans was Benjamln Banneker.e=ﬁ;
Banneker was born a free man 1n ElllCOtt Maryland,’ln

f[l731.; As a Chlld, he is credlted w1th hav1ng 1nvented

'5fl¥Amer1ca s flrst worklng clock Later in llfe, Banneker

"futaught hlmself mathematlcs and astronomy.“ HlS genlus 1n the;ffg@fip_

..;sc1ences and hlS ab111ty to artlculate h1s flndlngs brought gff.'huJ

H'ﬁhlm great respect w1th1n hlS communlty.

hffIn 1791 Banneker began publlshlng the ALMANAC to (

41-;pub1101ze hlS sc1ent1f1c flndlngs.d (See Ill 2 ) He was

vffalso able to promote the ant1 slavery movement.f The greatergff"'

- 3







message conveyed, however, was that African-Americans were
intelligent individuals with the ability to‘learn.4
The "freedmen" population carried the weight of their

enslaved brethren on their shoulders. 'According to the

Negro Almanac,v"In the seventeenth and eighteenth‘centﬁries,
free Blacks owned inns, construction, tailoring, farming,
catering, and many other small businésses."5 Among the
varied business ventures, several African-American
newspapers were launched. It was the newspapers that
sounded the cry for abolition both near and far.
The African-American Press
The first African-American newspaper on record was The

Freedom's Journal.6 The weekly was published by Reverend

Samuel Cornish and John B. Russwurm. (Russwurm was the
nation's second African-American college graduate who
received his degree from Bowdoin College in 1826). 1In 1827,
the pair established the Journal in New‘York City. However,
due to financial and philosophical differences, the paper

folded after three years of circulation.

4Russell L. Adams, Great Negroes Past and Present,
(Chicago: Afro-Am Publishing Company, 1964), 18.

5Harry Ploski and James Williams, eds. 552.

6Donald M. Jacobs., Antebellum Black Newspapers
(Westport: Greenwood Press, 1976), 8-11.

7



”ffThrough 1ts advertlsements an‘ ”otlces, messages of»self—‘;«vf:

rdﬁgjrellance and self determlnatlon were relterated.. Many smallr

‘*?j¢fentrepreneurs and prlvate 1nd1v1dua1s advertlsed.; Examples &

'?inélgge;: Rlchard Augustus, who advertlsed 5001a1 events,s
15,?dSClp1obv ;Augustus, owner of a boardlng home, advertlsed

@lroom rentals;?and Cornlsh, who was largely respon51ble fOf
;;Tiflncrea51ng the Journal's 01rculatlon, advertlsed the sale of;;u‘tf

dﬂland plots located 1n the New York suburbs. The follow1ng l“f:ﬂ*

t*hls copy from Cornlsh's advertlsement, Wthh ran unt11 the

rdpaper folded 1n 1829.;;.p~

g LAND FOR SALE. + ORI ERY
. THE subscriber is authorlsed to offer to hls SR
' coloured brethren, 2,000 Acres of excellent Land, at; T,
~less than one half. its value, prov1ded ‘they will' : :
. take measures to settle,,or have it settled, by =
*;ggcoloured farmers. ‘The land is in the state of. New—cqr,_lt .
S onrk,‘w1th1n 70 -miles of the city: its locatlon 1sfqﬂ~V%ﬂﬁ:
* delightful, being on the banks of the Delaware . Cny
~‘river, with an open’ ‘navigation to the city of" " RO
*jPhlladelphla. The ‘canal leading from the Delaware Pt
©..to the Hudson river passed through the tract, =~ ‘o o
. opening a dlrect nav1gatlon to New—York city. The .. .
. passage to either. city may be made in one day or =i
. less. The land is. of the best quallty,.and well H;;;_;,H“:»
”~y%t1mbered e RME A ‘

_,_gﬁThe subscrlber hopes that some of hlS brethren, who;.[y
Lo.are. capltallsts, ‘will at least: invest 500 or.1,000 N S
" dollars, in these lands. To such he will take the . ..
. liberty to say, thlS land can be purchased for 5 =
~v.dollars the acre, (by coloured men), though it has b
" 'been selllng for: $25.‘ He ‘also takes the: llberty torﬂ”‘-“
- . observe that the purchase will be safe and B Sl
. . advantageous and he thinks such a settlement formedjﬂg[l[f o
“,by coloured famllles, would be conduc1ve of much = :




good Wrth this Ject in view he w111v_
dollars 1n the purchase.‘-;m-a~;.

SAMUEL E CORNISH

(Freedom s Journal ‘New York March 20, 1827) _»ﬁrt__‘_jr}f

,v_pEducatlonal opportunltles were con51stently advertlsedl;ggh,.

51n the Journal.; Examples of schools advertlsed 1nclude.g'

"jffThe Afrlcan Free School Jeremlah Gloucester and the

o Phlladelphla School Wllllam leely and the Baltlmore }1””'{ﬁ°

'Qr,186 187.

i School and the Mutual Instructlon 5001ety (a school for

1_-Afrlcan—Amer1can adults),,and Joseph Shlppard s School for S

1L“Free Blacks in Rlchmond, V1rg1n1a. Russwurm, the Journal sff“;‘d;,f

'edltor,‘ advertlsed hlS Evenlng School for Blacks. Also

;numerous clothlng, tallorlng, clothes cleaners, grocery
‘bfstores,'and tobacco products were advertlsed. Ironlcally,::
: notlces for runaway slaves appeared in the Journal 8

When Russwurm and Cornlsh ‘no’ longer shared common ;f""

gphllosophlcal ground, the paper folded Russwurm favored ,;[Tﬂfmiif

ithe Colonlzatlon 5001ety s v1ewpo1nt that Afrlcan—Amerlcans}Qf@:e?:Hﬂ

‘”,rshould establlsh thelr own communltles on forelgn land hei;f‘”1

l‘@~follow1ng advertlsement 1s testament of Russwurm s :

.gadEdlcatlon to thls mOVement,,¥M7"

MartlnwEwbDann; The‘Black Press,ﬂi872418QOf3The“QueSErhrJﬁ"

dfor Natlonal Identlty (New Yorks: G,'P;LButnamfs;SQnﬁi,l9]l){ijfffﬂrf

8

Hakfgkkl'

Donald M.‘Jacobs, Antebellum Black Newspapers.pféélli,ryvuj““



v'ﬁ_fsupported freed Afrlcan—Amerlcans, who were determlned to

’fWANTED IMMEDIATELY

egiThlrty able bodled men" well acqualnted w1th farmlngf
-vto go out to Hayti, as. cultlvators.',For terms L G
fvenqulre of the subscrlber. . . .

, “INO. B, RUSSWORM - o
(Freedom s Journal New York May 30, 1828)

Cornlsh, on the other hand, was a revolutlonary. He _

':stay on Amerlcan s01l. Cornlsh's next publlshlng effort

‘was another powerful Afrlcan-Amerlcan newspaper’called The

L 1t served. Amerlcan s phllosophy reflected the concern for

jf fPolltlcal phllosophles, campalgns, and

‘:Eleghts Of ALl (1829) L1ke 1ts predecessor, nghts met w1thrmf%‘:

'fhflnan01al dlfflcultles and folded after 51x months.

The rlse and fall of th”rflrst Afrlcan-Amerlcan

?anewspapers dld not deter those to follow.» In 1837, the

‘-v/

‘;Weekly Advocate took shape.v Its name was later changed to

\T‘"The Colored Amerlcan, to better 1dent1fy w1th the POPUlatlonijh'”

Jhlwell be1ng 1n the Afrlcan—Amerlcan communlty. viﬁéﬁédvé??

'fft1sements largely focused on soc1al and church events.‘

"f;falso recelved advertlslng support. The message of self- ‘vtgﬁ"'

v"7fpreservat1°n prevalled 1n ads pertalnl_g}to tralnlng

‘fgopportunltles and membershlp drlves for soc1al organlza— rn“;df

v 9Martln E.vDann, The Black Press, 1827 1890, The Questff’“r5i)
”Tﬁfor Natlonal Identlty,v 246.¢ S ‘ v -







“hVnoted 1n the Encyclopedla of Black Amerlca,_“Vlrtually‘all e

Lhe Colored Amerlcanzc publlshed uht11>184l

N'BpAfro—Amerlcan newspapers that began before 1860 lasted onlyb;f{f;ef”

m“"Black Press, wrote the follow1ng statement wh1ch eloquently

1'7;a few years, pr1mar11y because of flnan01ahbd1ffl_u1ty "l
| 7 The post-C1v1l War years saw a contlnued 1nflux of,,

'E.Afrlcan—Amerlcan newspapers.‘ Martln E Dann, author of Theﬁf57

»summarlzes the 1mportance of the Afrlcan—Amerlcan pres5°~“’“7"”
: TR ARSI
v The black press throughout 1ts hlstory brought‘fv'~f:
_.to 1ts readers an awareness of oppressive = .- ;
, *condltlons, while it emphas1zed the successes of R
- black men and women. Black newspapers urged. the1r gl*
readers to work. for their own progress, for = =
L *recognltlon in their- profe351ons as black men and
- women, with dignity and self- respect. . The L
" accomplishments of black people as doctors or
- lawyers, teachers or workmen, became a major theme:
~in these papers. . In such a way, the press was able . -
o to 1nst111 a p051t1ve sense of the progress’ and
-~ future of black people which was ‘imperative to . P
resisting persistent attempts bg whlte rac1sts to A
Tundermlne the black communlty. : ¥ _ RN

'The establlshment and growth of self help groups,‘such as

‘the Natlonal A53001at10n for the Advancement of Colored
‘,People (NAACP) and the Natlonal Negro Bu51ness League, can‘yw i

-iattrlbute thelr membershlp galns and 1n1t1a1 success t04fv,f9'ﬁ5'

""?advertlsements in: the 1ocal Afrlcan—Amerlcan press as w111 ;,,jf_f

b fbe noted later.; R

L 12W. Augustus”Low, Encyclopedla of Black Amerlca (New
b:York-' ‘McGraw. Hlll, 1981), 637 638.'v‘~,‘-v" e s
: 13Martln E. Dann, ‘The Black. Press, l827¥l§90,‘TheﬁQueStf ;f:f[_'
’ for Nat10na1 Identlty, 22- 23.33‘ o TR T T T




‘.ffﬂDescrlbed "as a tall' thln tawny man who couldfbarely read'
1f?islngleton‘was a o¥: ive talke | 1l

LVfPIQmOt,
”"f“Kansas.?gr

h,?pNorth Star, encouraged southern Afrlcan—Amerlcans to move

'rf”North There,~1t was advertlsed,r"

'gnewspapers are known‘

’thundreds of Afrlcan—Amerlcansjto*nor"hern settlements.

lSlngleton marched through the South advert1s1ng,jtfyf;]fp
1‘ﬁfand preachlng a haven of ease and d1gn1ty just over in, 5

14 Freder1ck Douglass, 1n hlS newspaper the

opportunltles for the
”freed masses were plentlful g |

The Encyclopedla of Black Amerlca states, “Someu30h”_tﬁ, if]h"

&o‘have beef}publlshed durlng the sﬁﬂtﬁﬁﬁﬁffhh*

”fantebellum perlod ";__»The newspapers proved to be poor]x

';“fbu51ness 1nvestments, however.” Commentlng on the futlle

Hﬁrpattempts by Afrlcan—Amerlcan publlshers, Encyclopedla notesgfffpkarf

’"{-the follow1ng-bﬁhf

Edltors found 1t dlfflcult to obtaln advertlsementSQ3r”d
and they could not afford: to - reject those of RIS e
_doubtful proprlety.”_Thls often meant‘the ‘acceptance - o

’:“14Russell L Adams, Great Negroes Past and Present, 89.~

*7_15W. Augustus Low, Encyclopedla of Black Amerlca, 637.p3_“h:3







aud. mher of "the: late grea
hlu, age,. bv “thi

tvu.m;ruv Iu.uer kuow ) 9‘()].! Pnp, was horu n: \u-cunt.
i be: nevenu-unr yerey old that day. A tda,

b !
u:n’k« r.dnla -l\lnmn or mlulu rur ‘the. ~uoupe

lnvlullonn Imve W‘eu exmnded to leuding citl N in dme
[ ed from: eucn efty .

, Wi, Love, A\ Scales, C. McNairy
Loiis Morgan, Chaa: \\lllhmu
_H. Duncan; . H, Slaughter g
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of advertlsementg for useless patent med1c1nes and
other panaceas. R : : o .

”f:fo the start of the next century, the odds d1d not deter thehf~“

4“Afrlcan—Amerlcan press. 0

The Afrlcan—Amerlcan Entrepreneur o

Journallsm was merely one. of several leadlng bu51ness R R

'kenterprlses among Afrlcan—Amerlcans that sought the tools off‘,Q -

advert1s1ng to prosper. (The lack of advertlsement dollars,ﬁ7}ﬂlr'

‘ however, forced the prlntlng wheels to halt for several

' ventures ) The true benef1c1ar1es of thls era were the
small bus1ness owners/operators.h They had a mlghty thlrst

.jfor success.‘ The Splrlt of free enterprlse challenged them

ootol dev1se ways and means to persuade 1ntended consumers to

| ""zbuy thelr products. Very much in tune with the competltlve

vaSplrlt prevalent in Whlte Amerlca, the Afrlcan—Amerlcan

developed enterprlslng methods to attract customers. One o
',dsuch 1nnovator was C. C Spauldlng."

Spauldlng was eager to aid the alllng North Carollna .
.‘Mutual Llfe Insurance Company,iestabllshed 1n 1898f‘ The
company S lone employee, he set out to _promote 1nsurance ‘
-_fsales;throughout the state,y Local bu51nesses were saturated,i

with promotionalﬁmaterlals‘advertlslng,North Carollnar'

261pia., 637-638.
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By September 15, 1905 Madam Walker placedfher productspp
';on the marketf“]"' th ' RPN ‘ PR

M?ﬂperson,_Madam Walker establlshed an elaborate mall,order

’tﬁgisystem and developed an advert“ 1n”icampalgn that 1au

[fher new halr care bus1ness 1nto'an overnlght success :

;k Demand became so great that Walker opened a manufac—”f
'tffturlng plant in, Plttsburgh She 1ater expanded her manufac-fdj{f7'*

'ﬁjturlng operatlon and establlshed a. new locatlon in. Indlanap-f}'

”7rffolls, Indlanadgleav1ng the P1ttsburgh Plant to her daughter.ﬁ”&ﬁ3‘°

”tWalker went on to establlsh tralnlng schools to a551stf,xiw

°d7asp1r1ng halrbcare spe01allsts 1n the use of the Walker

’system ofpspec1al products and procedures.”:

”"ﬁmethod;: “fsireputed success»ln treatlng a varlety of halrh'”

'ifand scalp allments became the rage of Afrlcan—Amerlcan-5

etabllshed

klcommunltles.{ Walker schools of beauty were

‘.jiaround the country.v The Madamicv J Walker Beauty Manual,

“5ffi}produced by the Walker Manufacturlng company in

"”JIndlanapolls, Indlana,:was wrltten to as51st w1th tralnlng.

*¥QrThe manual accompanled products.SOld and dlstrlbuted by;

“thfwflker?agents and mall'orders.¥ i

efore her death f 1919, Madam Walkerfhad more thav

ST Madam C. »,Walker, The Madam C.-J}, uty .
U ;*ﬁManual (Indlanapolls. . Madam C,‘ J.. Walker ManufacturlngQ; S
"”’j‘_CompanY/ Inc ) S i LU
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.°”.f:TWalker s products expanded from he'orlgln\f'dt‘”":

| , :
's product

*jments promotlng Walker ‘"rne appeared 1n a

?.iﬁl920;_ (The perlodlcal was. pub

LvDuB01s and Dell ) As ev1dence' 'nfthe advertlsemen‘ 13

:[fzto 1nclude a varlety of skln careaproducts_ | |
S Madam Walker 1s credlted w1th hav1ng g1ven the Afrlcan_
fﬁAmerlcan woman a newfound sense of beauty and self-aware—dgi';

7f?ness.f Her start 1n the personal care 1ndustry led to a 1ong}j"”“

'”fllst of successors.. The Natlonal Bu51ness League,'along

I

'vdlw1th the Natlonal Ass001atlon for the Advancement of Colored:ffj‘”
;People (NAACP) establlshed 1n 1910, w1dely recognlzed Madamjpw
TEAWalker s accompllshments.f. It 1s partlcularly 1mportant to
“note that Walker was somewhat of a phenomenon., Her~accla1mv:,s
't‘extends beyond her recognltlon as the flrst Afrlcan—Amerlcanm

:female mllllonalre., Madam Walker was one of few females to Sk

: iy,achleve thls rank 1n any bu51ness.

| The Afrlcan—Amerlcan on Madlson Avenue _.D
tt‘The "old boy network"‘on Madlson Avenue determlned who
,was denled access and employment 1n the 1ndustry.» Not only

2

were women dlscrlmlnated agalnst, ethnlc groups as well as 'j*‘fﬁff

'“ﬂ‘certaln rellglous afflllatlons were frowned upon.’ Marchand VSR

;’,flwrltes,‘"the edltors of the 1931 Who s Who [1n Advert1s1ng],*ff‘”d“.






""“lmasses and, thus, would be 11m1ted to portraylng roles as

- As Stephen Fox noted 1n The error Makers, the trade

'descrlbed the profes51on as domlnated by a blue'eyed~No”d1c
‘f;straln."%giiwyllv . | ‘

At th1s tlme, Afrlcan—Amerlcans wer

”more than janltors., Agenc1es shled away from an'

"“would cause any d1scomfort to the1r clle"”x”_It was’ also

?1the1r bellef that Afrlcan-Amerlcans d1d not represent then'

a~ixservants., Marchand states that Afrlcan—Amerlcans were cast

‘bas "contented porters, janltors, washwomen and

xhouseboys."go ?5~

: ThlS 1mage of the Afrlcan—Amerlcan was flrst cast by
*-the creatlon of trade characters Aunt Jemlma and Cream oh
.UfWheat s black chef, Rasmus., Both were created by Calklns &7f7” o

‘fHolden (agency) for Force breakfast cereals 1n the 18905..if

' ]characters "by thelr comfortable fam111ar1ty...rem1nded thewfafﬁfftff

‘ fpubllc of the product, gently but pers1stently'"21

In general,vadvertlsers were not 1nterested 1n

_deplctlng d1vers1ty in thelr ads. Even as soc1al statusm;

19RolandMarchand Advertlslng the Amerlcan Dream, Maklng TR

. Way For Modernity . 1920- 1940 (Berkeley:  TUniversity of :"irw .
Callfornla Press, 1985) r 35. F P e

20

Ibldo’ 193-

R : 2 Stephen Fox, The error Makers, A Hlstory of Amerlcankﬂ-;ill
;5Advertlslng and Its Creators (New York: . ‘William Morrow and
Company,‘Inc., 1984), 44 b ‘ L T LR R e T e TR







;Chlcago Defender and the Plttsburgh Courler,u Marchand
”,;explalnS-Z?iw]""" : T | v

L Demographlcally,_the sw1ft 1ncrease 1n the populatlon

ﬁiaof Afrlcan—Amerlcans reallzed 1n the m1d l8005 had sub51ded T5'7"

rvldaby the 19005., Slavery had ended. Afrlcan-Amerlcans were no*.h‘d

ge;longer 1mported to Amerlca in masses.v At the turn of the;;;ffpf

fcentury, Europeans 1mmlgrated to the Amerlcan shores.;ylnfjffc*f”‘”'

“Frllgoo, there were 75 994 775 people llVlng in Amerlca., 0ff7£17~f7*”‘

.ﬁ}thls number,'B 833 994 (or ll 6%) were Afrlcan-Amerlcan."Byaf S

'7_.1920, the general populatlon 1ncreased to 105 710 620, w1th ;ﬂ[i;;[‘

'fbythe percentage of Afrlcan~Amerlcans contlnued to de—3~’“

o ‘crease. B

’*:fmet w1th early oppOSL lon

’flO 463 131 (9 99) Afrlcan-Amerlcans. For the next 30 years,‘v“”l

24 ’

Clearly, Afrlcan-Amerlcans represented a 51zable sllce
'M;of the Amerlcan ple.; Even W1th the advent of electronlc

Wv_7med1a, advertlsers contlnued to 1gnore the ex1stence of thls*;f‘fﬁ**

“;segment.

'fh Radlo and:Telev151oan*%

i The age of radlo and € ev1s1on beglnSAQTRadlo is. sald

-Tﬁto have revolutlonlzed i vadvert;51ng 1ndustry, though 1t,

,.Wlth ;ne 1nvent1ondof w1

: lffradlo 1n 1895, mu51c and newscasts enjoyed nearly 25 years

Ib1d., 64 »
, 24Harry PlOSkl and James Wllllams,‘ eds,f The Negro.
: Almanac~A Reference Work On The Afro—Amerlcan, 458._x1.g







’f;earller tlmes., J'

"-ffw1th 1ts New York statlon WOV. Programs featured by thlS
:ffﬂft1me attracted top sponsors such as Ph111p Morrls and Pet

"ffmllk
”rlhltS audlence, radlo prov1ded greater reach and found more

' ‘ffnetworks have evolved The most popular Afrlcan-Amerlcan

‘”1{C1ty Broadcastlng._ Statlon ownershlp has also proven to be '

“*f?Enterprlse)

h7:bicumbersome. h The telev151on set could not f011°

| *gvfblack'mihstréls' ‘who were much like Rasmus and Jemima of

The flrst black radlo network d1d not appear on the |

ﬁ:7scene untll 1954 It was called the Natlonal Negro Network””v‘“:”

Radlo s popularlty 1n the Afrlcan—Amerlcan communlty

/np’soared.v Be1ng an 1nexpens1ve medlum and able to travel w1thff7ﬁ$=5¥'

'd’frequent llsteners 1n thlS market.: ThlS phenomenon :

kf contlnues to ex1st today, as more Afrlcan—Amerlcan radlo

vafradlo statlon to date 1s WBLS FM New York, owned by Inner

»pﬁa profltable bus1ness venture for such Afrlcan-Amerlcan

Tjhentrepreneurs as John H Johnson ( ony publlsher), Inner hb-lf“\w

';Clty Broadcastlng (Amsterdam News),'and Earl Graves (Black7p'

fff Telev1s1on followed radlo s lead. Wlthout theﬂdﬂrﬂ‘*

ﬁ;fw1th skeptlclsm, malnly because 1ts recelver was.bu k




x;fjage' of telev151on o, ff 4vr"hand,.prov1ded‘a

‘rﬂgmeans of communlcatf ggw1th troops abroad and famllles at

*,nffhome._ As WWII neared an end, telev151on s grow1ng

i : hlStOIy . .

}*dadvertlsement pollcy followed that of radlo, whereby spon—lﬁ

“§d102 000 telev1s1on sets were'l

‘“tgjpopularlty sparked,the beg1nn1ng5of a’gew era of advertlslngs-f;ffgﬁ

In July 1941, commerc1al telev1s1on was approved by the:f*?IWf

~"Federal Communlcatlon Comm1s51on or FCC. Telev1s1on s

g sored programs domlnated for more than a decade. Examples‘f :

‘iT"of such programs were the "Texaco Star Theatre," "Colgate

'ngomedy Hour,"'and "Kraft Telev151on Theatre "

Accordlng to author Roger D Rlce 7"approx1mately

guse'by 1948,r};,;ﬂf5a

e thlrds 1n New York "kaioefgoes oﬁvto conflrm the;

‘3phenomenal growth of thla.new medlumtw1th the follow;ngr‘v ”

?statlstlcs.ug,tffﬂm

"Q_"— In 1950, 7 400 ooo sets soldﬂ‘ i

6Ib1d., 120




‘ 1-'“of the Joe Louls—Bllly Conn heavywelght champlonsh1p flght B

"3,'1n 1946.‘ The "Amos 'n Andy" comedy hour made 1ts way from ~:

: ;radlo to telev151on 1n the 19503. Once on screen, an
“fAfrlcan-Amerlcan cast was h1red to play the maln characters.@f[
“fejAlso 1n 1950 Afrlcan—Amerlcan actress Ethel Waters starred’f"f;;j

.f;ln her own program called "Beulah R The "Nat K1ng Cole Rt

'F‘Show" followed 1n 1957 but was shortllved because of poor llfv':7

"7gsponsorsh1p. o

Both radlo and telev151on employed several Afrlcan—ff[ﬁf;v
'7Amerlcan mus1cal groups as commerc1al background 51ngers.;,f L

‘"'Popular groups featured 1ncluded‘"The Ink Spots;"."The M111s,d~ G

‘IVIBIOtherS:" and "The Vagabonds.? The latter is credlted w1th{f?ﬁ‘”7'

ﬁ‘¢‘Amerlcans was reallzed as Afrlcan—Amerlcan entrepreneurs o

'pb61ng the flrst Afrlcan—Amerlcan group to do commer01al“'x‘
28

a. natlonal audlence. A major breakthrough for Afrlcan

27Roger D Rlce,:"Baby medlum, telev151on grows up since

‘7“1940," How It Was In Advertlslng°' 1776= 1976 (Chlcago. Cra;nfffofu

7}'Books,‘197s), To0.

28

W Augustus Low, Encyclopedla of Black Amerlca) 723.qfw
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Jlbegan to explore the natlonal market. The Afrlcan—AmerlcanQ3iJ““q’:

; :prlnt medla plotted thls new terrltory.'pm“””

o Afrlcan-Amerlcan Maga21nes

The Afrlcan-Amerlcan maga21ne 1ndustry was also

= ’affected by the lack of advertlslng.; Numerous maga21ne

'”starts were out of publlcatlon 1n months., Desplte a

vdlscouraglng track record, the blrth of what has become one‘gff""’

of the most successful maga21ne ventures was 1n the maklng.fw‘ '

John H Johnson7 newly hlred at Supreme L1berty Llfe S

'Insurance Company 1n Chlcago in 1936, carefully plotted hlsﬁvjﬁﬁ;

r_way 1nto the maga21ne 1ndustry., Under the tutelage of the ,fﬁg'

"company s CEO Harry H Pace, Johnson learned the nuts and

'_‘bolts of bu31ness admlnlstratlon.f As Johnson soon'

sv]dlscovered Pace was a. Journallst at heart whose 1ll fated ff:t"f

‘attempt at maga21ne publlshlng never dampered hlS love for

kwrltlng. In 1906, Pace and W E B DuB01s co publlshed thevg":f

) Moon.

Johnson worked hlS way up to edltorshlp of Supreme s 4

~month1y newspaper, The Guardlan. As edltor, he ‘was able toﬁjf?°ddx‘

7fhga1n the technlcal and admlnlstratlve experlence that wouldjh]

'later prove 1nvaluable. More 1nva1uable, however, was hlS k0

Qlfrlendshlp w1th Pace.

On November l,:l942, Johnson launched hlS flrst maga—»lff

“lene called The Negro Dlgest. Wlth 3 000 prepald subscrlp—i,“
‘tlons, resultlng from a 20 000 name malllng llSt and $500 ;f




‘:Z"Tbarbershops,‘markets and drugstores.;"

’iu;the purpose of the maga21ne, 1dent1f1ed 1ts publlsher and

n?}fbase. Wlthln s1x months, The Negro Dlgest had a c1rculatlon"5

“5’351Amer1cans, ony began w1thout a;i

'Tg'autoblography, Succeedlng Agalnst The Odds-

*:~1nvested 1n stamps, Johnson secured $6 000 for the flrst

"plssue.r Johnson, however, publlshed 5 000 coples._ As 1f

;Fborn w1th the glft of salesmanshlp, Johnson sold the addl—

,5tlona1 coples by taklngjflembto the Afrlcan—Amerlcan

"7commun1ty.‘ Issues of The Dlgest were left on newsstands, 1n*f“*”

On the flrst page of the maga21ne, Johnson 1dent1f1ed ;y

dﬁgjaddress and gave the reader an opportunlty to subscrlbe._pﬂg

"l-Thls strategy allowed Johnson to promote subscrlptlon buylng?[;,fif"

v:from the onset. L1ke C C Spauldl.giof 1nsurance fame,
1w"dJohnson became publlsher, edltor, salesman, and dellverer. ;a%'fﬁu».
*T;Hls negotlatlng skllls,'along w1th flyers and hlred

Qf‘salesagents, helped to broaden the maga21ne s 01rcu1atlon;o¢,

”b7of 50 000.‘ C1rculat1on 1ncreased to more than 100 000 afte'“’

ff?”only a year of publlcatlon.dh"

Two years of successful maga21ne publlshlng led to

:LJohnson - next Jnture{; ony, des1gned to rlval Llfe'andv

gfLook maga21nes, was born on November l, 1945. iCalled thev'“

,}flrst and now 1nfamous entertalnment maga21ne for Afrlcan—

1ngle advertlsement, f7?f

'waas Johnson s de0151on.¢ As he explalns 1n h1







o 'lcommuhlity wi th"vi:ts“ fs"’t&lish, . h’ewlf fo-fma'tl 3 '--wa's the first

dl?bllllon dollar market ex1sted but had been 1gnored. He

ianews weekly 1n pocket size. More 1mportant1y, Jet captured S

fgthe advertlser s 1nterest almost 1mmed1ately.h_. |

| The Johnson Publlshlng emplre contlnued to grow.dihwh

v.deohnson expanded h1s operatlons w1th offlces 1ocated

‘throughout the country._ Dur1ng th1s perlod of expan51on;:”(
‘dJohnson contlnued to hame an av1d 1nterest in- the'""bbj
.gdevelopment of advert1s1ng., Armed w1th the expertlse of hlslnfﬂﬁ -

J?wnewly formed advertlslng department, Johnson set out to | |

!d 1nform the bu51ness world of the credent1a1s of the Afrlcan—r!;f”

1§Amerlcan consumer market. Johnson declared that a multl-vt’hf

Tfurther prov1ded spec1flc ev1dence relatlve to the buylng
'vvhablts of thls market.; It was Johnson s p051tlon that 1f dfj””

vmore product advertlsements ava1led themselves of thlS‘ :
market, the companles would reallze 1ncreased sales.i;t' |

| Johnson s per51stence pa1d off The Johnson Publlshlngfghl:

"7Company 1s now a multl-mllllon dollar bus1ness conglomera—i“:fpsl;

”tlon.‘ Johnson s lead 1n cultlvatlng marketlngi,‘

;feamong Whlte advertlsers has proven to be a major S

"‘ﬂ‘groundbreaker for Afrlcan—Amerlcan bu51ness 1nterests;*l"'

- fjadvert1s1ng 1ndustry.,thh?f?V”-“

tlS espe01ally true for the Afrlcan—Amerlcan ploneersri




As is prééented'in‘thgvhistbrical ovérview, many
,accomplishments and-setbécks Were:expérienced'by eérly-v"
Affiéan—American eﬁtrepreneﬁfé;"The advertising'induétry
can both applaud and bow its head in shame for the:rolevit

played in this bittersweet history.
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VQWAfrlhan—Amerlcan advertlslng execut“

"g9research The rev1ew 1s d1v1ded into three sectlons-

‘ﬁg~Roper,‘of the Elmer Roper research organlzatlon,

'_:CHAPTER TWO

"”Research and therature Rev1ew_

Tth chapter presents ll"erature relevant to Afrlcan—

'fAmerlcans 1n advertlslng. also 1ncludes 1nterv‘ews'w1th

& ertalnl"g;to’thlf

7f‘market1ng res”archy_Afrlcan-Amerlcan advertls ng agenci

'7fand practltlo‘ers, and the‘Afrlcan
’ymarket' - ) .'v’L‘...' L o - .

Market'Research

17;lThe flrst source of 1nformatlon about the ‘

i 3Amer1can consumer market dates back to the_mld.1930s. 'Bufhs7;""”"

.estliated

Vudi;that thlS market had a net worth of $30 b11110n.4 He went ;?“rfwﬁ"

Mfffurther to note that as‘Afrlcan-Amerlcans contlnued to make fﬂffwjil

'(ﬂ;ghalf of the earller flndlng) he was able toxldent1fy

”ffeconomlc galns thelr

yffMadlson Avenue chose

N g*After more than

;Roper s.f

'"L“{;d;stlnct buylng charac erlstlcsvunlque to Afr

fﬂ[f;loyal and efp

'“jji;patterns of‘

ff\consuhers{ He found hat these consumers'were 1a_ge1y brandfi<3;

1b1ted dlsproportlonately hlgher consumptlon '{fwf* f5f3

Lquallty"“products.v Such products 1ncluded




hvbrands of telev151ons‘ ;ikethA,iandfbrands}ofawhiskey,flike;h;uhgff

‘ffScotch

Johnson s research also met w1th;>”’

,blndustry practltloners. ”Johnson, however, was determlnetho_‘”

.fgaln thelr attentlon,

Qpﬂ“marlly because the llfe-ofthls newhw

h;maga21ne, onz, was at stake. Armed w1th tena01ty andtth

”.ablllty to conv1nce advertlsers to 1nvest‘1n'hls maga21n ‘
'"Johnson succeeded In Johnson s words,‘"The Negro consumer ff}j;i“
"'market was so blg, so obv1ous, and so crltlcally 1mportant

to. the balance sheets of Amerlcan 1ndustr1es that

l;advertlslng and marketlng experts couldn t see the forest
1 : A s - A AR

; for the trees o
ik For Johnson, brlnglng recognltlon to the Afrlcan-stﬁﬁ°
aﬁAmerlcan consumer market meant changlng the Amerlcan psyche;hu*;
ﬂThlS m1ss1on was partlcularly challenglng because rac1sm washp»
: underlylng Madlson Avenue S denlal of thlS credlble market. o
R . Major advert1s1ng accounts trlckled 1nto the Ebgnz van:h‘
‘hcamp.s Johnson s staff spent more than a decade to attract dhﬁff
‘vfthe flrst automoblle account._ The flrst to y1e1d was e
:%ffChrysler.v General Motors followed.n It took nearly two
vwldecades to attract the major retall‘chaln, Sears Roebuck
vvan the other hand, the Campbell Soup company refused to

' ‘advertlse 1n the Afrlcan—Amerlcan maga21ne. .d;d:’

. ey lJohn H Johnson, Succeedlng Agalnst The Odds (New York o
‘Warner Books, 1989),v223 224 e it ‘ S e

3¢



Johnson s experlences typlfy that of Afrlcan-Amerlcan'"

entrepreneurs throughout Amerlca s hlstory.‘ The challenge AU

‘“'was partlcularly arduous for those who would not accept theix°n

'"fllmltatlons 1mposed by prejudlce and racrsm.v Inltlally,b _i:”w

lsbth91r efforts aPpeared to have pald off.r By the 1950s,'ft5“"
. Afrlcan—Amerlcans were more v131b1e in both prlnt and
"gtelev131on advertlsements.' However, research conducted a b‘
: decade later revealed that very 11ttle progress had been :
‘made. | SR e
Harold Kassarjlan, a leadlng market researcher,
idlscovered that the presence of Afrlcan-Amerlcans 1nv
l‘advertlslng had not 1ncreased from 1946 to 1965. HlS study
3‘rev1ewed key maga21nes and counted the number of Afrlcan—‘fv
Amerlcan models appearlng in 1946 1956, and 1965. \After‘.
bthe flrst decade, Kassarj1an 01ted a decllne in the number
‘of advertlsements us1ng Afrlcan—Amerlcan models. By 1965,
‘the numbers had 1ncreased. ThlSrrncrease, however, was ’
equlvalentvto the numbers citedvin the-flrst year of the'
‘study.. Kassarjlan further concludes that thlS phenomenon
is due to social attltudes towards Afrlcan—Amerlcans. vHe
states that Afrlcan—Amerlcans who appeared 1n advertlsements
jln 1946 portrayed roles that supported soc1ety s v1ews.'
Thus, the stereotypes comfortable to Whlte Amerlca fl”
brprevalled The lQSOs,_on the other hand, saw. an emergence
vs’of 5001a1 con501ousness. ThlS was partlcularly true among_f
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"’fﬁgeg7 in 1969.ﬂl"'“

| ‘im_to Whltes._ The models also portrayed 1ns1gn1flcant roles or{

d”*«cr1t1c1zed the use of Afrlcan-Amerlcan sports and

'<,happease Whlte audlences was also crltlclzed._ ThlS subtle

'”?[hform of dlscrlmlnatlon in

;ﬁ<names in fashlon and entertalnment ff*”

"7fﬁb1acks went from 273 1nl /230 in 1956, 305 in 196¢h’

.One‘of the ”egeneral market magazrnes to feature an‘

‘1sAfr1can—Amerlcan on 1ts cover was Llfe.; Its October 1967,fa

"flssue showcased model Naoml Slms.. By the 1ate 19605, most

\3°Afr1can-Amer1cans appeared 1n 1ntegrated scenes.; The group f”’*'i”%

—Amer 1cans

) Tscenes usually featured fewer numbers of Afrfﬂh

"represented non—profess1onal occupatlons._ Thelefe art;cle f}jf;f

.%ﬁfentertalnment flgures, as opposed to bu51ness or other L

'Tfprofe351onal types. The use of llght sklnned models to

he selectlon of models has been f;lffffﬂql

'ifprevalent 1n theulndUStrY’ the artlcle clted.,l;"'vv

[f Johnson s efforts challenged the 1ndustry to appre01ate?53;**7‘

fthe broad spectrum of Afrlcan—Amerlcan beauty.' By usin““°'"'

L ony as a sprlngboard, he featured some of today s top ‘ 'ff_

‘ffgautoblography.?s}‘”

U'Largely because of our efforts, the fashlon bus1nessy~fﬂig1¥
‘was opened to gorgeous Black models who posed at- o

first for Ebony ads and- then moved,.ln the slxtles B I

and seventles to- thelr present p051tlons of emlnence_ipfﬁfﬂ

o 3Kassarjlan,:"Blacks in Advertlslngzy AlFurther
: __Comment,ﬁ Journal of Marketlng Research 8p(August 1971)




’[fllghteners and halr stralghteners._ Interestlnglﬂ fgf;];

John H ,Johnson,_231 232

. | George Gltt £y {‘p3” M. 0'Co :‘:§fﬁ' I ‘
ryﬁﬂMostofsky,'"Trends 1nkAppearance of Models 1n onz ‘Ads Over
5?17 Years,? Journallsm Quarterly 49 (Autumn 1972) 547 550

S :Gmlchael K. Chapko, vlack;Ads Are Gettlng Blacker,
o d urnal of Communlcatlon 26 ”Autumn 1976) +175= l78.,;>,




'“Q37Wh1tes v1rtually the same.v

“4‘;;1n the sample maga21nes... Kassarjlan s. methodology was'”"“

;islow pace{f}f»f‘
n’[prevalled,
“ffand menlal,ﬁ}fi,fr

’ both Whlte

' *to the presence of'Afrlcan—Amerlcans 1n advertlsements.'j?ftﬁ;*fif

Arnold M Barban and Edward W.vCundlff found 1n 1964

- Here,vhe found the responses.from

lee Kassarjlan s research,;_c”

As 1ndlcated earller, Kassarjlan followedﬂup‘hls )

”hilnltlal research w1th a study coverlng 1965 to 1969.. H&e-'“tﬁﬂﬂv"

"jThough 1ncreases were recorded, Kassarjlan cautloned that _"’f

contalned

: hthe 1ncreases represented a mere l 3 of allvad

'Af¥,,gtsharply cr1t1c1zed by John J Wheatley., He also countered

‘_Qfof Afrlcan—Amerlcan s 1n prlnt advertlsement'“

f-.’ikeconomlc 1mpact and not by 5001a1 commentary. He furtherfff

"fﬁ_;fKassarjlan s clalm that soc1al cllmate dlctated the presencefsﬁikff

':Yf ontrast, states that advert1s1ng strateg;es are drlven by

W{fasserts that bus1ness'prospects are colorbllnd.; Rather,”itfh;_'

}Wheatley, 1nuff>













v¢~pthere s1gn1f1cant dlfferences 1n thelr reactlonSu

U'gads., ThlS study revealed that reactlons were 51m11ar to

| Tf[llpstlck the researchers concluded that th1s reactlon was

“*fufThe Cagley and Cardozo study of 1970,

::”f;f'Though thelr study falled to prov1de conclu51ve ev1dence, 1t

”ﬂkf'Models,"‘Journal of Marketlng'ResearCh 13 (November‘l”

f%f;fAdvertlslng Research 10 (April

quhlte and 1ntegrated dlsplaYS.H?;”,,..¢vﬂ
‘ Stafford, Blrdwell, and Van Tassel selected 100 wh1te
:pgconsumers (50 men. and 50 women) from New York Chlcago, and afﬁﬂh_

s!Los Angeles and measured thelr attltudes toward 1ntegrated

'i’flntegrated and nonlntegrated ads.; Although there was a

fsllghtly negat1ve ratlng to a personal product ad promotlng Rt

'vddue to the comp051t10n of the ad and not the race of the‘;aliﬁd

;‘,,models}?»'["‘. L

- The majorlty of on901ng research efforts dlsproved thev

“;radvertlsers fear of potentlal whlte backlash f There were,:ri

"fahowever, studles whlch added fuel to thelr flame of fear..v'"lv

whlch measured the

'[attltudes of hlgh:dand low—prejudlce Whlte consumers towards”gfiwﬁ'f”

‘j’the presence of Afrlcan-Amerlcan models 1n advertlsements.

sfjsuggested that the level of prejudlce 1s an 1mportant factor;

S N 12Pau : Solomon, Ronald F,.Bush, and Joseph F Halr,jp
"Jr.,u"Whlte and Black Consumer - Sales Response to Black :

L .:lBJames Stafford, Al Blrdwell,-andﬂéharlespvan: _iljfi"
-"Integrated ~ Advertlslng—Whlte, ‘Backlash," '
970): 15-20.




"""._,“”‘.'(Aprll 1970): . 35-39.°

- for advertlsers to cons1der.;%_ Szyblllo and Jacoby s

w_study in 1974 attracted sffilar attentlon.ﬁ By us1ng varlousf57f*'
'levels of 1ntegrated advertlsements, response 1evels were
‘;'measured._ The results suggested that Wh1te audlences

ffpreferred ads featurlng greater numbers of Whltes (1 e.,% E

fi?:three Whltes to one Afrlcan—Amerlcan) By contrast, the R

Afrlcan—Amerlcan part1c1pants preferred ads w1th elther

ﬂ“equal numbers of Whltes and Afr1can-Amer1cans 1n an
{fplntegrated settlng or all Afrlcan—Amerlcans._ The b1ggest

’5d1fference 1n responses c1ted in th1s study relates to the b

fdratlo of Whltes to Afrlcan-Amerlcans.f The 1nference here

’suggests that Whltes felt uncomfortable belng equal to or"

ffoutnumbered by Afrlcan-Amerlcans in the advertlsements.ifln;:ffi
7ﬂif1nal summatlon, Szyblllo and Jacoby determlned that fears pydf&'
:"of potentlal backlash were not warranted.;éyli;:f:“y"
| Market research has followed th1s mode for nearly fourn

‘decades. In the meanwhlle, the Afrlcan-Amerlcan consumer

:;;_market has been a rapldly changlng and grow1ng market. figfy?

f}Addlng to the clalms of Roper and Johnson,_thlsimarket has T

.’fbeen cons1stently loyal to top brand productsﬂand'

A 14James W, Cagley and Rlchard Cardozo,,"Whlte Response toﬁ7Qﬂffslf
~.Integrated Advertlslng,ﬁ Journal of Advertlslng Research 0

5George J. Szyblllo and Jacob Jacoby, "Effects of

'Llefferent Levels of Integration on. Advertlslng Preference vf»yw R

. and. Intentlon to Purchase," Journal of Applled Psychology
1_59, no. 3 (1974) , 274 280. L R R




s,market. For examp e g




gresearch studies of the'6OS and 70s in ‘
-area may not be’ approprlate for" understandlngﬁ
~Qpredlct1ng the U;S' Black consumer behav1ors of

ewifyfor a ‘new. wave of research studles deallng w1_\,p_
. U.S. “Black consumers both’ for'“urposes of dev lopi
oal deflnlte body of. knowledge6 nd. :
- }marketlng management needs.,

}Jorlentatlon, class consc1ousnes, and ¢

e ‘ Kat he Amerlcan ClaSs Structure'
*S the31s, (Homewood.n The Drydeanress,;1982)'*m“fﬁ




“Gv[‘Amerlcan communlty and further warrants thefneed;for market

"7fﬁmarket.b Hudson P Rogers, Reglnald Peyton

*”}analYS1s to effectlvely reach spec1f1c segments,w1th1nfthls ,_fkf? )

an Robert L. S

'g:Berl suggest that s001a1 class be establlshed accordlng to J:i

'wf;race.i.Because Afrlcan—AmerlcanS and Whltes exh1b1t

l’@[dlfferent values, bellefs, llfestyles, and buylng behav1ors,ﬁ?FHb

'~38001al class1f1cat10ns must take 1nto account these ffp-g‘;”'”

’l'dlfferences.}g_*

Author Tom Peters notes that marketlng and advertlslnguifh

':have fallen to’ the mass audlence appeal, 1n the bellef that ;‘fff"

‘ckeveryone could be effectlvely reached w1th the same

’?lffpromotlon and message.:f Peters counters thls approach w1th ;“f?t"f

*f:j}the assertlon that marketlng must become'"market creatlng,v':’”

1fnlche focus,llnnovatlon from belng closer to markets,
'1,thr1v1ng on: market fragmentatlon and ceaseless
d’dlfferentlatlon..."’ He goes further to suggest that o

K*”mlnorlty markets are the wave of the future, whether 1t be f

'”’T'Afrlcan—Amerlcans, women, the elderly, or other segments of i

R 18Hudson P Rogers, Reglnald Peyton, and Robert L. Berl,f[h
‘;ed by Robert L. King, "The Notion Of Social" Class And The

wliMlnorlty Buyer," Minority Marketing: Issues and Prospects,
v;_Spe01al Conference Serles 3 (November 1987) $.28-32. ‘

i Tom Peters, Thr1v1ng on Chaos, (New York'“,AlfreddA;’”:
‘“uKnopf 1987) : ‘ : ‘ ‘ SARREEG S

,i~47ffffihih"
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A Coskun Samll has outllned the follow1ng four steps, ﬂy;f-

whlch he feels 1s necessary to better analyze mlnorlty
marketS°
.h’?l,ffleferent m1nor1ty markets must be 1dent1f1ed..

ringhese markets must be analyzed.vu’”f .

“ffiMlnorlty markets wst be understood.%p’

nghe needs of each'and every market must be
~ satisfied separately, partlcularly and as
*Qeffectlvely as p0351ble.};.: . '

?f'Samll belleves that these steps w111 lend to 1ncreased

"fj;consumer_satlsfactlon, 1 proved quallty of llfe, and greaterf

’ufimarketlng effectlveness.gqﬂ_;-

- Due to the need for spe01a1 market’research the i
'“ﬁjrespon31b111t1es placed on the shoulders of the Afrlcan—”
“:'thmerlcan agenc1es and 1ndustry practltloners are great.;‘
:}fMuch of the data avallable to date has been collected by
‘bgthls segment of the 1ndustry | _ | |
Afrlcan—Amerlcan Advertlslng Agenc1es and Practrtloners

Dav1d Sulllvan was the flrst to establlsh an Afrlcan- _:

efAmerlcan advert1s1ng agency HlS New York agency started 1nﬁ£g*ﬂf

ft;l943.- Fusche,(Young & Powell followed w1th an agency in L
’ﬁ?Detr01t, also establlshed in 1943.; Wlthln s1x years,“"

‘ifsulllvan was out of bus1ness due to lack of work._ﬂiheflt'

L 20, Coskun Samllr ed._byéROberEﬁLghKlng[i“Minority>w
.‘;u‘ﬁMarketlng- ‘Then and Now," Minority 'Marketing: ‘Issues and
‘;ePros”ects, Spec1al Conference Serles 3 (November 1987) 21—2.V”




“'Zebra Assoc1ates, Un1World G




'fy7agency), Lockhart & Pettus, and the Carol Wllllams agencwa95*9th

:hare representatlve of the Afrlcan—Amerlcan agen01es that U :

:benefltted from the covenants., There are nearly 35
5ragen01es and marketlng consultant companles in operatlon ;ffgf][ B

vftoday

Slnce the1r begrnnlngs, the Afrlcan—American agenc1es‘f’dl"
’”Thave countered clalms that the1r expertlse 1s 11m1ted. ;‘hg“ff
vg'label "black shops," cast upon them by Whlte agenc1es,khas

i hurt thelr cont1nuous efforts to breakout of th1s mold. :q'te‘
l‘;Whlte agen01es appear to be w1nn1ng the battle, as they are
\>w1nn1ng accounts earmarked for spe01al markets. By h1r1ng e

BAfrlcan—Amerlcan consultants, the Wh1te agenc1es have been i.»

, successful in ma1nta1n1ng a monopoly over all accounts. o
':Though dlscouraglng, Afrlcan—Amerlcan agen01es and the1rvmh*
‘staff contlnue to conduct further research and ga1n greater"
recognltlonfof therr‘market.v Spe01f1c strategles ‘are.
'identified3in‘theffolloWing accountserom_two:agency
executives: | B ’v L

“In an 1nterv1ew w1th Account Superv1sor Beverly’Nelson,fﬁj"“

"1n charge of the Burger Klng account at Un1World Group, sheﬂﬁ%

‘r‘says that the covenants have served her agency well. Sheh*ilw

01tes the Burger Klng account as one of the more successful.v

l:ones. Nelson says,s"The fast food 1ndustry enjoys | |
‘51gn1f1cant patronage from the Black consumer.a, She adds,

"c"The 1dea here is twofold._ Flrst, we [must] recognlze,






"»“isupports her objectlves.
'Han communlty-based campargn called The
“fH[A jOlnt venture w1tf ‘N

’ﬁ:yJustlce, and the non—proflt agenCylcltles 1n Schools,;the ,

Burger Klng has ‘al fembarkedf

‘ York publlcsschools‘ Department‘of

‘*”i??flrst academy was started at PS 140 four Years ago. The f}flf;flli'

fdacademy prov1des alternatlve educatlon for at rlsk hlgh

1T;§jschoolers._ Burger Klng hopes to exPand the Academy 1nto a |

f:natlonw1de effort.,.”

The concept of glv1ng somethlng back tosthe communlty

jgls a v1able strategy 1n reachlng the Afrlcan—Amerlcan markets_'“

w:y'Nelson bel1eves.‘ She credlts McDonalds and Pep51 for thelr;yjfufb

“ﬂicases, has trapped the Afrlcan—Amerlcan agency.; Th1s

"fcommunlty Sponsorshlp.f Spe01al market sponsorshlpllln some ﬂffﬁi:

'Fsentlment 1s echoed by Al Anderson, Pres1dent of ‘A. H
‘Anderson & As3001ates. Anderson wrltes,_"The black
advertlslng profe551on or: company should be retalned by e
hy‘cllents or agenc1es'to prov1de 1nput 1nto thelr over—all
‘nmarket strategles and plans for executlon.ﬂgg Instead, ,,;»;
1fthere is, 1ncrea31ng competltlon and, thus, tens1on between i
ﬂ&the Afrlcan—Amerlcan and Whlte agencres-5 General market‘ffi
‘dxcampalgns created by Whlte agenc1es produce'"oreo"‘ads,‘ﬁhc? o

s Q"whlch merely place Afrlcan—Amerlcan faces in otherw1se Whlte,‘:"

el 22Al Anderson,:"Whlte Agenc1es and Black Consultants,‘
: Mlnorlty Marketlng, (Chlcago-i Crarn Books, 1980),!49.ruu~"










l }}EfAttractlons, is. quoted in’ Black‘En“erprlse“as_saylng,3,BEingf

;,Vwanted to portray;;he feellng of the world s most’popula'l

'{ld;famlly, whlch happens to be the Cosby Famlly "

2"~number of ways. Attendance durlng the second half of 1988

‘3bthe world s most popular famlly vacatlon destlnatlon, we"a'”

The Cosby Famlly campalgn was a quantum 1eap for
7eDlsney, because 1t had never featured an Afrlcan—Amerlcan

}TVfamlly in 1ts commerc1als' Dlsney s gamble Pald Off 1n a

"‘:bounced back to prev1ous 1evels of 25 m11110n.~ It also

‘ »proved to have substantlal crossover appeal. Another"

:,success story is- the Wheatles campalgn, featurlng Connle ftff'm”

\'Fi;Payton (of Walter Payton fame),vas the chlef spokesperson.v ;-

‘1,It was a gamble u51ng a celebrlty s spouse, and,»to _th
teveryone s surprlse, Connle was loved by housew1ves around
vthe country e | v |

Such advertlslng'successes have occurred w1thout solld dﬁics

umarket research data. To th1s end, the next sectlon denotes,;f

L what 1s known about the Afrlcan—Amerlcan market.3:

The Afrlcan—Amerlcan Consumer Market

As of 1990, the Afr1can~Amer1can populatlon 1s Tdt

‘gestlmated at nearly 32 mllllon.‘_ Accordlng to U S Bureau,{wi5f

‘lflof the Census prOJectlons, the populatlon w111 reach 37 6 -,$:~3

e 25Jube Shlver,'"Star Struck The maglcal attractlon ofﬂ}fjjfdf.
;fcelebrlty families has Madison. Avenue under a. spell," Black,ﬁi~?"e~
.jEnterprlse, December 1988, 51.;‘ ’ L \ e

% 55



:ff,$$305 bllllon. The medlan famlly 1ncome 1s 1ess than

e doubled between 1983 and 1987.

'ngllllon by 2000.ﬁ ThlS flgure represents a 41 99 galn over

T7:1980 statlstlcs.i Thelr collectlve earnlngs are estlmated at f“'m‘

bff]$18 000.: The number of households earnlng more than $35 ooo;i*.5]¥l”

26

Demographlcally,_one out of every three Afrlcan—

‘”a'aAmerlcans llves in the follow1ng flve states. Callfornla,ht o

"»;fwhlch boasts the blggest 1ncrease w1th 2 9 m11110n° Texas

';.zw1th 2 4 m11110n° New York,mw1th the largest populatlon

‘:tOtallng 3.2 mllllon' Georgla w1th 2 2 mllllon, and Florlda T

o xw1th»2~3~m11110n. Data shows that one fourth of the

“fifland Alabama (26°)

"'fﬁ(Ithaca. Dow Jones & Co., Inc )

,,A;;Afrlcan—Amerlcan populatlon 11ve 1n the south, rePreSentlng fﬁhgltyyf

"sthe follow1ng percentages.v MlSSlSSlppl (366), Loulslana

fff(329), SOuth Carolina (30%); Maryland (28%); Georgla (27%),_]3"

'27';,la.a;,q.a.;,tm,a”.-=~-

Data conflrms that Afrlcan—Amerlcans are more educated,fﬁfﬁiﬂvn

'r-ghave a hlgher employment rate, and have more whlte collar:

i!profes51onal p051tlons than 1n the prev1ous decade.l BEtweentffgffrf

‘fff1970 and 1985,vthe number of Afrlcan—Amerlcans attendlng

"i’college 1ncreased from 522, ooo to 1 742 ooo.u“vrep;_“

"26U. S. Department of Commerce, Bureau of the Census,,i“-

5uWe, ‘The Black Americans 3 of 6, March 1986,‘ (Washlngton,’N*ffEff_,i”

”.fD,C..‘ Publlc Informat1on Offlce), 1 13..

| 27Joe Schwartz, "Black Clout"' Amerlcan Demographlcsit'




“f Afrlcan—Amerlcans have been shown to have

"] dlsproportlonately hlgher spendlng patterns than Whlte

consumers w1th1n certaln product categorleSy as 1nd1catedi

the follow1ng.,npr

”?,— $782 0 bllllon spent on over the counter L
. adrugs and toplcal dre531ngs '

‘”?ﬁ;;fjﬁ34;é bllllon 6ﬁ?food

,ﬁ;ﬁft‘3§4“blllron on,tobacco products
‘:rflptbfsrdfbllllon ondalcohollc beverages
;t4f7¥74;4;b11110n'ongnon—alcohollc beverages o
R (i.es soft_drlnks) : e
'b;‘éj:njfspbllllon oniclothlng and . accessorles
';i}ﬁf{~vr§ brlllonion:automoblles:v
'fevp;ﬁ?:7fbllllonTonbcosmetlcs and personal care
_Ep;;‘_.p3;3 billion onihome furnlshlngs and
R »‘vpappllances v

(Data taken from E ony advertlsement,'01t1ng the follow1ng o
_sources: 'S. Census Bureau; U. S. Department of Commerce,_,

"-: U S. Department of Labor,pand Brlmmer & Company )

s Research also suggests that brand name preferences
r‘represent products that enhance self 1mages. It has been

"found that at all 1ncome levels, Afrlcan—Amerlcans are more

: ngconcerned about prlce and product status than thelr Whlte ;;_f,f'"

’fl‘counterparts;za‘ Another study reports that low—lncome

2Braurence P, Feldman and Alvin D. Star, "Racial Pactors

in Shopplng Behav1or,"‘Proceed1ngs of the American Marketlngng‘u,,p,{

Association National Conference: (Chlcago- Amerlcan Marketlngp,'\V“'””
‘A55001atlon, 1968), 216 26.;an RN I T i g b i




‘fAfrlcan—Amerlcans prefer bra dnltems, buy morefof these“

”fn_fltems,‘awd are more famlllar;, th th ‘prices of,brand
Pli;ltems.zg‘”The follow1ng was extrapol ted from several

eiAdvertlsing Age spec‘allreports

_f;}f"Cognac consumptlon by blacks accounted3§or half
‘V_;fof the 2*31mllllon cases sold in 1985."%‘ '

v_’;There are 9. 2 mllllon Afrlcan—Amerlcan :

;fj*households w1th televisions,- w1th half also
‘;ownlng video cassette recorders . (VCRs). .

.@:‘TEleVISlOn gﬁew1ng 1s 399 hlghe “than.
- households. e I A e

29Robert L., Klng and E
B fAcceptance of Selected Prlva'
=jf]Income Negro and Whlte Famllles," Marketlng Involvement,

305

Delores J. Brooks "Pumplng‘dollarsblnto fragran

Joseph W.,Franklyn, "quuor; Wlne rBeer Marketlng.
vaonsumers Bolster Cognac s Market Share," Advert1s1ng

R fT ! ('S spend dlsproportlonate share of
,.f}dlsposable 1ncome on entertalnment," ‘Video Marketlng
'vaAugust 1988,, L . o







?j~1methods to answer thlS ongolng questlon7 One successful

ofﬁthe Afrlcan-Amerlcan consumer.}'Toﬁ*Pirko}fcon,ultantVfo

:eles.h HlS flndlngs are recorded 1n a March}l98

‘f;Afrlcan-Amerrcans want to see’ p031t1ve, healthy role modelefhh"b

'u??and prefer 1ntegrated settlngs.ahPlrko 1s quoted as saylng,f

f”""Blacks resent malt 11quor macho. They don t want to see

'k;black women portrayed as sex symbols or hom boun

sgffblack men as footloose, 1rrespon51ble studs

. ,"wf 38Marty Westerman,i"Death of the Frlto Bandlto,“_-
.{_Amerlcan Demographlcs, March 1989,‘31.‘;_ ' i










"£'7{sect10ns comprlse thlS chapter. They are., l) De51gn

”ijh01ce, 2) Research Purpose and Goalsf

L CHAPTER”» T’HRE‘E‘ i T

: Methodology

The purpose of thlS chapter 1s to descrlbe the

i:fmethodology used to carry out the research objectlves.f Fiyeflfffh y

]3) Subjects, 4)

,;Research Stlmull, and 5) Questlonnalre.ts,,_

Des1gn Ch01ce Vﬁ“"7u

The qualltatlve method of research dates back to the

:r:} 19505.‘ The focus group study method was selected for thls

.}f.yresearch.; Inltlally, focus group study was cr1t1c1zed by

-cQ;researchers, because of 1ts un501ent1f1c or non-'f

Jflfiquantltatlve ba31s., However, as tlme progressed the method'tft

”“Vifhas become w1dely used to prov1de speC1flc pre test market

fnformatlon.iﬁf’”

By way Of in- depth qUESthHS. a small sample of _r'f77' -

"Zpartlclpants from a spec1f1c market can help to produce fj

'3iﬁyfhypothes1s to be 1ater tested . Kress suggests that a Tf"‘m"”‘”'

P”"”ﬁstandard focus group ranges from 5 to 12 part1c1pants w1th 7ffﬁ"*

“5_or 8 belng the average.lL ThlS method can also 1dent1fy

‘”ﬁreact1ons to new concepts or new products.. In markets whereﬂfw-.’"

:“.spontaneous purchase dec1s1ons are prevalent or where’u"df’5”

1George Kress, Marketlng Research, 3rd ed., (Englewoodi

”‘ffﬂc1iffs- ‘Prentice Hall, 1988), 212- 217.







“'a d1fference7 3) Are the Afrlcan—Amerlcan models

Research Purpose and Goals
The purpose of thlS study was to 1dent1fy ContEmporary Tfi.'

_@Afrlcan—Amerlcan college students ’reactlons to prlnt

Hfadvertlsements. The research questlons are.‘ l) Dohthese o

' gstudents favor Afrlcan—Amerlcan advertlsements more than

5?:?Wh1te or 1ntegrated ones'> 2) Does recognltlon of models makeLjSpjjdﬁ

ffapproprlately featured7' 4) Do colors,\clothlng, halrstyles.w

hfmake a d1fference° 5) Are these students more prone to,;ﬂpgy_hmﬁ
. purchase products based on advertlsements featurlng Afrlcan—f;lzf
;pAmerlcan models’ *iﬁdf

The study was also des1gned to 1nvest1gate the clalm

*Tf;that Afrlcan-Amerlcans have spe01f1c tastes and respond

”ff;dlfferently to advertlsements.‘ Research c1ted ‘in Chapter

’7f:Amerlcans 1dent1f1ed spe01flc preferences.. Accordlng to

1,Two suggested that several studles found that Afr1can~7‘

'ldSzyblllo and Jacoby (1974), young Afrlcan—Amerlcan males i

ffjstrongly preferred Afrlcan—Amerlcan models in advertlseme'

d;rThey also favored equally 1ntegrated adsrfigln Schllnger and ;hﬁi;tf

1]55Plummer s research (1972), the Afrlcan—Amerlcan female

‘dﬁt?flndlcated that they would purchase the prodUth

”rdaudlence also strongly favored the Afrlcan—Amerlcan modelsvybyf

3 used 1n telev151on commer01als.' Thls group further. AT







“Liselected by g

rt"f;was contacted in person and asked to 1dent1fy a‘groupvof :

”SummerfTran51t10n and Enrlchment Program (STEP) were pre—;.

pe:program s dlrector, George Glbbsg*

‘gffsTEP students who met the above cr1ter1a ) Wordwof mouth o

"halso helped in. 1dent1fy1ng candldates. In one case,btwo

fﬁfbrothers partlclpated

?'Once a llSt of candldates was complled, four focus’

*3figroups were scheduled-o Group One con51sted of four

7f€students., Group Two con51sted of three students., Group

“?fThree con51sted of two students.; The flnal group was the

”"largest w1th seven students. Wlth the exceptlon of Group .

G7Y"Two, there was a mlxture of males and females.; (Group Two';‘mmdv'

:was all-male ) Varlous ages and class levels were

_represented 1n three of the four group studles. Group Four,

‘ '*ﬁcon51st1ng of the STEP students, con51sted of flrst tlmegﬁlf,~7ﬁt‘?~

T:freshmen..thﬁ,ftﬁ
In addltlon to age and class level ranges, partlclpants

jQrepresented a mlxture of s001al and economlc backgrounds._4”

:SfLevelsgof rellglous or splrltual 1dent1flcat10n were also jf"”

‘-,fapparent.,-hmf"'d

T B




‘\gaz1nes., Crlterla‘used to







Students were asked to respond to the follow1ng fourf-*5t”7’ﬁ

HNLquestlons for each of the advertlsements shown-

~qu;'l,iHow Would you rate the appeal of thls ad”“

sxsle;i27yHow would you rate the models used 1n thlSi‘
Sl ',.ad') : . : .

”f_,Q§'3;°How would you ratéfthe,colorSfusedrih~thiSf R O

| ;?é,74N{Would you buy thlS product’fd'°k
’Respondents were- 1nstructed to rate thelr responses‘usrngvaﬂl
-fscale"ranglng from one (representlng'"one of the worst I ve:_f
nseen") to nlne (representlng "one of the: best I ve seen"

fs'w1th flve belng neutral The expanded scale ratlngs allowediﬂ

o greater response flex1b111ty Questlon 4 requlred a Y for<

: yes, or N for no, or NS not sure. (For analy51s, the Y was
»a531gned nlne p01nts, the N one p01nt, and NS was a551gned
five p01nts ) |
Follow1ng the standard questrons, respondents were

glven the optlon to respond to "oplnlon" questlons.‘ ThlS
. sectlon was 1ncluded to 1dent1fy addltlonal areas of concern-
b‘or lnterest.' The questlons in thlS sectlon 1nc1uded°
o P In your oplnlon... N ‘ ’ |

are the 1mages pro;ected approprlate° o

: what would you 11ke to. see in future
. advertlsements7 »

what 1s your favorlte advertlsement7 o

why is the advertlsement noted above, yoﬁr’;;éa
' favorlte’> : : R C



;;fifln new products or testlng PrOdUCt campalg s

what 1s your leastafavorlte advertlsement.,,fﬁ"

. why 1s the advertlsement noted above, yourfh"
kR least favor1te7 ‘ L

As noted earller in the text, the focus group

"'.;methodology has Proven successful 1n 1dent1fY1ng 1nterests »f‘**"'”“

fCarollne

'3ffJones, of the Carollne Jones Advert1s1ng Agency, states thatf;‘“'u

7g,focus groups are oftentlmes "dlsaster checks.f, - This

“fffmethodology is also economlcal and flex1ble, Whlch are f

'7&’_group experlment.e;"h

‘;attrlbutes that advertlsers flnd appeallng.; |

.dﬁo The next chapter detalls the flndlngs of thlS focus







'ﬁfffurther in her commentsfﬁ°*:}ﬁh

':;tfemale counterparts.,‘ The mal”f?expressed strong

rjstradltlonal values about famlly llfe and the 1mportance of afyﬂw

ifstrong famlly structure.: ‘R 2 took thlS p01nt a step?*

‘STI llke 1t, I really do.v I like it because of the
o family. . "To me. it represents the famlly.;‘It S. not
. Jjust one ‘person. - You “know, . ‘because in the Black
family,” people always assume that there's a one-

LA famlly un1t w1th1n the Black race.

 parent family, so here they're showing that there is,;;;”ﬁ” :

‘.dverall the strong Afrlcan—Amerlcan famlly theme, featurlng;f'l

‘a hlghly recognlzable character (Phyllc1a Rashad from "The ?ft"'i

vkgCosby Show"), represented a w1nn1ng comblnatlon among the :

*majorlty of focus group part1c1pants._ Although some

randlcated that the ‘use’ of any attractlve model would have ifdﬁifr

g;j31m11ar appeal the overrldlng vote c1ted celebrlty usage asf'_
. the advertlsement 8 prlmary attraCtlon., It 1s alsoAiyfT
rf-lmportant to note that PhyllCla Rashad 1s a well respected

_vand llkable celebrlty flgure, who has a strong follow1ng

ivamong all SECtorS- ReSponses to support thlS cla1m 1nclude-fﬁf5 :

I llke thls ad The colors they use ‘are very nlce.‘hf

'"»,The famlly they use. is very nice. I think the wholejff&-r

”*,appeal is. very nice. They have nice models that are

_presented in a positive form. The two people are jil;ﬁlﬂ'

- celebrities and I think that makes 1t more. ,,.,v
*‘g;{lnterestlng and the clothes look nrce on: them. Q(R]xf

'ﬂThls ad is about famlly.{ It has a 11tt1e famlly 1n"““"“

it and ‘that means a lot. That's a way of. selllng
;{yuthe product in the ‘sense that thlS famlly ‘is wear1ngﬁr
~ . the clothes, your famlly can wear them too. . The =

- models are very recognlzable. Whether or not a =~

R celebrlty is used, a lot of people look at. how_];}jffffilj




attractive
;"we see her

%and they look’llke happy people. They' re just a‘x
’happy famlly...Phy11c1a ‘Rashad appeals' to me. "It's
fanother famlllar face. Ahmad (Phyllclabs husban;

: ‘v”’ns to the_r,ads, because of the
act that we re‘always watchlng the TV show., The.”
are klnd of like- my favorites:’ (Rashad family) .
fdldn t recognfze the famlly, the ad wouldn'“ stand(

;hDeSplte thlS prefere e _only seven of the responden”s

~wou1d purchase the product{_ The dec151on no o: purchas e

iSasson,vwas basedfon'the select“ozhof clothlng. 'Respondents
,f;d:the name ;n most casest_but found the clothlng

Comments were-

iOr myself I‘m;'otrreally that”i‘”'




'unyIn cons1deratlon of R :

",:The most negatlve comment the advertlsement recelved '}fTT*?*”

ffquestloned the ads appeal to the Afrlcan—Amerlcan masses. L

. ,Note the fOIIOW1ng- S

.. middle class Blacks., They are qulte wealthy., So, o
“ although there are Black models:in the .=

’f;?Well Phy11c1a Rashad and her husband aren t exactlyfﬁﬂ”alggi

i;,,Jadvertlsement, they are not. symbolic of middle. classhf"

bi“frgbuy that product. (R 4)

nspvrewpornt, marketlng of thlS

.,product to certaln sub—segments of the Afrlcan—Amerlcan

""Qconsumer market may not be effectlve., In general however,,ﬁp;.*ﬂ-““

'hSasson would fare better 1f marketed to an older' segment

kaof thlS market, based on the majorlty of the oplnlonSj_i:

_expressed.-

Ranked second was Avon 1ntroduc1ng "Undenlable" B

f”fragrance for women, featurlng actor Bllly Dee WllllamS-

~ nor poor Blacks and that advertisement could suggest e
-~ that only a certain class. of Blacks_could afford to Dl

d 6 represented an- equally proportlonate 1ntegrated theme.{"h’if.'

“iThe strongest attractlon 01ted was the recognlzable 5

"celebrlty Female respondents found Wllllams attractlve andf“

”»xpcon51dered hlm "every woman s dream man;" Comments to thls\A* S

ieffect 1ncluded._y;¥fﬁv

'f;ﬁkae s a lovely Blacklman" (R 3)

ST thlnk that from a woman s perspectlve they may be fﬂ;ii-,~

. 'attracted to buylng the perfume, because of B111y
*ffDee Wllllams. (R. 7) : SR :

'fyI think Bllly Dee Wllllams is appeallng. T thlnk a
. lot of women who see him in the ad w1ll stop to. see
[‘what 1t s all about., (R 13) : ,




1"Unden1ab1e" recelved 7ﬁ

”»i7ﬂlayout and use of‘colors, and fragrances often requlre

' *Yitestlng to determlne personal_appeal"““
‘ednif”Advertlsements*7vand 8,fecelVEd _
-fvratings,resultlng_lnlantlehfofdthird.j”Both Kodak fllm, 
\iﬁfjfeaturlng actor Blil;Cosby (1ntegrated) and d

‘“l;f(Afrlcan Amerlca”

- .a spokesperson:




"ffBlll (Cosby) probably endorses Kodak, so. they had to}gyg;jﬁ«v

F.put him in there somewhere.: Just like about i

: fPhy11c1a Rashad. She's been seen every week for theﬂi_iﬂflj

o last six. years: and- B111 Cosby 1is like apple pie’
.,N_‘»almost., You can go anywhere in the world and flnd SRR
. someone who can relate to Bill Cosby. It gives you.

a warm feellng...you know that” ‘family thing. His. ,”
. ads are dominantly kid- orlented or family-oriented.
' 'You'll never see him in an ad d01ng something like

“,beer., His thlng is like- famlly, like Kool=-Aid or

(R S5)
The use of chlldren and the "sllce of llfe" approach were
also appeal factors. f»f?""'"fv | : i
.‘q,fThe expres31ons on- the llttle kldS faces are Joyful e

~;'f“and ‘happy. Everyone is happy and I think. that all. o
S jrelates to Kodak £ilm and taklng plctures.v_(R 10) e

'if_iI see the kldS and then I see Blll Cosby.; (R“lS)'“ )
, vI like that ad. It's so prec1ous. Well, Illike.'gkub
‘;gbables, especially if they're not mine! This little-
“girl Jjust caught my .- eye., ‘She is so adorable. She's
. a baby, she's Black, she's with her mother. Also R
this little White girl" caught my eye.  This is just . =
a good ad.. (R 3) L ST g
‘In v1ew of the 5: 2 ratlo of Afrlcan—Amerlcans to Whltes, one5‘5
n.respondent expressed a negatlve oplnlon about the general |
~‘[use of 1ntegrated themes whlle commentlng about thlS
,T{advertlsement.‘ o | ; s
1 don t see- why they always have to use a flfty—. | N
fifty balance like with the last ad (Ad. 6). If it =
‘came from a White, ‘magazine, it probably wouldn t T
3have Blacks at all That klnd of turns me off
The dlet Coke ad recelved favorable ratlngs based o T

'1the attractlveness of the Afrlcan-Amerlcan female.f Most

_;77frj;j -

”isomethrng,‘ I would deflnltely purchase the product.ngg¢_*~



o On the other hand, tﬁeréj

respondents were not dletlng, but stated thathokf was.a~"" e

favored brand.; The ad 5 overall message was v1ewed

pOS1t1vely.,;

'721 llke 1t. I drlnk d1et Cokeﬂfflfthlnk a 1ot of

ﬂ glrls will look ‘at what she' S‘wearlng and. say that‘p

| ~she 's’ too sklnny,;but...lt appeals ‘to: me. (R 15)

g;‘:;Yes,‘lt does appeal to me because 1ts a Black model
© and because of the way she dlsplays the Coke.; It

’”looks llke she s really happy and she s enjoylng 1t.f3n;yrgbf

,W”7ijt s very nice and she s pretty.v It =3 very Lo
»;1nterest1ng the way that she's" dlsplaylng the Coke.
_It s very appeallng to me.i‘I llke Coke.¢ (R 10)

I like 1t.f‘It makes ‘me feel good.~ She looks like jg,
she was out at a party and someorie just wanted to:-:m

"ﬁuiﬁtake her plcture.- She s feellng good., (R 3)

I thlnk the ad works and the model., I thlnk they rei;ym e

H*trylng to get across ‘that she has a nice figure, -
‘because she drinks diet Coke. I think the overall

’””appeal of the ad works as far as I m concerned.. (R fVV:“

B

expressed about the model-ﬁ'iv

T don t llke thlS ad, because the average person B
~'walk1ng ‘down ‘the street is not going to be dressed

;“:,fllke that drlnklng diet Coke. First of all, she 1s fvcff

| f too sklnny to be drlnklng diet- Coke anyway, but I
»guess 1t s just for the 'wow of 1t"f (R 2)

LI don t thlnk that she s Black. On my comments, I
© put- "dot “dot, dot, questlon'"_'I don't like that -

_lﬁfoutflt ‘at all. .She is not attractive to me; but she
S ise attractive to a certain type.‘ Well, I am’ very

Wg_Vﬁconservatlve and she looks ‘more. 11ke a loungevhf;f=ﬂ
l'»‘:’fllzard' (R 4) PR SRS

T see her p1ctured more llke a Whlte woman, because
- of the way the she looks...the k1nd of clothes that

ere. several negatlve comments-ﬂaff“7'




h

“They have some -

 "very busy.”




.tAftheme, 61.9%

':VEffSiXEh;Placeff;ﬁ Saks Fifth Avenue (Ad

'&(QWhlte,_59 29v“,

i‘~ffﬁ5seYenthfPlaceﬂef‘Ray Ban sunglasses (Ad 9),

When analyzlng the responses,v

ratlngs for general appeal as well as for models featured.eﬁ(d;(fi”f

- featuring Orel Hersh;ser, ~[:Q_¢uf7fﬂdrffbﬁ
"*L¢a11—Wh1te, 54. 49% T W RSt

L, 4.07%

Comments about Ad 3.¢u

'“ljﬁI 11ke Dave Wlnfleld (R 2)

']%'A Lot of women think that he's a sex symbol
~ ..of women may look at. 1t and buy the product forl;
~the1r husbands. (R 5) o S ’

o tdappeallng. (R 11)

Ad

prov1ded by the Armed Forces.m:ﬂjj;@"'

:rjgferah I thlnk 1t pro;ects a posltlve’ 'agépféi i
: ;ajArmed Forces and at one p01nt, I dld__ook lntojlt-?:,*“

“5:b"Fifth}flaceff&'dArmed Serv1ces (Ad. 4), 1ntegrated PR

’“tffﬁlghthfﬁlace - Guess jeans (Ad. 2), all—Whlte, d}*

(RT7)

Ads 3 and 4 recelved h1 hulfﬂj{;

Alot

'ﬂjThe ad glves hlm that playboy look, you know w1th _Q_'.
W(the glasses and that great smlle._ ’ - B

v»:Agaln because of the celebrlty—type flgure,‘lt s R
Y more- attractlve and also the color contrast is veryﬁuf‘

I like the °1°SEUP--'It%Showslajmanﬂandféhlaﬁhléteéf_ff#*
w2 e T A

4 features an 1ntegrated theme, relatlng to a serv1ce 7»:'“

ngI looked at the whole thlng. I thlnk it s a. =
~ positive ad,” because of the ‘way the Black male.iszv», R
. portrayed in it. He's kind of llke the hlgher‘v DA E IR
'fm;rauthorlty 1n the plcture.g (R 6) R AL U R

.the e


http:fheme/j:.61

,;It doeSKSOund appeallng, gettlng”your educatlon pald
' »I thlnk every young person who wants to go to:

.“I thlnk the domlnant Black male. roleyls necessary j
“Not' out: of a’ sex1st reason, just out of the reason
“that’ you. have more Black. females in: college ‘and you.;~--a««”_
should have more- Black male professors shaking hands
“orand handlng out dlplomas..That would enhance the .
o:g”f}ﬂllkellhood of a person readlng this maga21ne,k~ :
‘-anthlnklng of the Black male as strong. (R 9)'

,j?I relate to th1s ad,,because not only does 1t show

~* that you can- get an education: but it also- showsuw
: ggfadmlratlon._ It's a happy scene.‘ It shows o
‘"&'ﬁtogetherness., (R ll) o B 1

Ad 5 was rated lower 1n appeal and models, but hlgher“

for colors featured.n' | e e | L L
;jfThe models they use show a famlly. What‘they e hifxfjﬁﬂ"
'~ wearing ‘doesn’ ,‘spark any interest to me. . I'm. not e

~into sweaters. Is this store: ba51cally for‘ff°‘7f\57
‘gcauca51an people or what° (R 7) SRR

”3I like the colors.: There S a varlety of colors.gHI
. like the colors in the sweaters and the prints. . ‘As’ .
.7 far as the models 9oy, I just ‘see the typical. Whlte”‘”“¢<
e famlly., This ad would not cause me to stop and look~y.]m

”“?j;at 1t.- (R 8) o . o : , R s

ITL,Well, 1t s a nice: ad with' attractlve models.r'I e
;jwouldn t be 1nc11ned1to buy winter sweaters and all ‘
. those smlllng blonde faces really don't. turn me on
~that much. Its justgan average advertlsement with o 0
,;haverage people.' The”department store is a'nice ”]'1“‘“;‘*“ .
- ;place.. It's really an upscale WASP establlshment._~g S e
~vI-do like buylng ‘hice. thlngs from places, but maybe S
R there were mlnorlty representatlon I would be -y
;meore 1ncllned to shop there.; (R 9) P




saylng'that the productbls not Jus

people, but fo ngod people llke basebell e




: 'Hershlser, he mlght be more approprlate in Golf L
. 'Digest as opposed to GQ. I don't: flnd him. to be the
v,vepltome of fashlon e1ther.. (R 9) b - }

'“,I don t know.< I love baseball. The appeal that
' 'Dave Winfield" has and Orel Hershlser has is
““completely different. Orel's like the good ole
.. boyy,- "amerlcan—flaglsh" appeal, ‘and so it doesn t
““work ‘quite as’ well. Orel Hershlser ‘has more R
- popularity, because he won the Cy Young a couple of T
- years.ago and took the Dodgers to the World: Series. .
~But, he doesn t have the same appeal for me. (R 7) “

fftThere really isn t much appeal Out of" all that el
- I've seen today (advertlsements), this is one of the ®
- ‘'worst.  Just the good 'ole boy image ‘and he really = -
' shouldn t have'a big picture, because he looks klnd U
- of goofy.; I wouldn't buy the. glasses,'lf I was {33“ :
o \g01ng to look: llke that' (R 6) S -
Along w1th Ad 9, the most negatlve purchase (or in-
'f;thls case usage) response was glven to Ad.i_, Because the
brespondents were college students, most would not con51der\‘°jf55ﬁ\
‘;301n1ng the mllltary.. | | |
, The Guess jeans ad, whlch ranked as one of the worst
d-seen, nonetheless recelved hlgh purchase ratlngs.' Brand

' drecognltlon was Very hlgh ' Every respondent recognlzed thef57

',"product name.xb To most respondents, Guess represented y,f*°”'”'}ﬂ"'

"quallty and status.. Therefore,‘ many of them asplred to own":fj

deﬁa palr of Guess Jeans.% The follow1ng response is typ1ca1 of;iiﬁf

'*]voplnlons expressed.¢

q}-I would buy the jeans, because I'm a Guess lover RN
. first of all. Second, I feel that a lot of people,_vf;ﬁf
o feel that what' enhances them is the name., Once v
__'people see that. you 've. bought a_name ‘brand product,f
- _then they say... 'well she spent - more money on that
'~%fproduct and she klnd of pampered herself and took




But 1f I was ba51ng my,buylng decv51om

7dn tha" adfertlsement, I wouldn buy them. (R 4)




 with the jeans. They should have a suit on with the
;_camlsoles.. I1f they had on. T-shirts with belts and
f'they showed the sneakers, 1t would - look better.,‘IT_.
~ don't like the black and whlte. It reminds me of
- George Michael. I don't like the way the girls “”’; G
. "look. Their" halr 1s not combed. The camlsoles ‘are
"'fthrow1ng them off (R 8) LR :

Tt looks sadqqﬁFlrst of'all the camlsoles don t go e

Unsollc1ted responses suggested that the students want' ;fﬁhff’

to see more Afrlcan-Amerlcans 1n advertlsements.uf Afr1can-7”7f
Amerlcans are generally featured 1n ethnlc maga21nes or

. durlng ethnlc telev1s1on commer01als., Otherw1se, Wh1te

.,Lémodels are featured The predomlnant v1ew among

[respondents was that Afrlcan—Amerlcans are rarely v1S1b1e.;¢h]fQ-;;f]

~L:Relevant to th1s p01nt of v1ew 1s R 12 s response to Ad

I thlnk ‘this maga21ne malnly caters to Whltes. }Iffffff*f”

it was Ebony, I would expect to see Black people.vf”
It's like when I watch "Soul Train" and they show a
McDonald's commercial, I see Black people. But when .

oI watch a different program, I see Whlte people in.
the’ McDonald ] commerc1als. SRR i ..v”

;I th1nk when companles don t advertlse to Blacks,;e
- it's a form of racism. I was reading an artlcle
. about after the George Bush and Michael Dukakis:
j-electlons, how people ‘were numbed by the racial R
_Jilmagery portrayed ‘in their campaign advertlsements.uj o
- 'If you've got that sort of attitude, that's raC1sm.”,#nf
"It never hurts to have minority representatlon,_p‘ B
‘_vbecause I thlnk tlmes are. changlng. (R 9)

dtRespondents felt that popular brands 11ke Guess should use
szfrlcan-Amerlcan models.; R 3, who purchases the product
lsfregularly, 1nd1cates that she 1ooks for Guess ads w1th

‘Afrlcan-Amerlcan models but has not found any.‘ She states. L




f}k]more change 1s needed. 5 McDonald s wasﬁc1,ed as the company~
db'jthat does the most for Afrlcan—Amerlcans by R 3, but R l2

b*r]noted the company s use of ethnlc commerc1als durlng ethnlcu

*’a:dlver31ty

look-allkes" are also no,_

Based on the oplnlon questlons, respondents stated that

'ﬁx}programs only In general, there 1s a. call for more V\

jawI would llke to see more Black people 1n
. commercials.  I'd lean. more towards all- Black, ‘
© . because it looks nicer. ‘There would be more role-
~ models and I don't. just want to see Blacks in Just

‘athletic. advertlsements. Athletlc or entertalnment;jf:?,‘f”

r'they re always_ in those. two. o want to see .
i somethlng more educatlonal._ (R 8) ' ol

._Yeah, I just thlnk that more cons1stent m1nor1ty
. ‘_representatlon should be achieved in advertlsements.
“ I think you: should have Black Hlspanlc, A51an, ",.
v,,fMlddle Easterners, ‘whatever. It doesn't bother me.
o I.just want to see " more m1nor1t1es; not Just Black
and Whlte.. You: never ‘see Asian people in ads or

| ”*jyou see Hlspanlcs is when you look through a.

‘fAmerlcan Indlans or Hlspanlcs hardly. The'only tlmeﬁ3;57

‘,»ﬁHlspanlc magazine .and then you ‘see Blacks,: When YOu }:“7>

i;look through Black: maga21nes. It's a form of
. .segregation: right there. They should ‘have more: of L
‘l‘everybody across the board. ‘By seeing more. people,uw”
everyone will' become more aware of Black role
models, White role Models (which T guess’ have . -
S already been establlshed), or. Hlspanlc role models.




':ueeffectlve.

. The results of'the focus group study;over helmlngly'”

Addltlonal 1mportant conslde:

‘fﬂrecognltlon-'stxz of clothlng and ha1r~ age or_popularlt;

‘ o;of celebrlty featured.,?‘:;>u G

Recommendatlons

More research 1s warranted., Strong'responses aga1 st‘

”’sexual messages 1n advertlsements?suggest that many of the




”(Although both Bllly Dee Wllllams and Dave W1nf1eld were
o featured,,they were not cons1dered overall top ch01ces )
Non celebrltles or'"everyday people" may also be

'acceptable, 1f thelr appearance and language are """

‘fapproprlate.~LIn addltlon, status 1s 1mportant., Role modelsv-;"

'lfln profe351onal capac1t1es or progectlng that 1mage can be

'.,‘very effectlve. A broader range of Afrlcan-Amerlcan females;vh

htls de51red The use of llght sklnned females was c1ted by y

L several female respondents as dlscrlmlnatlng agalnst darker—_""

‘sklnned females.-v~All types~and colors are'de51red;
Females w1th long halr, as opposed to the short natural
;look, also appear to domlnate in advertlsements.: .Once
'hagaln, the de31re to see "themselves" was strongly expressed
F_by female respondents.~ | ‘ |
i Further research could 1dent1fy the sub- segments w1th1n;
.the Afrlcan—Amerlcan consumer>market that would'fa01lltate' o
‘fmore effectlve target marketlng. | In reference to Ads.eBlw
‘ﬁgand 9, baseball flgures appeal to baseball fans and perhaps,
can older aud1ence,5 whereas football and basketball stars |
'bmlght have stronger appeal overall. Once agaln,‘Bo Jackson :
”fswould be hlghly favored. HlS athletlc versatlllty also
fglves hlm greater crossover appeal.‘ (In a recent general
‘market poll announced on ABC's "Eyew1tness News," Bo Jackson"
mywas the top ranked athlete followed by Mlchael Jordan and
several whlte athletes ) i



Focus group respondents also suggested that some of
’1the1r favorlte commerc1als (or advertlsements) 1ncluded

JELLO, w1th Blll Cosby, Cerrltos Auto Square, w1th Ernest-:f',*

- Lev1s 501 and McDonald s., Some of the least favorltes have o

"dbeen*‘ Calv1n Kleln, featurlng Brooke Shlelds,_Guess jeans,ysﬁf'

i‘jaStater Bros' and Las Vegas commer01als, featurlng Wayne ‘#7
‘::Newton and Andrew D1ce Clay. The general consensus 1s that
Afrlcan—Amerlcans want to see more of "themselves '”n}<f{
: advertlsement. As R l sald
fthnd not just around ratlng_tlme.h I want to see themk .
~ while I'm watching "Cheers." I want to see some. SR
Black commer01als., Not just while I.'m watchlng

"Cosby" and all that or BET (Black Entertalnment
,;Telev1s1on) L v 2



"f,*Dlscuss1on of Research Flndlngs, Methodologlcal leltatlons,t

"Jﬂtareas.

ﬁConclus1on,

"QThe flnal chapti"enta1ls the conclus1on»and'd “cusﬁ

~;fperta1n1ng to research‘flndlngs hefsect ons‘included are-

ﬁ’[fResearch Conclus1ons,.Future Prospects,‘and C1051ng

:Commentary

Dlscuss1on'of Research Flndlngs‘fu-rrphp\fs,ﬁﬁv-

U

The flndlngs support prev1ous research 1n the follow1ng:fx

1, Afrlcan—Amerlcan college students prefer ; T
[v'_‘Afrlcan— ‘American advertlsements to all—Whlte..n.-”
. Both Szybillo and Jacoby as well as Schllnger
-~and Plummer found-a strong preference for DR AR
,,ﬁadvertlsements that this audience could relate IR S
. to. .Not only was there-a clear preference, " but~~~' nEL
ficpurchase decisions were based on the 1nfluence
~of the advertlsements shown in. Schllnger and
-»Plummer s study i e -

2. pIntegrated advertlsements are acceptable 1f
Ll equal- representatlon is: present.; The .
- response from the African-American males SO
,,ksurveyed in. Szyblllo and Jacoby s was the same.‘;f"“*'w

’3;,»All Whlte advertlsements were least favored or
wrecelved neutral responses.f The neutral
‘response. supports Solomon, Bush, ‘and. Halr s
~study of purchase behavior in the Deep South. :
_The study found that African-Americans observed = - .
- . reacted neutrally to all—Whlte p01nt of purchase’f_f*V%‘
{;"dlsplays.'“ SR ; R o , i

d ‘Responses support Roblnson and Rao s clalm that A
’*‘QjAfrlcan—Amerlcans :do not:. des1re to be . i
”pWhlte.‘. On the" contrary, negative responses : §
‘“were.given to inappropriate models or models who '
. d1d not 1ook Afrlcan-Amerlcan. i




‘Lfé.huProducts percelved as quallty were glven hlgh

- ratings. Purchase de0131ons were based on brand',.wf~

. [recognltlon.__fw»

Nngersonal appearance is very 1mportant.,
qrj'Clothlng,_partlcularly brand name - EERAr A
© v (status). 1tems, contlnues to be heav1ly g
*rpconsumed : £ : . e
As c1ted by Roblnson and Rao, llttle research has been -
1conducted to 1dent1fy the sub segments w1th1n the Afrlcan—"
“lAmerlcan consumer market. Also, research has: not kept pace -
| *;w1th the educatlonal and soc1al changes prevalent in thlS
h‘market.s;f’”b
Flndlngs dlvergent w1th prev1ous research suggests thet
ifollow1ng e T

‘fIncome and s001al status are. perhaps 1mportant

"gcons1deratlons. ‘Products or brands perceived as too -

;,Qexpen51ve would not be found attractive by a
,ipartlcular segment such as college students..

,&Celebrlty usage may be more effectlve w1th a
'W-tpartlcular age group _

3 }Tradltlonal values and- perhaps sp1r1tua11ty are | ‘
~ important con51derat10ns inappealing to. a. segment
‘5of the populatlon such as: these subjects.
'v":General market campalgns are. not effectlve _because
they don't include the- language of the African-
‘H‘Amerlcan.‘ These campalgns also often feature - - _
EvAfrlcan—Amerlcans 1n otherw1se less 1mportant roles-
Methodologlcal leltatlons - | |
"[r There are several llmltatlons that warrant notatlon
k here.; Runnlng several focus groups to 1ncrease sample 51ze~

to flnd demographlc dlfferences, for example, would be



oz approprlate.‘r

t*‘fjprevrous research, are not class1f1ed as average consume:s”

‘A hlgher level of statlstlcal analys1s’would gler

’ntfffurther 1nfo mairon from thlS study.»

Flnally,‘another focus group fac111tator, other than

fthe author, would assure non—blased responses.uwfhf}
Research Conclu51ons

The research concludes that Afrlcan—Amerlcans"have

‘uficlear preferences. They want to be dlsplayed 1n p051t1v

They want to be featured 1n5a1

?roles and more frequently;;

nlimedlums.. It 1s 1mportant that thelr 1mages are :relevan
:ffﬂand deplct reallty., Famlly and church remaln the foca17

'zyﬂpOlnts of the Afrlcan-Amerlcan communlty.- The accura e ;,QT”

,[yeffectlve., Flnally, the Afrlcan—Amerlca

tot,_av"lﬁ

acceptance,

7[fsoc1a»‘”hange 1s necessary.,fﬁsf 'roup, they“strlve to be

'”recognlzed as a unlque body of consumers w1thJspec1f1c‘“

tjrpreferences.



'1~f*advertlsements 1s pre 1ca

N S | Future Prospects
d"dadvertisingﬁaff:;;f:;d'tfe

:f*and str ggle:~”‘ Kassarjlan s ear11

p051t1ve change,

'rm;predlctlons that the"presence of- Afrlcan-Amerlcans 1nw

'd‘on soc1al attltades contlnuhfff'

"z'rlng true.;h It has been more than two decades s1ncevhtvu"gu,agﬁw

nﬁresearch, yet less than three percent of all advertlsements S

j‘feature Afrlcan—Amerlcans.,'In an 1ndependent research

Lstudy, Djata v1ewed telev151on commer01als on the three"

;flfmajor networks.w For 11 hours, in 2 3 hour settlngs, he

\,found the follow1ng data-f“Vlt"'

'"7f;W?2297Wh1te males (featured)r'representlng 54° (of all l'frﬁf?i
Ci “l{commerc1als analyzed) PR . e

v'fiISGjWhlte females,’representlng 379ﬁ33ﬂ

._ZS»Afrlcan—Amerlcan males,;or 6° f ey

‘QTﬁlOlAfrlcan—Amerlcan females, or 2°;

'lTJ:_Z”Orlental males, or‘.S%ﬂé

Vﬁf{i;Orlental female, ‘ ;é%ld‘yihdﬂ\

:h;Proportlonately, Afrlcan—Amerlcans represej‘“lZ%'ofthe~f
'JV"U. S. populat10n.}~ni;ﬁf'f'db' | '
4 Further data found that Afrlcan-Amerlcans were morefffﬁ“

‘ ‘often shown 1n food commerc1als.M Rarely was an Afrlcan-"'"

- leata,l"Madlson Avenue Bllndly Ignores
"~ Consumer,f BuS1ness & Industry Rev1ew, lO.







"fvlnumber of promotlonal campalgns desrgned'for,Afrlcan—’,

'?Amerlcans.-3f“f

«1~Amer1y

'ffJAAMA founders assert that there 1s st111 very 11ttle

‘.;fto do the jOb. , arollne Jones, of the Carollne Jones

sngAdvertlslng agency, is foundlng board member of AAMA S

' yOne such a ency, the Mlngo Grou

":[ Afrlcan—Amerlcan advertlslng agency experts have

' recently ylelded to the call for collectlve act1on by]tx

,vestabllshlng a type of watchdog organlzatlon., The AfrJ.ca:__w

{n Marketlng & Medla Assoc1at10n was organlzed becauseﬁ

the 1ndustry contlnues to do a poor jOb 1n addre531ng thef;fg""”

"ﬂQneeds of the Afrlcan—Amerlcan consumer. The premlse 1s- let?ls;fff‘

"the Afrlcan—Amerlcan agencres sell to Afrlcan—Amerlcans;

'Gf{Why° AAMA belleves that Madlson Avenue s general campalgns

'are not effectlve. kIn a recent Los Angeles Tlmes artlcle, i7f7i;“' |

"451nformat10n about the Afrlcan—Amerlcan consumer market.yf“'“”

LyThey hope to remedy thlS by attractlng the dollars necessary‘fi}f,k

Jones, the challenge has been a 1ong and arduous one, yet
’_she belleves 1ts one that can be ea511y remEdled.“"It S‘V“'




"'freally no mystery how blacks feel about products.

’dfhave to do is ask them," she sa1d.3{!l

Bll you

Another attempt at collectlve actlon dates back to fg;;bf7fﬂ'

R 1981, when a group of ha1r care companles jOlned to create
"“and market a prlvate label POWER or People Organlzed and

‘.*Worklng for Economlc Reblrth a1med at keeplng Afrlcan—'“

fyAmerlcan consumer dollars 1n thelr communlty. (ThlS conceptnflffl

"1s based on Musllm leader LOUlS Farrakhan s self help K

v:;phllosophy ) POWER represents Johnson (Chlcago), Pro—Llne

‘(Dallas),.M & M Products Co (Atlanta), Worlds of Curls (Los W,r
’Angeles),‘and Austln W Curtls Laboratorles (Detr01t) vhe:
"Welllngton Group, located in New Jersey, manufactures and .

‘:fmarkets the prlvate 1abel., ‘ | . ‘

A dlvers1ty of products are marketed under the POWER
label. They 1nclude.’ toothpaste, mouthwash detergents,
tissue, foodstuff, and baby products., A marketlng strategy o
”,blmplemented by the Welllngton Group is consumer;

‘ membershlp.4

3Bruce Horov1tz, "Ad Group Hopes to Show How to Sell toff3v~”

~,B1acks,ﬁ Los Angeles Tlmes, 6 October 1990, D2.

. "54—¥¥,""Black Marketers Push Power to the People " .
R:Advert1s1ng Age, 16 September 1985, 96. ‘ , N

9%



01051ng Commentary

‘ The common thread of 1nformatlon, woven throughout the f»'

'"the51s, is that the Afrlcan-Amerlcan has played“affﬁgﬁ?
s:substantlal role in the h1story of advertlslng,};Despitthheffgf»
rtrlals and trlbulatlons of 3001al 1njustlce and racism, the.tii”
successes are numerous. The Afrlcan—Amerlcan s r1ch past as;”h
_‘farmers, carpenters,.newspaper and maga21ne publlshers, halrd

' and skln care manufacturers, 1nsurance agents, advertlslng
Lagents, for example, contrlbuted to the esteemed advertlslng‘
”rlndustry as 1t ex1sts today." However, thlS very 1ndustry

‘"falls to fully recognlze the‘worth and 1mportance of the
_Afrlcan—Amerlcan consumer market.; When contemplatlng the
5reasons why, I am perplexed.‘ I am angered and outraged.
"ljamaa mlddle—aged, m1ddle 1ncome, educated.Afrlcanj_ﬁ

Americanifemalerf.l‘have‘been'a‘1oyalfpatron ofvcertain R
R products like Campbell SoUp,guntll}I'embarkedaupon'this,
project;'.I‘have.since notfpurchasedfCamphelthoupdbecause:

of its'earlierrdiscrimination against advertising;in Ebony.
"‘As I proposed the questlon of why to the group of Afrlcan—’]f”\
Amerlcan students who part1c1pated 1n the focus group study,‘

lthey too were appalled to learn that ‘they have largely been -

",1gnored as consumers. They also expressed dlsmay at

"1learn1ng about the early trade characters, such as Aunt
vJemlma, and how these stereotypes represented the domlnant
'_portrayal.of»Afrlcan-Amerlcans ﬁor decades.‘ ThlS dlscusslonfv-3



| fled to the questlon, what can we do° The anSW§#1;e¢énomi¢:Q

',lempowerment."”

Jesse Jackson s PUSH descrlbes economlc empowerment as ?

“lselectlve patronage.. The Selectlve Patronage Coun01l;of§5'5'nr -

Operatlon PUSH, organlzed 1n over 50 01tes, promotes

”ﬂ:‘;“selectlve buylng campalgns agalnst any company that 1s

dfunfalr to the black communlty 1n 1ts hlrlng practlces,
“Efadvertlslng 1n black medla, and 1nvestments 1n black [‘i};»gf“f
flubanks.95 o . | “ | \‘}}
| | Thlsbstrategy,:though not new, 1s one that has becomeVH»
bfeffectlve ammunltlon for Afrlcan—Amerlcan consumers. Most

f;recently, the NAACP launched a boycott agalnst the athletlc R

'”Pdshoe company NIKE The Oregon based f1rm was spendlng a

o fmeager percentage of 1ts multl—mllllon dollar advert1s1ng

'7ylbudget on marketlng to Afrlcan—Amerlcan consumers. ThlS wasv

;iddesplte sales show1ng strong patronage from thls market."

:f-The boycott also 01ted the lack of Afrlcan—Amerlcan

fhlpr0f9551°nals employed by NIKE.f ThlS was a hlghly effectlve?SVﬂ

' icampalgn. Strateglst belleve, that follow1ng thlS effort,;f?':'

:;}[Reebok moved to renew 1ts commltment to NAACP s Falr Share gi

“fjgprogram. Slmllar to earller covenants,»the company vows to f:

SR 5Bennett W. Smlth,""The Black Economic. Glant Flexes Its}ftV:
_?Mlghty Muscles,? Bu51ness & 5001ety Rev1ew,,Spr1ng 1985, 35—w"'




',suppérﬁ:Afiican—American businessAas’wéllFas:community—basédf
"prégfams. . : L | |
|  Eé6n6mic emp0werméntgﬂ:Tb become‘fﬁlly:effective, ﬁhisa o
strategy requires_consciousneSsvraisinQ to the extent that -
'b’evefy‘African—AmEfiéén'consumer has tb realize thatihe or
she has ecbndmic'boWer,v Once acéomplishéd; the‘next Stép
fequires_colléétive aétion.‘ By means 6f joining tOgethéf,
_ effective chahgeyﬁili happén. This is one way I believelthe'
advéftising_industry will not only bégin to recognize the )
contributions and role of thebAfrican—American in its
history, but will also begin to fealize this market's full"
potential. | | i

Postscript

This documentary serves as a beginning. It serves 35 a
meané_to include the contribufibns-of African-Americans in
the study of Marketing. I challenge the individual who
‘reads this thesis, to challenge the educational system to
include the contribﬁtions of all people in ail aspects of
study; 'Withouf this inclusion, it is a disservice to all of
~us as it preéents one side of a very richly decorated o
picture. Finally, I éhallenge you, to pick up where I'have'

left off.
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_Sasson,:featuring‘;hé'Réshadﬁﬁamily,_

One.  Ad #1
Tog0r

1X

3Append

r

March

GQ,




Maréh 1990.

GO,

jeans,
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~Guess

Ad #2



>4 SUNGLASSES BY
'BAUSCH & LOMB

The world s finest suuqlassm

Ebony May 1990.




”,‘Ad #4-U.S. Armed Forc;_ Ebony, March 1990.






_t,(i wea

specially - <
; d ﬂicqars‘.

agrance for women inspircd by B

Ad #6-Introducing "Undeniable" by Avon, featuring Billy Dee
williams, Essence, May 1990. '
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Hay 1990,




mduﬂ‘ebne]lrgedlut Coke with 100% 100%

o One calorle. Just for the taste of lt'
Coke* and "dlet Coa-Coll'm reylstaed Mdemirks ol

mc-;a-w-ampcny. ©1968 -amcm- :

and u.e

The

rormbmnau, seetening ing




Ad #9—Ray Ban sunglasses by Bausch & Lomb, featurlng Orel
Hershlser, GQ, March 1990. ‘ P _ _




o - FOCUS GROUP RESPONSE SHEET

Demographic Data:

What is your age?
What is your sex?
What is your ethnicity?
Do you attend college?

Directions:

You will be shown nine (9) print advertisements, taken from several
popular magazines. For each ad shown, please indicate the AD #
(i.e. # 1, 2, etc...) and answer the four corresponding questions
as the fascilitator reads them to you. (Note the following scale.)
After the set of four questions have been answered, you will be
asked to discuss your answers.

Example of Scale:

1...0.02000003000..4.....5.000060000.7000..8.....9
l |

One of [ One of
the worst I've seen Neutral the best I've seen
Questions
1. AD #

Q.1 How would you rate the appeal of this ad?

Q.2 How would you rate the models used in this ad?

Q.3 How would you rate the colors used in this ad?

Q.4 Would you buy this product? (Y-yes, N-no, NS-not sure)
Comments:
2. AD #

Q.1 THow would you rate the appeal of this ad?

Q 2 How would you rate the models used in. this ad?

Q.3 How would you rate the colors used in-this ad?

Q.4 Would you buy this product? (Y-yes, N-no, NS-not sure)
Comments:
3. AD ¢

Q.1 How would you rate the appeal of this ad?

0.2 How would you rate the models used in this ad?

RN

Appendix Two. Example of Questionnaire. Part One.
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" Questions cont'd: ‘-

3. AD # 8 S S

Q.3 “How would you rate the colors used in this ad?

. 0.4 Would you buy this product? - (Y-yes, N-no, NS-not sure)
Commentsfb . o ) .

.1 THow would you rate the appeal of this ad? = - -
- Q.2 How would you rate the models used in this ad?

0.3 How would you rate the colors used in this ad? .

Q.4 Would you buy this product? (Y-yes, N-no, NS-not sure)
Comments: i : . . - :
5. AD §# - ; o o L

“Q.1 ~How ‘would you rate the appeal -of this ad? :
Q.2 How .would you rate the models used in this ad?’
~77Q.3 How would you rate the colors. used in this.ad?-
0.4 Would you buy this product? (Y-yes, N-no, NS-not sure)
-Cominents:’ e ) L ) : S .
6. AD # ) - o N } -

0.1 "How would you rate the appeal of this ad?

Q.2 'How would you ‘rate thé models used in ‘this ad?

0.3 'How would you rate the colors used in this ad? 3

0.4 Would you buy this product? (Y¥-yes, N-no, NS-not sure)

" Comments: _ - T L : i :

.

AD § S R : . S

. Q.1 "How would you rate the-appeal of this ad?

Q.2 How would you rate the models used in this ad?
) Q.3 How would you rate the colors used in this ad?’ :
Q.4 Wwould you buy this product? ' (Y-yes, N-no, NS-not sure)
Comments: L . iy . o

 Examplé of'Quééfibhnairef' Paft_Twog
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Questions cont'd:

8. AD } L
Q.1 How would you rate the appeal of this .ad?

Q.2 How would you rate the models used in this .ad?

Q.3 How would you rate the colors used in this ad?

Q.4 Would you buy this product? (Y-yes, N-no, NS-not sure)
Comments: N . . . 2

|

17 How would you rate the appeal of this ad?

2 How would you rate the models used in this ad?

3 How would you rate the colors used in this ad?

4 Would you buy this product? (Y-yes, N-no, NS=-not sure)
t : '

In your opinion...

1. _are the images projected appropriate?

N

what would you like to see in future advertisements?

what is your favorite advertisement?

Cw
.

4. why is the advertisement noted above your favorite?

5. what is your least favorite advertisement?

6. why is the advertisement noted above your least favorite?.

“THIS IS THE END OF THE FOCUS GROUP STUDY. THANK YOU FOR YOUR PARTI-
CIPATION IN THIS PROJECT. - PLEASE GIVE YOUR COMPLETED RESPONSE SHEET
TO THE FASCILITATOR BEFORE LEAVING. - - -

Example of Questionnaire. Part Three.
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- Appendlx ‘Three. - Focus Group One - =

”VfFour Partlclpants.f-fffff?~<¢.**

Afrlcan-Amerlcan Female R
African-American Female .
- African-American Female,
Afrlcan—Amerlcan Male

L ““7Fa0111tator (or F) | As part of my thes1s, I am con—v”f*:]:;iv
Jductlng a focus group study, using’ ‘print advertlsements that;:ﬂ»ﬁ- '

.- appear maga21nes. I am asking you to answer. the: questlons e
- ~..on the response: sheet. Please use the scale, it's a one to .-ﬁ'

nine. scale. One represents "the worst (ad) I've ever: seen,

"~;You have a lot of leverage in that flVE is neutral “So 1f_

it's a bad advertisement, but is not the worst, you. mlght
',select 2 or 3 and then when' you look on the: pos1t1ve side R
~where the nine represents "one of the best (ads) I ve seen, "_"

. you have the same flex1b111ty.‘.n

L I w1ll show you a total of n1ne prlnt advertlsements B T
©and- ‘'you will be asked the same questions’ for each of the ads = .
- .shown. You'll have the opportunity to comment after you o
- have seen each ad. If you have any questions: anywhere along .
the line, please bring them up or if: you have ‘additional R
comments . or if you find something that 1s really dlsturblng
“or really p051t1ve, please mentlon it

Y Please take a minute to flll out the demographlc data.v“wh
» If you would like me to use your name, you. can wr1te your
- 'name on- the response sheet.

: ' I don t know whether you - reallze 1t, but today s g s
‘»Afrlcan—Amerlcan consumer market’ represents $300 billion andﬁ
© ‘many advertisers still haven't gotten around to seriously " ..
~looking at targeting their’ advertlsements. Unfortunately,. it
.~the tobacco and alcohol’ manufacturers are the ones making , .
- the: greatest progress and what they're d01ng is advertlslng S

. vices. 'In terms of mainstream advertisements, however, you .

©will find that very few of them target the Afrlcan—Amerlcan Nf“ -
jconsumer market. i : o Fali T

: I am 901ng to show you a serles of nine ads. I am e
going to read the questions out loud and ask ‘that you please‘in Y
indicate the ‘ad number for each .ad shown. If you would. like "oy
to look .at the ads closer,'just let me know and I will pass =
- them. around - the room. ~-Again, this is a random sampling of L
_~advertlsements.‘The questlons for each of the ads are the ,;jj'”




]»}same,.so 1f 1t gets a llttle repetltlous please bear w1th ;ﬁiff
.ome., S S L o i ; : .
»F._ ThlS is: Ad. l, representlng Sasson clothlng,

’vcasual This. ad is out of GQ magazine, ‘March 1990. On a | 50
scale from one (one being "one of the worst I've seen") to

nine (nine be1ng "one of the best I've seen"), how would" yougf;'

 rate the appeal of: thlS ad. In other words, how attractlve

| :lls thlS ad to you as an 1nd1v1dual. (pause)

Questlon 2, on.a scale from one to nlne, how:would:you,.,,

~[1rate the models used 1n thlS ad? . (pause)

- Question 3, on a’ Seale from one to nine, how would you
: rate the colors used 1n this ad9 (pause) S e

o Questlon 4, based on your responses to questlons l‘ SR
*lthrough 4, would you buy this product. and please answer Y . oo
for yes, N for no, or NS for not sure.: Please take the~‘

'-,;llberty to comment.,

,Ad l (responses)

; .‘~R_2."I llke 1t, I really do. I like it because of the -
family. To me it represents the family. It's not just one
person.  You know:because in the Black family, people
always assume that there's a one-parent’ family, so here
they' re showing that there is a family unit w1th1n the Black

"~:race. I don't: necessarlly like the clothes.

_ R 3.( I agree, that" s what caught my eye the whole
~family.. - : v ,

':F.f So its not necessarlly ‘the produCt\here?,sWhat
nabout the product'> : o R B :

v R1."T don t like Sasson{,tlts too White. Itfjustl
~doesn t look natural to me, .00 s

4 F. What 1f you were selected to do the modellng and eS
"'you were wearlng the clothes’ SRS .

f R 1. I would do. 1t if 1t were my job.,'lt S juSt .
fanother product. I have seen this ad in GQ and I was more
~ taken by the characters, the people portraylng a family and

'7‘they are a true family and I'm fascinated with the stars so

- I 'was attracted to thelr faces rather than to what they were*:
_fwearlng.,‘," : Sl : »
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';trendy these days{”xsource again is GQ. (Afte
;_jquest;ons{asked omments. .number 4

,Cﬁsell'and T wouldn t" wan
_‘a top on 11ke what they have on.ﬁ,-f"
tr

, ‘ Black face in there and that goes to
‘you tha ‘not...we are just as: much consumers ‘as theyh
In_fact,'I bought a_palrbof Guess jeans yesterday and




PR What about ‘the fact that you very rarely see Black.j;; R
'lggmodels advertlslng Guess jeans7 B . , ST e

: R 4. They clalm that to be the most expen51ve.'”"‘

R R l.g I know' that for a fact (Black models are’ not
~used). I'm always looklng in maga21nes.; If they have
:; never seen one.ov- ‘ , . : -

SO number 2’ b91n9 that YO are a Black ‘consumer andf}ﬁﬂ

"fﬁfYOu represent a certain percentage of that $300 b;ll;on

’7fth1ngs. Well, I get my things on sale" anyway at downtown

fV.market how does thlS affect your buylng hab1ts°

R 2. I have a problem w1th them not u51ng Black mode15“$:.

,and everythlng, but this ad I don't really see anythlng SN
wrong with it. : He (R 4) was saylng that they re using. sex T
to sell, well that's what everyone is wearing. I mean those’gy[j;.'m
.~ kinds of" tops and those jeans. So I just think that they re .o

using today s styles and showing the people the. versatlllty S
~of these jeans and the many different ways. you can wear
o them., ‘The- models don t- look that good though.“ (laughter)

*fﬁgWould you purchase the'p.oduct°

y'R 2 Not based on thlS ad no

‘ R 4. I bought a palr of Guess jeans 1n 1987. I had no*fbﬁ
',fldea (that they ‘were a popular: ‘brand). I had - never- even o
 heard of Guess Jeans. I bought them because they were s

marked from $65 to $25 and could wear them. After I bought
- them and hemmed them,. they (friends) would ‘say, "Oh ‘Guess

‘jeans! Where did you buy those jeans." I'd say, "What are
. Guess jeans°"» I bought them by acc1dent, because I could
f'afford them. (laughter) . _

R 3 Well I buy them all the tlme. I llke good sale’v

”vCooperv1lle in LA with my. relatives. So for us it's like- aji?ﬂf» -
nelghborhood thlng. -All my nelghbors and our kids," that s(.ﬁ:F'

“"7fhwhat we wear. Yes its true and sad that our parents say .
. that we never see any others. buying Guess, but. it's a good,‘*gﬂg;
~.product and if I ever have any problems with my Guess jeans, = .

‘"’fﬁfthat s why I buy them.{wf%~

”‘;ffrepresented...{t

I just take them back to. Broadway (even if I didn't buy them L
- _‘there). I haven't had any problems”out of that product,«- .

F.g And its not as 1mportant to you that you re not




stand by 1t and when I go to Broadway, -h :
£ 0.say- you;re Black we can'”

_f" o : Ray Ban bra d]sunglasses.vSource j7”"vy
v'; E;_9gz, May '1990. Agaln, I'm going": ‘through the same set of
|- dAvestions. (Questions presented ¥, Ay comments...number

R 2. Yeah.

R 4 Well, I don"’"

:ﬂfﬁf"Joe Smoe.". It's Just a top otch product BeSldes he s not - s
“[u901ng to, be wearlng Ray Ban' s playlng baseball.z I'm. saylng e

Ah{To me the Colofsja:e real dark.a I mean hlS Skln‘
1y that“color}' but.the“background is- real*"t

A R "I thlnk “the colorlng is: good con51der1ng he has
__the wh;te unlform w1th the black stripes. Plus his. teeth
’ ‘ **Iflike hls whlte teeth.1~hﬂ

d. Here's ad number 4,
_and taken from the‘Ebonz '




fgffor some reason, it. just didn't. make me want to,read...WI

'd'ﬁf,preferred a sllghtly darker sklnned Black person’

ffywas the fact that the brother is" wearlng academlc regalla.

‘Lj'refreshlng to see was the brother ‘shaking the White boy's
- hand as. opposed to. a. Black high" school graduate shaklng a.

B R l When I flrst 1ooked at the ad, I dldnut:
_ the Black man until the last It wasn't'a ‘draw to my eye...
gbecause he's not very dark Not ‘that he has- to be dark
We're not: all ‘that dark - and we ‘re .not: all that i

But

: hmean it doesn't draw my attention anywhere and I didn't
. notice that it was Armed Forces untll you...untll I looked
'oyerjat the last mlnute.[“ o RASCRINE SRR o

S ,‘3 R 1. Yes. TheY re trylng to promote the US Forces ander‘Ie
“college.- I guess they're trying to show that Black and '
v»Whltes the armed forces perlod'r T

R 4. Well, the flrst thlng that caught my attentlon f

He does not have-a Ph.D. He has a master's’ degree.; ‘What's"

jwhlte administrator's hand as to- 1mply that- the only way" forv;

" a Black to: go to college is with the GI bill and go to the

'ji.ls a very good advertlsement, very 9°°d'

lk#;my eye was the man in- there., He doesn't. look llke he- 1s allg
" Black and ‘she- doesn t look like she's" all White. So; " TR

P?_{two Blacks.; I just like the fact that the White and - the
~~“Black are- mlxed To. me Ebony...I mean I know: ‘that we' re an

" army, which is not exactly the most sterling branch...but 1tgiaxlvw

R R 2. No comment....I was Just trylng to flgure 1t out.mm
- If the glrl was mixed? I couldn't tell. What first caught

"'thlnk they re trylng to get a good mlxture 1n there.,_

R 3."I don t llke that ad because 1trshould have bee

@1ntegrated s001ety, but I Stlll don t 11ke thlS ad._;

C R 4. You" I thlnk there s an assumptlon here...I
;j]thlnk we - all assumed that was Joey's big- 31ster, when in-

’fﬁq“fact that could be . Joey s glrlfrlend or .one of his frlends T.Pf

who ‘was' at the. graduatlon with him when he walked up to

"inwhoever this man is to be congratulated “So'‘we're assumlng'.#uwf»w

-~ that this is’ Joey's b1g 51ster, when in fact that may not

t-i ’1ooks very Black.

© be, because she: doesnut look 11ke a Whlte glrl at all “She -




R ”R”i.. Do you thlnk that when advertlsers¢looklfor Whlte"V"
xgmodels that ‘they look - deep» I mean-are hey 1oo”1ng for B
”blue eyes and blonde hamr’ S i B

R 4. She 1s not Whlte.

‘:*3;R»21518he is Mex1can‘or_0r1ental

R 3.¢;I'th1nk all three people 1n that ad should be S

7f‘Black ‘because it came out of Ebony. ' Ebony is an all Black wi

vjmaga21ne, but I' d like to see some ‘Black men in. Guess‘jeans

'fmaga21ne. When I look in there I expect to see all- Black - o
1faces. I thlnk .other races should buy our maga21ne, because* S
“our hlstory is rlch., We're d01ng a. lot and our: race is ol
‘;,Stlll continuing to- cllmb up. that ‘ladder. . ST ,ok at
fr;_Ebony I just thlnk of Black faces... i

o R l Well that s how they re 901ng to feel about o
;'Guess jeans, if they re .going to- put thlS in GQ. Well, you
~'see I want to be in GQ too.: That's a White upscale B

. in GO maga21ne. Now I don't have to. have all Black peoplen
~in one ad. I don't, but what does bug me is when I- buy.
" Glamour maga21ne I want to see. little. beauty tlps just 1like"
T see in Essence.. I think they could 1nclude a Black in
their maga21ne here and there...salt and pepper 1t a llttle

i ‘.‘jblt.

: “F. Ad number 5,‘represent1ng Saks Flfth Avenue out of
Travel and Leisure maga21ne. ‘One,. how would you rate the .
, ;appeal of ‘this ad or: how attractlve 1s 1t7' (Questronsv‘”i.'"

| “‘_Ad

o R 4 ‘The flrst tlme T went to Saks Flfth Avenue, was
when I was going to school in Plttsburgh in: the late '70s.

~.and I was very: taken by Saks.f As expensive as the items S

. were, I was very impressed with the quality of their mer—'“”
w;gchandlse 11ke Bloomlngdales, B. Altman.. ‘All those stores
“are: ba51cally the same. - The quallty of the merchandise is:

.°kpretty much for your: mlddle income group who can afford to .
“puy -there. Apparently thlS famlly featured can-afford to.

'?wauy there‘..lf they're a famlly. They probably live in a

 pretty ritzy area and f1nanc1ally the dad is probably pretty]*ﬁ[: i
. successful ‘with whatever he does. - The mother is probably ‘

“the good old trusty homemaker. That 1s the trend for the .

‘women in the -upper classes. Al

CREBST- RN







'RJZ I llke 1t' I 11ke 1t because 1t has a Black man ;t"a

~as a spokesperson for this: partlcular product and in the

. background they have not only a Black woman, but a White sf}7fﬁu'
‘woman as well. They can be- attracted to him just’ as much as.

jjthe Black woman. Some people way. that that's promoting -
"1nterra01al marrlages or whatever, but I Stlll llke 1t.;_

:* R l In fact the Black woman 1s next to the Black man.yy"h

VThat s what I llke. _ o
';»R 3. Yeah, that s what I 11ke.r'

, BJRY4  No, the Black woman 1s standlng behlnd the Black
i man'»(laughter) R , UV ‘ . _
, R 3. But a few more tr1es she w1ll be' ‘

, R 4. 1 do not llke Billy Dee Wllllams at all In"'
fact, I think the" best. thlng he did was "Brian's Song."
Beyond that and the role he played in "Lady Sings The .
Blues," but beyond that all the chemlcals in his hair...I. . -
don't thlnk so. I-don't like him. I deflnltely don' t llke
hlm.»'~ IR A A S i .

R 3. He s ‘a lovely Black man'
R l Um, hum" -

‘ “ F. Number 7,>represent1ng Kodak fllm taken from
Essence. (Questlons asked ) . _

Ad. 7

R 3. I like that ad. Te's o pre01ous. T like

~'babies, espec1ally if they re not mine! This little girl-

'1? products.‘ It supports peace or harmony.

.~ Jjust caught my eye. She is so adorable. She's a baby, .
she's Black, she's with her mother. Also this llttle Whlte
girl Caught my eye.r Th1s is just a good ad._

8 R'1. I like the 1nterrac1al It is warm.~ It is oo
v,peaceful I like peace.. I'm not very...I mean-I am into my
~race and I would do anythlng to promote it, but as afar ['
"aS...1'd rather see us as all one. I could live in my own.
country, but I'd rather live together. I like. ‘the mlxture
and I like the ads to show that we can all use. the same

i

- R 4. T don t know about it supportlng harmony, but I
V.thlnk 1t is 1nterest1ng that it was. put together 11ke that.
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.‘_MVery tasteful In fact,_I llke Kodak and wouldn t care"
»gﬂwhose plcture was on the advertlsement o

= advertlsement. , ' ] . .
T%fand whether I. can. afford it. That's what I base my decision - S
~.ony. not because it is ‘Bill Cosby or - Phy11c1a Rashad and’ Davefnnﬁﬂs5'~
Wlnfleld.\ I buy thlngs that I th1nk are very tasteful and

Coa e Ry -.I 11ke thlS ad because 1ts shOW1ng a 1ot of »
.gcholor,f eal beautiful- coloring and its got all:-the: little -
~'.'Black kids and White kids and a11 the beautlful colorlng ln

'5fthe background., Its saylng no

but not dlet Cok'

:I»llke coke,

:ﬁ;(anyway, but I guess 1ts Just fof the uwowwof ditum I guess
”}you don t have ‘to be all that sklnny to be drlnklng dlet

vifa“bracelets I thlnk.lt s just a blt much.f They could have
© just: had an. ~average. Black woman...or an- average Black. model S

- like one of us, dressed casually with a diet Coke in her ..

"yf”hand.w But I th1nk that's a blt overdone._ We re not g01ng

hthlnk that she s Black »[thmy;cpﬁﬁ 1t ‘

ﬂ‘*?fg01ng to cramp-h*r style.‘




ff_?,She belleves in worklng.

..:f-to llke 1t.u You can be th1n and Stlll llke 1t.m-

y"fpcut 1t.fih

"*E;Z‘Ad 9

"f_ players wear. Ray Ban glasses.ag~j

ooatall.

R 4 What that shows 1s that she s very enterprlslng.bfgo

R 3’E Yeah, that s a good way of 1ook1nglat 1t

S R 2. vabdon t know...to me. 1t looks fake. She 1ooks
‘5too made up._QIt s a dlet Coke._;a;-d_ o : .

'R 3. But she looks 1ike you don't have to be on aid et

R 5R 2 Dressed llke that, 1t ‘seems . that she should be
. out at a partyvand drlnklng d1et Coke 1s just not gOLng to

R l. She could be a model Ouﬁjéﬁfﬁkshbbﬁfénaitaki@éfa;i;ﬁ o
- R 4. 1 don t l1ke that outflt at all éhe'is not' :
y‘attractlve to me, but she is- attractlve to. a certain typef

~Well, I am very conservatlve and she looks more. 11ke a

'5F;' Number 9, thlS was taken from GQ ,x(Questionsz

?7asked )

L R 2.? Looklng at that ad, I am - real pleased to see that,‘f

T_Ray Ban is ‘saying that: ‘the product is. not just for. the ellte“
- people but for good people like baseball players.a I was .f
c looklng at Orel Hershiser and he's a real good. pltcher and -
...Dave . Wlnfleld is a good. outfielder . and so”~good baseball%%

o R 3., I agree w1th number 2 _ 'SquStjseemfviikeﬁ
-repetltlous ad us1ng a Whlte personv R
.t' R 4 : We Stlll have the pseudo—projectlon‘that Yo havexhsu, i
_;:“to be a person with money to buy Ray Ban's...(i.e. baseball '

““player and male e1ther Black or”Whlte) and that s notvtrue

L R l.':I‘llke'the fact thatzthey have t?l same product
" using two different races. I like that. Other than that,
h. tlll thlnk that the background 1s too dark




o Oplnlon Questlons S R
B.; What about the 1mages prOJected°m5}'”

*erg 4. 1 thought they were ba31cally ok

“"F. What 1mages would yo 11ke to see°3'f
R 4 More everyday people.jf'
'R'3. I would 1like to see more Black people ‘in ads.

 There are soo many people who buy Guess products and you SR
- don't see Black people in- thelr ads. SE

{'R'2' T thlnk we could do somethlng about 1t, but a11‘Wé,ﬁa.f‘t

‘.do 1s 51t-around and complaln. t.
F What would you llke to see 1n the future° i~u

: nRe3.' More black people.‘.’r:f

o R 2. And not just baseball players...just regular
everyday black people. _

"R l And not . just around RTD time. I want'to see'them"

-whlle I'm watching Cheers. I want to see some black commer-=. . -

cials. ‘Not just wh1le I m watchlng Cosby and all that or .
vBET : . : :

F. What iSBYQur;ﬁavoritevcommercial?

: . R.3. ‘MCDonald's'L;Q.the onefwhere the little,girlllsgv

jumping double-dutch. To me it looks fun for one. For two, .

. you can tell that ‘McDonald' s is behind blacks 100% because: - ¥
‘they have 'a lot of dlfferent Black commerc1als.. R

't‘-F. What s your least favor1te°

R l.' I dldn t llke the Guess ad I thought 1t was’ too
'_sexual Sex has nothing to do with jeans. ‘I don't like to -
see any billboards that advertise people black, whlte,

‘ rhlspanlc, whatever, smoklng c1garettes or drinking. - They "

’,_are very negatlve eyesores or very negatlve v1sual clues. -

F. Has any commerC1al every really gotten to you
emotlonally'> R : , ‘ L

‘ ,f R 4. T llke the earller 501 commerc1als. In fact when
I saw the flrst commerc1al and the 51ng1ng...1t had a lot of;'

- 1_23.' :



“black people in it and the 31nglng ‘was S00 good. It'SOUnded
just llke it ‘was church It was very . tasteful L

, R 3. Calv1n Kleln jeans commer01al really made me mad{g
~ Some of his commercials were banned like the ones with

- Brooke Shields and she isn't wearing a top and it says: "how ‘df

- would you like to get into my Calvin's." I thlnk ‘that's
vulgar. He does too many weird things..... .
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faFocus Group‘TWva‘"k'”
- Three Partlclpants.e_y-m"

R 5 = Afrlcan—Amerlcan Male'
"R 6 -vAfrlcaanmerrcan Male
R 7 - African-American Male
Ad. 1

RS R 5.- This ad is about a famlly._‘It has a llttle

* family in it and that means a lot. That's a way of selling

the product in the sense that this family is wearing the
‘clothes, your famlly‘can wear them too.. The models are very
recognizable. Whether or not a celebrity is used, a . lot of
people look at how attractlve the models are. Besides, ‘
Phyllcla Rashad we see her every week on the "Cosby Show." *
‘She's been:.on the show for six years. Actually when I see
her, I look for Bill Cosby. I wouldn't by the product

though. I might buy it for my dad or my little sister, buth?'”

vyI wouldn't buy them for myself I 'm not really that

"‘famlllar w1th the brand.

, R 6 I like this ad ~ The colors they ‘use . are Very
nice. The famlly they use is very nice. I think the whole“
appeal is very nice.. They have nice models that are - ‘
presented in a- pos1t1ve form. The two people are = :
celebrities and I think that makes it more interesting and
the clothes look nice on them. I think. I might look into.
them:. I'm not a name brand person, but I like the way the.
Shlrt looks on him and I mlght look 1nto buylng the shlrt.

R 7. It s a nice Black famlly There are two stars
who are very classy, but they have a. down—to—earth look.
It's appealing to me. I like what Ahmad is wearing. Iu
~would buy it. Even if celebrities weren't used; I like the -
‘style of clothlng and: they 1ook attractlve and clean cut.‘

. R 6. I thlnk the use of celebrltles would make a
"dlfference. Flipping through-‘a magazine. and seelng a i
"famlllar face makes the dlfference I thlnk C : '

Ad. 2
‘ R 5. Guess jeans are real familiar and that's the’ohly
fthlng that stands out. But I like the models. I gave them -

- a nine (9 ratlng),vbecause they have sex appeal The. models
are there. so that people would notlce the Jeans more.



hflwouldn t want my mother,'s1ster,‘or 31gn1f1cant other

R 7 T thlnk 1t s a dlstasteful ad. I personally :

. running around looking ‘like that. The colors are dull" and'r

':fxuwork for me elther.;jﬁib_;_J T

biﬂgood. “Now the way "gquess Jjeans" is in red, that stands out

"unattractlve to me. .The black and whlte (colors) just don{tu

g_ﬁf R 6 a’Black:and whlte could work 1f the background was";
white, but the" Jeans and the dark background don't look:

~nice. I don't like the appeal: of ‘the ad, the way the women g
- are’ represented., Even though they are White, to try ‘and
- sell jeans I ‘don' t see why they have to. be half naked: and i
P really it doesn't seem like the empha31s ‘is on the- jeans.ahv"%”

~ Its on what do you ‘call that thlng that they have on...a:
;g_brass1er ‘thing. I think the ad'is des1gned to appeal more

”»'fto ‘men. than women...w1th those brassrer thlngs on.tf

T“Ad 3

R5. A lot of women think that he's (Dave Wlnfleld) a

'11f}séx symbol ‘A lot of women may look at it and buy-the-

. product for their husbands, but I wouldn't buy them for - .-
- myself. I don't partlcularly like that style. You have to .
o also look at Dave Winfield is an older man and maybe he -

‘f,plmlght appeal more to my dad. »

e 'R 6 : Actually those glasses would probably be better
»_than the’ glasses my dad currently wears. (1aughter)

-~ not a’ big sports fan and .I didn't know who that. was. So "

‘*‘that really dldn t have an appeal to me. S :

R 7. ‘The flrst thlng, I'm not going to spend $100 forvf_“ .
a pa1r of " glasses.‘ I'm also not a big sports fan and the = .
;only pub11c1ty ‘he's gotten was that thing he had with Robln'
.leens mother, ‘which was really negative. . Yeah'. -So that .
. would make it like, if you wear those glasses, uh! The ad

b.f‘glves him a playboy look, you know with the glasses and thatlg;,f

‘Y,great smile. I can see that as a ‘positive, because a guy ;
“seelng this ad mlght go out and buy the glasses 1n hopes L
‘-hthat 1t sparks hlS popularlty : S S .

» R 6. T would buy ‘the glasses, but I thlnk that by him - "
: ‘wearlng ‘them ‘wouldn't have much to do with it. I would buy -
~..them-as a.gift for someone, rather than buy them for myself
' The: glasses are: nlce. SROR I : : e
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. At thlS p01nt in: my 11fe, 1t doesn't'appeal‘to
S ,,“But I think someone graduating from'high school and not
l_gfknoWiﬁg#whatﬂthey're”going:to;do+'this¥m -k
The ad says that the Armed Forces can help you get al
tion. ' /' ' “;then readlng;

Ivthlnk it prOJects:akp
Vat one p01nt I d1d look 1nto¥1t.;‘

R : 2 : : The colorlng that they
:»usefisinlce. The people 1n';hea d are. nlce.¢ They 1look
. nice. But,‘the ad. doesn t appeal to me, because there's
{+?noth1ng in the adfth relates to me. Although 1t is a nice -

: S § Ilke or . .

"then you would havefgfyyfh'
”famlly plcture,.,“'




-;'allke or...* I just don“t 11ke the way 1t flows~and the way.'
‘the plctures are spliced together.; And the’ model]" ‘
. a;they re OK.: But, T don't really. get the p01nt they

. trying to make with the Black male in the front.__

- for a woman's: perfume, it doesn't: look like he's attracted
" to'the women or they! re. attracted to h1m.. o i don 't see ‘any
'”_%_connectlon.i If it was-a man's perfume or I was looklng for:

- a perfume for my’ mother, 31ster, or s1gn1flcant other, Iv,ym
“'would probably try to- get a woman's opinion, because it
- looks llke it's a nice perfume. But the ad, I don't care,;*‘

- for. I ‘don't see the 51gn1f1cance of using: Billy Dee

ijllllams.' Maybe he S trylng to lure the women to the

"Iperfume.*’ S : ‘ : S L

'be attracted ‘to buying the perfume, because of Billy Dee - i
e %Wllllams.‘ I guess he. endorses it and. they may .be attracted L
“.Fgukbut from my perspectlve he: could be left out., R ey

.~‘actually.* I can tell: that. I guess’ they picked him because R

. .supposedly everybody likes Billy Dee Williams. I think it' s_if T
© - funny that they would pick the White women. I think that's "
- interesting. I know that White women: look at Essence.kfI’wn”

L . -

R 6. I don t llke th1s ad that much

R7. I th1nk that from a woman's perspectlve they may !

R 5. Well, they use Bllly dee Wllllams as a Tuge 7

- know they look at a. lot of Black thlngs._ It would be. -

interesting to see-. thlS same -ad in Glamour magazine. ‘I*'w.
~“don't think Billy Dee' Wllllams would be standlng out in j o
i front. Deflnltely not' ‘ T v R B

R 6. I th1nk just llke number 5. They have the Whlte

women, because ‘they know that White women- look at the.
‘magazine. I think also: 1t might be a’ situation. where- they “.~: g
. want. to get Black people. interested’ in the product, but' they Ve
‘are not’ w1lllng ‘to use all Black models:in the . photo.~»:, PPN
_think that's unfalr. I thlnk Blacks would feel more. e
.fcompelled to use the product if they saw Black models in- 1t
. and I think. they would feel that maybe, you (the advertlser)
- would care a llttle more. about them buylng 1t. o 1 0

'R 5.“ The way the plcture S taken, they probably

‘tfweren t all together when they took.it. ‘These women:
'”probably ‘never met Billy: Dee Williams. . It looks: 11ke they

‘just laid him over the picture. Avon wants to catch some of

»the Black People w1th thls fragrance. But 1f it was a Mary
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T Kay ad,. I,belieye;itgwoulﬁfbé1ail"BlaCk maqé1é§~;1;;eailyfb jif-"

R 6. I would purchase the product.; I thlnk the 1ayout5¢,u

~of the ad is fine. I like the Black person as the focus.
~ It also has a Black celebrity as a focus. There's a nice

"_ balance with the mixed ethnic groups. I don't: think the =
plctures are all that great. I think I would purchase the LR

1‘product though, because I m use to good film.

. R 7. I agree w1th number 6. except I don t see why R

- they always have to use a fifty-fifty balance like with the

last ad. If it came. from a White magazine, it probably =
wouldn't have Blacks at all. That kind of turns me
off...but I llke the product -and would buy it. ot

R 5. Blll (Cosby) probably endorses Kodak,_so they hadﬂ."

. to put him in there somewhere. Just like about Phy11c1a‘
Rashad. (See comments pertalnlng to Ad. 1.) She's been
- seen every- week for the last six. years and Bill Cosby is

1like ‘apple pie almost. You can go anywhere in the world andlf‘

find someone who can relate to Bill Cosby. It gives you a
warm feeling...you know that family thing. His ads are
.domlnantly kid-oriented or family-oriented. You'll never.
‘see him in an ad doing. something like beer or something. .
His thing is like family, 1like Kool-Aid or somethlng. I
'would deflnltely purchase the product. e '

IAd 8

R 6. I would.purchase the product, because I've used
it before. But I don't particularly find the ad appealing,
even though there is a Black woman featured. I see her‘f, "
pictured more like a White woman,,because of. the way that .
_she looks....the kind of clothes that she's. wearlng ‘and her o
halrstyle (which is a weave)! (laughter) It is a very long.
one too! I probably would have presented a women that was
more business-oriented.. Don't get me wrong, I like to see
“Black people in glamorous p051tlons or condltlons, but just
‘the way she is ‘it looks like a White person. : o8

R 5. Well, I think their main objective was to show

this girl's waistline basically. 1 agree with the clothes. y_;,

‘The clothes are not appropriate. I mean they could have
‘thrown her in some jeans and a shirt and everythlng would
have been fine. The first thing you notice is her hair.



, R 7.- I thlnk the ad works and'the modelr "I think.
~ they're trylng to get across: that"she ‘has a nice: flgure, gt
’;because she ‘drinks- d1et Coke.-,I "gfthe overall appeal of
',,the ad works as far as.: I m concerned.ﬁf e , .

VAd 9

‘R 5. Where s Dave Wlnf1e1d7 They totally took thlS

" from a: dlfferent angle. It doesn't seem as...they put Blacklyﬁjjg

models in Ebony ‘and White models in GQ. Its also a.

different set of shades. It doesn t...I don't know. SeelngﬁﬁV‘
~ Orel Hershiser, it really isn't a. Black and White thlng, but .
' its. become more of a- baseball thlng. L1ke 1ts somethlng forjzyg,;:;f

vbaseball players-;g,fg

. R 7.f I don't know. I love baseball The appeal that”V;T,“ff*
o ~,Dave Winfield has and Orel Hershiser has, is completely - AR
- different. Orel's like the "good 'ole boy, "?"amerlcan—n=~"

b"’flaglsh" appeal and so it doesn't work quite as well. Orel

- . Hershiser has more’ popularlty, because he won the Cy Young fj’”h3ﬁi”

- (award)’ a couple of years ago and took the. Dodgers ‘to the

”37-»Wor1d Serles. But he doesn t have the same appeal for me-‘ff[f"“Lif

‘ R 6. There really 1sn t much appeal Out of all thatii‘f'wlfh

;“I ve seen today, this is one of the worst. Just’ the "good
'ole boy" image and he: really shouldn 't have a b1g picture;

"‘;because he looks kind of goofy. I wouldn't buy the" glasses,jﬁfwff'

,'If I was g01ng to. look llke that" (laughter)

.;_BOplnlon Questlons

‘ 7,'(Only one respondent elected to answer verbally. »Thepothersfﬁ”’b
':j‘chose to wrlte thelr responses ) s S TR

R6. T don t like ‘the way advertlsements have a Black e

.F‘person with one. llne or a person who simulates the Whites
r_(llke in ‘the dlet Coke ad, where there is a Black person, :
_but that person’ really looks White). I kind of like the TV

f_program “De51gn1ng Women;, " because the one Black character

xilwdbut acts Whlte.,l7ﬂ-'“..

© acts Black. He uses Black slang and basically acts like’ a=~¢“

- Black person and not like. the Bryant Gumble, who 1s Black




Focus Group Three
Two Participants:

R 8 - African-American Female
R 9 - African-American Male

Ad. 1

R 8. The colors and Phylicia Rashad attract me. I
like the royal blue that Phylicia has on. I like Phylicia
Rashad. I like her, but I wouldn't purchase the product. I
don't like the clothes they have on. They look "fad-ey."
When I look at the ad, I think of the "Cosby Show." Its
showing Phylicia and her family. The clothes don't do
anything for me. I'd look at the ad, because of Phylicia.

R 9. Well, I gave it a 9. Well, you see the Rashad
family and they look like happy people. They're just a
happy family. The clothing looks kind of cheesy. The
clothes look like something they would wear out in
recreation. Sort of like weekend casual wear. Phylicia
Rashad appeals to me. It's another familiar face. Ahmad is
pretty good looking too.

Ad. 2

R 8. It looks sad. First of all the camisoles don't
go with the jeans. They should have a suit on with the
camisoles. If they had on T-shirts with belts and they
showed the sneakers, it would look better. I don't like the
black and white. It reminds me of George Michael. I don't
like the way the girls look. Their hair is not combed. The
camisoles are throwing them off.

R 9. I know a lot of women are going to get upset when
they see this ad in the magazines, but I guess its ok. I
would probably take a second look at an advertisement like
this. But I don't know. I have never worn Guess clothing,
but I guess its ok. My brother has worn Guess clothing. I
usually wear other brands of designer jeans...french brand.
I wear those and also Levis.

Ad. 3
R 8. I think this ad is neutral. It just doesn't
spark me. It just doesn't appeal to me. The model is ok.

I'm not a baseball fan. If it had Bo Jackson or Reggie
Jackson, then it would appeal to me.
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ifFWASP establlshment,

: R 9. Well, 1t s a nlce ad w1th attractlve models.;'v
wouldn t be inclined ‘to buy winter sweaters and all thos
.smlllng blonde faces really don't turn me on that much. A

~It's just an average advertlsement with ‘average people.m*Thegnggjw,

- department store is nice place. It's" really an upscale!*f'

- “do 1like’ buying nice things from - . . -

~fiplaces,-but maybe if there were minority representatlon, I o

“,would be more 1nc11ned to shop there.e-t" : A

R 8., I would shop there because of the sweaters.l‘The“',gc,,
~one that the woman has on is nice, - ‘but the one the gentleman:z BORSRRE

"ijhas on, the argyle style one, 1s just average...~

-‘a,? R 9., I thlnk they 1ook cheap personally, because I've -

'1fgot some sweaters imported from Europe that my brother sent.

I don't really care where the product: comes from or how much

it cost. I care about quality, then I'll buy it. But just

“']'me want to buy 1t.1o~

Ifbecause _some" attractlve people are modellng 1t doesn t make.gf]fgz -

R 8. I Stlll llke the sweaters.~'“

o R 9., Perhaps I would buy 1t because 1" d be more drawn EEEE
»:to ‘the product” because of the familiar face, Billy Dee SRR
JRW1lllams. Then agaln,,I haven't smelled it- [the fragrance]

I llke the way the ad 1s put together." - T S S

S R 8. I wouldn t. buy the product by looklng at the ad PR
I wouldn't. 1I'd look more at the clothes and the clothes-ﬁ” L
take away from ‘the cologne. I see it as a fashion

k'fstatement.v I'd look at the clothes ‘and’ Bllly Dee. and'the

"3[-complex1oned ones on telev1s1on commerc1als.f.-

. Black woman.:  She is ‘sharp.. I like the way they have a- darkﬁ7fjifff*
- Black woman. You know. how they always have the 1lght—w!f»~ SR

R 9.. Wlth contact lenses' (1aughter).'

'f‘R 8. Here you have chocolate woman and a chocolate
They are both dark. : SR .

SR R 9.u I llke the way the women are standlng behlnd the L
S man. It makes a statement.’ I think its a nice role, how he”,fﬁ?;_
states that he loves a woman who know what ‘to wear, - - SR
o ;espe01ally behlnd the ears" (laughter) cand L

e R 8., I see the two Black people together and they areblb"
jv‘_ﬂcolor coordlnated.lg o o S F - R

’JIQ113314ff?f%”




‘>°-:R;8‘ﬂ;HexsﬁsQPhlst a ed7

SR R 9 I would buy the’ product or contlnueftogbuy the

SE “product ‘based’ on. the advertisement. It has mlnorlty
-3’-representatlon. My - grandfather used to- work at the. Koda
~ -~ factories, but thlngs{have changed 51nce the '1930s: when‘all )
~ the could do is push a broc ‘Q1;Now, they hav Blll*Cosbyfas -
't:a spokesperson and t!s a ni , - '

Q;role 1n the ad He Just doesn t overpowe 3;;

inker. T prefer Sunkist

“;},pos1tlon1ng the can. o
,Ig-would catch m; e i

3ol oke has always
’They don t thlnk'

féthat a sl mxwoman nks dlet4Coke.ﬁ They



R know. why anybody drinks diet Coke myself, but...: Why don t

:ﬁj]They ‘look really nice and sophisticated ‘and they ‘still look -
~ feminine. Everybody thinks that: short ha1r is for the. man.‘u*

vx,;f;short, beautlful

"’?wfsee her as llght.u I don't see her as dark...dark and

' *vadon t know.~

f.hask a sllm woman is why do you drlnk dlet Coke. I don t

~ they have a Black woman with short hair? Why do they always gllf?}f;
. have to have a woman- w1th long ha1r7 They have some n1ce SR
_short halrcuts.fb‘gr_' ‘ - U T ‘

. R 9. T thlnk 1ong halr 1ssmore attractlve on Bla-
.;;women. I.like natural stylesvas opposed ‘to. stralght and
‘.that 'S sort of 1n between.;,:w Gl . \

B R 8. But,the short hair is. just as sophlstlcat‘d7as
,dﬁthe long halr| They always po tray a Black» oman_ h
" halr. T : o ; ¥

R 9. That 's. more~fem1n1ne.
S ,R 8. That e the stereotype.f You see”long’hair'as'moreff
feminine; but what about ‘the women with the short haircuts. -

' What about the men with the long hair?. That seems ok but 'V
U;.not for the woman w1th short halr.: o Iﬂ:r A

R R 9.‘ I th1nk 1t s more attractlve for women to have
long halr.?””‘ ST o S B

R 8.f But.I:thlnk they’ should show some ‘women w1th ?;K%
'black halr more than the long halr.s-

fj.(Here, respondents reflect on Ad 6 w1th Bllly Dee Wllllams.”

'?yF.f3Do you thlnk Bllly Dee represents the typlcal male5“ ,fﬁ;'“

”7fTR 8-; Uh huh.'.Short halr,‘clean cut.;,ﬂffﬁi7ﬁr*rm

L J_’R 9. _‘; 1 d say so. ;.,"‘f‘.

;ﬂ*F.3 But. you are saylng that the model 1n Ad #8 does ”],_u-ﬂ
”eruly represent the Black woman’ ' X : AR R

vifKRrS: nght’

"7NQ:RQ9'o she looks more llke a model

R 8. nght and she'has medlum to llght‘Skln tOO-;'Ir.plp

.lovely. She's beaut1ful but... She s sharp,””

Slass e




" ad. 9

R 9}. I'm really not a blg baseball fan and Orel

*;H%Hershlser is not one of my ‘heroes. I really don't care fork..f“ﬂ”

“this ad. It really doesn't. appeal to me. Those glasses
look 1like somethlng someone's father would wear. I don't
care for them. I'd go for a more sporty 'look than Orel
]_Hershlser.j I'da prefer Bo Jackson. He's a hlghly v131ble
. athlete, who plays baseball and football. He's sort of an =
-~ image of more versatlllty, but for. somebody ‘like Orel
,.Hershlser, ‘he might be more appropriate in Golf Dlgest as
‘opposed to GQ. - I don' t f1nd h1m to be the epltome of
ﬂfashlon e1ther. L Sl L R

R 8. It's just an average plcture. ThefsunglaSSes are

'erong;. I don t 11ke sunglasses..

R 9. Maybe, 1f they ‘had the’ astronaut Neal Armstrong,v1v‘
wearing high flightsuit and Ray Ban's sunglasses. Thinking
back at Ad. 3, though, I think Orel Hershlser has a better
smlle than Dave Wlnfleld' : v :

‘Oplnlon Questlons'

R 8. In future advertlsements, I would like to see
more diversity. I would like to see more Black people in
commercials (advertlsements) : I d lean more towards all-
Black, because it looks nicer. ' There would be more role:

‘ models and I don't just want to see Blacks in just athletlc
- advertisements. Athletic or entertainment, they're always
.in those two. I want to see somethlng more educatlonal

R 9. Yeah, I just thlnk that more cons1stent mlnorlty .

- representation should be achieved in advertisement. I think -

you should have Black, Hispanic, A51an, Middle Easterners,
“whatever. It doesn't bother me. I just want to see more
minorities, not just Black and Whlte. You never see Asian
people in ads or American Indians or Hispanics hardly. The
only time you see Hispanics is when you look through at.
Hlspanlc magazine and then you see Blacks when .you look
through Black magazines. It's a form of segregatlon right
there. They should have more of everybody cross the board.

- By seeing more people, everyone will. become more aware of

Black role models, White role models (which I .guess have

: .already been establlshed), or Hlspanlc role models.-

. v R;9,v My overall favorlte advertlsements are the ones
- with Ernest in them, in the Cerrltos Auto commer01als.i He's

s






"ﬁ"Focus Group Four

vSeven Partlclpant,

710?&IAfrlcan—AmerlcanQMale

R 10 - |
'”Rullfé;Afrlcan-AmerlcanlFemale I”
R 12 - African-American‘Male .
‘RWIB-1»Afrlcan-Amerlcan.Female
R 14 - African-American Female.
R 15 - African-American Female
Ad. 1
R,lO;fd' comment.

R ll Yes, I feel that u51ng famlllar TV celebrltles
kind of- attracts the viewers to their ads, because of. the
fact that we're always watching the TV shows. They are kind

_of like my favorites (Rashad family). . If I dldn t- recognlzej'vn

‘the famlly, the ad wouldn t stand out.
R;l3 | I feel the same way. I know who they are.

R 12. Because it shows PhyllCla Rashad of . the "Cosby
'_Famlly," ‘it shows a good family and show us that we should
".wear the same kind of products.; I would purchase the L '
- product because of that.. L :

Ad. _2_(

'R 10. The adfrepreSentssjeahs and I might notMlike’
jeans, so it doesn't interest me. Every general ad doesn't
relate to each 1nd1v1dual. I m just not into jeans.

. ‘R 11. I would buy the - jeans, because I'ma Guess lover
flrst of all Second, I feel that a lot of people feel that
'what enhances them, is the name. Once people see that

‘you've bought a name brand product, then they say...well she 5

spent more money on that product and she kind of pampered
herself and. took the t1me out to buy herself a better palr
of jeans.,g<;~ : o : _ _

PR R 13. I have a palr of Guess jeans that I ve had since
. .I was 12. I've had them for six or seven years and they've
lasted: that long. I got my money's worth. I really don't
~like the ad though. The colors are drab w1th only the black‘
~and white. If there was more color, 1t would make a - 1

statement, » : : :
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«»*jcolors, I like the- black and white.:

”r«Personally, I wouldn' t buy the- product based on- the" ad

v:,glasses. I need more details: about -the glasses.- Because .

o R 12 By 1t comlng from GQfmaga21ne, most of the womer
- do appeal to men. -Because most men _don't wear a lot- of;;j-~
- I ink 1tfs‘cool'
“use of ‘black and white has more: deflnlte.appeaf»'

. because they have women wearlng those lace whatever you want~
: to call those thlngs.'uQ- o . G : B

 nd. 3

R 10. I thlnk somethlng more needs to be done w1th theﬁf,fﬁff"*

. what makes his glasses better ‘than one's" you can buy in the.jﬁ
-drug store.’ Is it the name or because he s wearlng them’

R ll.- I wouldn t buy them for myself but I mlght buy
them for a friend. Again’ because of the celebrity-type " , ‘
-~ fiqure, it's more. attractlve and also the color contrast 1s e,
B very appeallng . . L . bt

“R15. When I flrst looked at the ad, I thought the L
. sunglasses were some cheap brand. But after I read the top,.*
oI recognlzed the name._' Sl ’

o R 14, T wouldn't buy them, because T don t like dark o
. shades. I don't like the frames. I- don t llke the style. ;J-
: ThlS ad doesn't do anythlng for: me.‘ : SRR '

} R 12. T like the closeup It shows a man and an S
“athlete. Like after ‘a hard day's work, he puts on his Ray
Ban's. I wouldn't ‘personally purchase this style. It's .
like [the] Sasson [ad], it shows something of quality. It
‘has dark colors that appeal more to men and 1t brlngs out X
“the product. L ‘ : : :

Ad. 4

R ll.‘ I relate to thlS ad, because not only does 1t
- show that you can get an education but it also shows ,
,admlratlon.» It s a happy scene. It shows togetherness. X

R 10. T llke 1t because it shows somethlng pos1t1ve.,ﬂ
I also ‘shows a direction to go - right after high school. It
‘glves 'you that togetherness feellng It gives some people o
options. - Everybody doesn't want to go to college. RGNS

: ‘Personally, I m- into college._ :

R 13. I thlnk it's very p051t1ve.;lb}ag



‘R 14. I llke the ad, because most of the t1me you see
v-ads on telev1s1on in commer01als ‘and you see. Black people
. coming. rlght out. of high: ‘school llke they can't go to- SRR
*gcollege.z ‘Like- maybe ‘they can take up ‘a trade, but th1s herekj"
"he s Black and show1ng a more p051t1ve s1tuat10n. o ST

"R 15. I don t know whether th1s has anythlng to do ffflp
w1th it, but my parents always felt that people ‘who couldn’ £

get into college went -into the military. - But looking at “;ﬁT_‘r
- this,- everyone just seems so happy.y It appeals to me.;,,j;si L

SR R,lzl‘ Personally, I thlnk 1t S bland w1th the whlte fﬁ i{'f]
.background.- I like the mix of people. I 'don't think Joey s”}_’

sister should be in it. It should be more ‘like Joey's:

brother or: Joey s father.- It would be more appeallng to me.’d”d'

Ad. 5

| R 14. There are no black models in the ad.. Most of

. the stores use White models and try to make it look like
“their- thlngs ar so expensive that Black ‘people can't afford

them. I also don't like the clothes. But still, most of = .
the stores use mostly Whlte models..w Lo ey '

R 15. The clothes are klnd of blah

R 10. I think the ad is good. I like the clothes. I

think the sweaters are real nice for the winter. I think
the sweaters are real approprlate for college. Whether the-
models ar White‘or Black, if I.want something I am 901ng to
. purchase it. - If I was treated differently, then that's a

different story 1 wouldn t take abuse, trylng to spend my

“’money.

R 12, The sweaters are nice and all but I don' t do
prints. They re kind of "ski-ish." I think this maga21ne
~mainly caters to Whltes.‘ If it was Ebony, I would expect to
see Black people. 1It's ‘like when I watch "Soul Train" and
they show a McDonald's commercial, I see Black people., But
- ~when I watch a different program, I ‘see Whlte people 1n the‘

' Mcdonald S commercrals.v- ; : ‘ S U

Ad. 6. L |
1 R 13' I thlnk Bllly Dee Wllllams 1s appeallng..rh

think a lot of women who see him 1n the ad will stop to see }“v
what 1ts all about. .

o
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R 11. ,I also‘thlnk he appeals and you have the _
interracial theme.} Plus, they're all good- looklng people. )
I thlnk thatubrought out the advertlsement. v i

R 10. I'm not interested in “‘aven products.s:Theﬁad is;;*"

'pretty 1nteﬂest1ng. It displays a lot like the Clothes,.v_;,%.“

" The expressrons on the faces ‘and the. dlfferent races ‘are gfff
appeallng. 7 ‘. ‘ . o : , R
. 'R 15.,,I think the people look nlce and they all havev e
on- nlce clothes. R R , S

f ‘ ' e 'T .
R 12. HBllly Dee does appeal to women., I feel he_'

projects a p051tlve image and he' s sexy to everyone.

Seriously, the dark colors are sexy and. it has the dark

- .colors that are sexy and ‘appeal to a more mature crowd. T
thlnk I d try 1t, 1f 1t was for men.’ ‘ RER

R 14. :When I first looked at it, T thOught 1t'was a
.¢clothing adk' I like the way the White people ar pushed to .
side and the Black star is in the middle w1th a Black: female;]?
in the- bachround. You know sometlmes, you'll see a Black
in a commen01al w1th only one line. There are little C
messages - that you can. plck out of some ads. So, I 11ke th1s S
~ad. o : T S R
ad. 7
» R 14., The flrst thlng that caught my eye were the
- pictures. §A11 of the p1ctures.f Most of the time, I use
~‘Kodak because the pictures are clearer. When you have kids
you like t: take a lot of plctures and you see Bill Cosby, =
the star,¢at the bottom. ,I buy 1t because 1ts good fllm.ay

R llu, 1t appeals to me, because the color contrast andi‘;""

-.1t”shows an easier way to develop film with the drop box.d
It assures you that. you w1ll ‘be a- qulcker dellvery.p T

R 12.» The contrast, I llke 1t.‘ The black background
causes the pictures to stand out. Its showing with the :
kids, llke ‘someone you can leave your kldS w1th-—1ts show1ng '
the product 1s safe. AP e IR

ﬂ,';f_ ‘R 10, The express1ons “on the llttle k1ds faces are’

joyful anl happy.. Everyone is happy and T thlnk that all: '

~ relates to Kodak film and taklng plctures.l I thlnk 1t would' ’
:‘appeal-to*the consumer. , . S S o
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rYes;'lt does"appeal to me because 1t' a Bvack
cause ofﬂthe way she dlsplays the Coke.v It

: I llke Coke.

‘,ﬁverY appeal ’n‘g to me.

AR - 14.. I llke what she s wearlng., The ad
",;yI don t drlnk Coke at all. -What she's. wearing imme
' ‘ ng that stands out 1s the female.,m'?;rﬁa,,f

gﬁf"shOW1ng her
”r,the ad woul

It has

»:l;ke the‘colors.ﬁ

- v;_charlsma, but its bland' ‘ i \
-+ could have a darker backgfound.ﬁo"Just for the" wow of it
"ﬂiseemeto work Her smlle says-it. I 11ke this image of

’ | - he dress 1s more after flve *

: : 3 1.I wouldn't buy theag'asses based

e thlS ad.'ml dldn t know ‘who' that ‘was. If. T~ saw itina oo

'L*magaz1ne I would just go on to the next: page._ W1th ‘a Bla’k’
.v‘ould have stopped and 1ooked at 1t._ A

(I'Stlll wouldn t purchase the glasses, becaus
esn' t appeal to: me.f I don't like the colors and
)ig ‘face, it seems- like it". takrng away. You ‘see
.‘,*you see the gaps‘ln:hls teeth1. o ST

It‘shows1that_the'd1fferent peffbrméfsain
' : They are n1ce glasses, ‘but, they

5 Jafnot my s yle._lNL
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