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RACE, ETHNICITY
AND THE WAY WE SHOP

Understanding the different attitudes and behaviors of Asian, black.

Hispanic and white consumers,

BY REBECCA GARDYN AND JOHN FETTO

Thuy may be outnumbered at the shopping mall, but minoriry
consumens and their buying power should not be underestimat-
ed. In 2002, blacks, Hispanics and Asians wielded significant
discretionary income: $646 hillion. $581 billion and $296 bil-
lion. respeclively, according 1o the selig Center for Economic
Growth at the University of Georgia, which defines “buying
power” as the wal personal income available, after taxes, for
spending on goods and services—that is, dispusable income.
And while whites continue to account for the majornty of total
cansumer spending (%6.3 wrillion). their market share 15 dwin-
dling, In 1990, whites represented 87 percent of the total con-
sumer markeiplace, but they accounted for 82 porcent by 2002,
aecording to the Sclig Cenrer. By 2007, analvsts exncet white
consumers” share to shrink 1o 80 percent of all U .S, consumer
spending,

WhltES conlinue to account for

the majority of consumer spending.
$63 tI'lHlDIl, but their market
share is dwindling.,

As he buying power of Blacks. Hispanics and Asians in
creases, understanding the differences bSevween these £roups In
terms of bow, when. where angd why they shop for goods and
services hecomes even more imporant 1o businesses” boltom
hnes. Here, we highlight some of the more interesting differ-
ences behween the attiudes and behaviors of Asian, black, His-
panic and white Americans. The datz was culled from a
Simmons Murket Rescarch study of abour 22,000 consamers
(18,542 whites: 1,444 blacks: 1,349 ] lispanics; and 640 Asians)
felded between Tannary and May 2002,
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35 percent of Asians have
made an Internet purchase in the past
year. They are also more than TWiCe
dS hkely as the average consumer to
use the Internet to help plan their

shopping.

dasians

How do you say “shop il vou drog™ in Japanese or Ko-
rean? Not only are Asian consumers the most [requent shop-
pers of all racial and ethnic groups, tney are also lhe most
brand-conscious. Almast half (43 percent) say that they al-
ways look for a brand name when they shop. Yet, inierest-
Ingly, they are also the least brand loyal, Fully a quarter of
Asians say they change brands often, compared with 22 per-
cent of Hispanics, 20 percent of blacks and 13 pereent of
wintes, Asian consumers are also the most concerned about
k:?f-ping up appearances. Mare than a quarter (26 percent) say
they buy what they think their netgrhbors will approve of, com-
pared with 12 pereent each of Hispinics and blacks and just 10
percent of whites. Asians also do net like 1o shap alone: 31
bercenl say they prefer shopping with their fFiends. Compared
with 25 percent cach of Hispanics and blacks, and 23 percent
of whites. And Asians rever leave home without = plan. They
are 125 percent more likely than the dverage consumer (o rely
ont the Interner 1o help them plan their shopping trips,
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%}y the number 8 on the cheap
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The facts and ﬁgu res below show how Americans of all colors like a bargain, but whites are the most
. - . i likely of all racial and ethnic groups to shop at discount stores
o y : ;
Ehﬂpplﬂb hEha‘" lﬂrﬂ ﬂﬂd mﬂtl" ﬂtlﬂﬂﬁ }_.iﬂ_n}p Astan: also look fora diﬁﬂ.'lﬂﬂt.. but [_th,- are the maost 'ﬁkﬂ_l:'
! differ by race and eth nicity. to buy their clothes, housewares and cosmelies at a tzaditional
department store.

. FERCENT OF AMERICANS WHO HAVE SHOPPED AT LEASTONCE IN THE |
! frequ ent ShﬂPpEI'S PAST THREE MONTHS AT DEPARTMENT STORES OR DISCOUNT STORES
FOR THE FOLLOWING TYPES OF PRODUCTS, BY RACE AND ETENICITY:

i White mfzallzpers. are the most likely of all racial and ethnic groups WHITE BLACK ASIAN HISPANIC
1 to have visited a home improvement stors 2t least five times in the CLOTHING AND ACCESSORIES

st three months. But they ure the least likely to have - - —
ng:nt trips to electronics ;T:d home ﬁ.lmishin;s STOres. i i D..tpannmntsmm ”% (ISR G E AR
. Discount store C6l5E E CHO% T e . ST% b
PRGNS MO ORI UGWIGTre | | FOOTWEAR
RACE AND ETHNICITY. i]e;mnm:m store ; 15% T'ﬁ% 13% =T Eﬂ'%
Discountstore . 24% | 15% | 19% | 21%
200 = White _ HOUSEWARES AND FURNITURE
B Black Department siore 8% | 5% | 10% | 6%
150+ - Asian Discount store | 20% | 14% | 18% | 17%
{ B Hispanic % COSMETICS
100 —i&: Department store 1 6% lesu% (Lo ud
£ i Discountstore ~ 21% | 11% | 16% | 19% .
! 50 Source: Simmons L‘!miml ﬁummmh_ I))2
Home Home ome
improvement electronics furnishings joining in on the fun
*The national average is 1K), For exampie, Asians are significantly more

' In 1998, whites were almost twice as likely as blucks

likely than the average American to have made five or more (rips to a | !-
home electronies store in the past three months, but they are less likely to or Hispanics 1o have made an online purchase.
have shopped at a home improvement stors a3 frequentiy, Today, the share of Hispanics and whites going

online (0 shop is the same, and almost half of all
blacks do g0 as well.

Source: Simmons Market Research, 2002

. PERCENT OF ADULTS WiTH INTERNET ACCESS
dressed to im PIess YWHE HAVE EVER MADE A PURCHASE ONLINE.
Minority consumers are far more likely than whites to say they b n199e
enjoy wearing the latest fashions. ﬁzjﬁjﬁ{ﬁ 185 2002
WHITE BLACK ASIAN HISPANIC L 57%
Ihke todeessin A0 Sa e tnE Uil Vo
the lasest 36% | 58% | A6% : gﬁ% £t
fashions - s ST i o el
| Ilike o impress _ T T T SR o8%
people withmy — 17% R R e S RO
lifestyle ; U= e e A s R G SR :
I'm very likely _ T T ! E[ e
0 buy new ; : s i 45%
techaology o 419 A2 | 400 s el IFT i
mlustyend T R e e L 10
services | = el o e ' Hispanic Y
MEGREE = i EE e i sl
hﬂ.l'lJ."'.'-'-'.’ﬂ'L‘: or X ? ; : Ve - . i : -'_-_ : : '.j i ! 2 -
mulomotive kS e S 0T 0 10% 20% 30% 40% 50% 60%
SIOTCs iy S e R e Scurce: Vertis’ Customer Focus. Reail 2002
Source: Medlamark Rescarch, Loc., 2000
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diversified dollars

Black, Asian and Hispanic consumers’ buying power is growing while the whites® share is shrink-
ing. By 2007, whites are expected 10 make up 80 percent of the consumer markeiplace, down fram
a7 pereent in 1990,

BUYING POWER. 1N BILLIONS AND PERCENTAGE OF MASKET SHARE"

1950 3<j_‘]"[§ 5% $223 2007 (est) - I White
b B Black
7 "1 ¥ Ii"":w i 5y By Asian

Gy ﬂ . . Hispanic
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Nate: Numbers add s morg than 100 percent because Hispanics may be of any raep.
Saurce: Selig Center for Eeonormic Growth, The University of Gecrgin
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whites
know vour customer

The principal shopper in a black household is likely to be
single, divorced or widowed.
PERCENT OF HOUSEHOLDS IN WHICH THE PRINCIPAL

Whites may make up the majority of the shoppi ng hordes, but
they are the jeast likely to enjoy the process. Just 35 percent of
white consumers say that they enjoy shopping, even when they
don’t buy anything, compared with almast half (47 percent) of

SHOPPER* IS...

Asj ; < ; 2 pe ispanic Nk

Asian, 43 percent of black and 4 - percent of Hispani si?upp:,rr. WHITE BLACK ASIAN HISPANIC

who say the same. Almaost two-thirds (62 pereent) of white con- _ b e T T by

Sumers say they go shopping only when they absolutely need Married 65% . 43%‘ i ?ﬂ% | P |

something, versus 57 percent of Asians, 54 percent of Hispanics Single (3% 1 32%7 e TR e
4 perr) s wh s sAme. / : Rl s Y AT I s

and 47 pereen of blacks wl*n‘ say ﬂ-fa;.r do the same fﬁl.nd nearly Divorced/ 120 S qRag il eg SN STiDe

half of white consumers don'i stick around to browse: 49 per- separated 70 S R el R e )

cent say that when they do £0 shapping, they usually just get Widowed " 7% | 5% o R gL

what they want and leave. intere,ﬂtingiy + while consumers are *"Prineipal sh.ni:rppt:r" refers to the pérsun'}cﬁgmm;i ble for mﬂkmg the ma-

the most likely to say they make spur-of-the-moment purchases Jority of the everyday purchases (aroverics and heuseheld necessities) for

(41 percent, versus 37 percent of Hispanics, 35 percent of Asians the family.

and 34 percent of blacks). Yot they are also mare likely (59 per- Source; Mediamark Research. Inc., 2002

cent; to plan far ahead (o buy expensive items than are Asiane (53 _=

ereent), Hispanics (52 percent) or blacks (44 roent). ) _ g
&= E ¢ b black consumers make | 9 tﬂpS to
charge it convenience stores each year.

More than 1 in 10 Asians (12 percent) say they have used
their eredit card 20 times or more in the prior month, com-

pared with only 2 percent of blacks who say the same. hiS]J&ﬂiﬂS

HOW MANY TIMES IN THE PAST 30 DAYS HAVE vOU USED A r

CREIMT CARD? Hispanics, who may be of any race, tend 10 make shopping =
WHITE BLACK ASIAN HISPANIC family affair. More than a third (36 percent) say they prefer

1-5 AN ol B A 4og | 309 | shopping with their families and 30 percent report they like

6-19 X L R ST 2.;.% o 1855, shopping with t%'u:rir children, compared ua_fim 29 percent and 26

Witrmss TRE % it 2% :'?':,: % 1= % %«'-___‘.. — percent, respectively, of the toral pn:h:pulatfnn‘ A quarter of His-

:‘\J ‘Numhﬂﬁ.dﬁlnﬁtﬂddi‘.ﬂ Jﬂﬂ. '.r-:'erthﬁ::mﬁ:sn;n; Eﬂ }lehs;:lnm A I;I-mir L“ib o ﬂgﬂiifcam mfpﬂm - ch brands

u:‘c.-:cél:‘cmdil c:m:dnt all in the 11r[nr3%:1:1y;. and EEl]Erﬁ didl:mr.fanﬁwm the they hu}f‘ HlSpﬂmEE-: EIE_II]ME}SI iwice as !li:_ely a5 white con-

quoition, SUmErs o go out of their way to find new stores (13 percent

Versus 7 percent). And they would rather shop at nationa] chains
than at local mom-and-pop stores. Just 26 percent of Hispanics

Source: Simrions Murker Rescarch, 2002
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to {ind new stores, especially if a bargain is to be had. The Sim-
every day needs mons study found that a third {34 percent) of the black respon-
Warehouse clubs, like Costeo and Sam's Club, depend E{cmﬁ '.j I]; u;:':l?a?'n I'I.{.‘il.ll'*ﬂ;.:' T}r; tn.": F:h.:‘:p at a Fj:::izrv ﬂulla; store,
heavily on Asian and Hispanic consumers, The typical Asian - A S G R, RS, i
, 4l there. black consumers, more than anyone else, prefer con-
shopper, for example. makes 14 trips a year to such stores - Sl
(i ; _ o quering the sales racks alone, rather than with friends. Indeed,
whereas blacks report that they shop at a warehouse elub just : s : : . -
Siglit ks & year, - bla:j:ks &1 mpirji,f:n_lny shopping. even for something as mundane
5 CETIEs.
NUMBER OF TRIPS MADE ANNUALLY TO THE FOLLOWING B i
VENUES, BY RACE AND ETENICITY!
WHITE BLACK ASIAN HISPANIC
Groce e | T i =
5[&1-;? T S SR VRS BGOSR SOt i sct., ® .
® S B . it's in the mail
Drussiores W e S | ey et ! ,
" & AR sk G Lol ] HEE Across most product categories, black consumers are more
A L ! § | e e e gl T =, . #
s b P S TGS ERRa B B s =i likely than the average American to buy items based on
e — W e B direct mail advertisements.
Supercenters HiA197 T 6 i G g B >
5 D s - EE Hi INDEX* OF AMERICANS WHO HAVE PURCHASED THE
Warehouse WY j g 14 ]-1 FOLLOWING TYPES OF PRODUCTS IN THE PAST YEAR IN
clubs et il Rt ST, RESPONSE TO DIRECT MAIL ADVERTISING, BY RACE AND
Gasfoonve- =8 1l o E‘ B ETHNICITY:
nience Stores: i enllia s durte g e 1 it R et o WHITE BLACK ASIAN HISPANIC
Dollar stores 7 0l o il e e T Newfused opean IS AR O Bl
i s G B | S E R e b BT
Source: ACNelsen car T 221 B AT ey
CDs/tapes/ _ PR ' T
records iy _ 1527, g"’ I R L I
. . ! : ek i S P A0 o R =0
Asians are the least likely to buy merchandise by phone or clothing | S P e
mail order, are th ik i Compute AR e B e R e o
rder, but they are the most likely wo buy things over the puter 94 117 T ST
InterneL. hardware . 70 : . itk _
PERCENT OF AMERICANS WHO HAVE MADE ANY PURCHASE IN Computer S AT ; T R Shea
THE PAST YEAR OVER THE PHONE OR BY MAIL, OR VIA THE software A o -I’_Z‘:'_. P 131 e
WHITE BLACK ASIAN HISPANIC s PRasg R gl [ IR ST SR
; O v . e —— - . perfume/ - Ay '1'1_92 ol ioh O il 108
Fhoncormail T hom | som | 2s% | sgmt skincare Sy nibasn Rl e e TR
order A et products  imegatait A i RlR i R
[nternet 23% |7 14% :3'-- -35% Eﬂﬁi Fast food T L e j:“:] i i g 91
Saurce: Simnmens Market Research, 2002 ; Furniturz 5 9] iy P2 Tt o f]_ﬂg :_. . | 1{}9 e
Groceries g 1 Yo OB G TR i ey
say they would rather shop at a local store than at a national Mattress RV B T e e e B e
chain, compared with 28 percent of blacks and 30 percent each Women's T T MR A M i SR e
of Asians and whites. . . Rt = S i PR G W b A 040 T
ingene e s Tt aiagrsess et ik
sﬂnf;:fmr Eri USSR B o Ben b T O R ) M
blacks porswenr LB e G
“An index of 100 is the national average. For example,
Blacks are the most fashion-conscious of all racial and ethnic black consumers are 44 percent more likely than the aver-
groups. In Fact, 34 percent of black consumers say they like to age American to have bought a new or used car as a result
keep up with changes in trends and fashion, compared with 28 of direct mail advertising, but thev are 11 percent less
percent of Asians, 27 percent of Hispanics and 25 percent of likely to have bought women's sportswear as a result of
whites, Blacks arc the most likely ol all groups ta be willing to direct mail.
travel an hour or more {o shop at their favorite store and almost
twice as likely as the average consumer to go out of their way SN DO LN, REARAreh
W e T N T S ——————
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