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Black spending ·on the rise ,; ' 
It 'just makes sense' for reta ilers 
to do more to.attract African ... ·. 
American customers, stud y says. 
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Dair G. Yo ung I Th<' o .. :roir Nc•w.~ 

Rick Webbt?r . store manager of a Kmart io Detroit , display1 c lotbiug that is geared toward Afr ican America.ns . 

1Blacks' buyi~g, power.js skyrocketing 
For retailers. 'i t jllst makes sense ' 
to appeal to them economist says. 
By !arc Rice 
~ \\U110 1n/ Pn.·u 

,\ T LA1 T A - T he spend ing powe r of black 
Am enca!)2-_i5 ns !ng al a fast.e r ra te than the 
na~a.s a whole. reports a st..udy t ha t urges 
ret.a ile rs to do more to att ract those consu mers . 

""""T'h e-;pendin i: power Afr ican -Amen cans 
co ntro l cun he the marEin betwee n success and 
failu re for man y bus inesses . So it jus t makes 
sense i1ir re ta il ers lo appea l lo one of the 
fast.e :;t -grnwin g sevnents of t he populat ion." 

, :.e1id Univers itv of Ge<>rlci a economist J effrey 
I · I. Humpn re y~ . author of the study. 

Humphreys. di recu:ir of economic fo recas t ­
i ng at Gi!or1;1a. sa id the buy.wg power of blacks. 
defined as I.Q t.a l income a fter taxes . shou ld --- - .. ___ -· -· 

increase to. $399 bill ion by ne~t year , up 33.i,. 
percent from $298 billion in 199{), 

T ha t exceeds the 29.5 percent gTOwth rate 
esti mated fo r the 'ovP. ra.rrl.f.S ~ population 
du ring the·same period .wd more than doub le 
the 16.4 percent inflation rate fo r the 1990-95 
per iod. H wnphreys saiq. 

Humphreys sa id reasons fo r the increase in 
black buying power are-twofold: risin g incomes 
overall and a growing block population . 

Humphreys sa id bus inesses a re recognizin g 
the importance of the bhck mRiket . 

"All you have to do is walk th rough the 
grocery , watch TV or read a magazine. Youse€ 
black models, n iche products are more p reva­
len t ." he sa id. wThe ttend is positive. though 
meist blacks would agree they (bus inesses ) 
could do more. particu la! ly in convenient 
locatio ns ." 

i\tlore stores refocusing to target ethnic groups 
By Kmheri ne Yu ng 

- 1 Ti,.. V1 ·1rot1 1'c ·••< 

Over the pa.-; t fe w yea rs . mo re reta ilers 
Jrou nd the country have t.a rget.ed their p rod­
uc ts a nd adven. isin11: toward ethn ic groups. a 
. le tro Det roi t maiket renarch executive Mid. 

.J oh n Brand . execut ive vice -p res iden t of t he 
Brnnd Con!u l t i n~ Group in Sou th fi eld. said 
reta il ers have rea li :ted thev need to move awo v 
fro m the one-ad -fi ts -all m~rketin g i.ipproach i~ 
urder to more cffectivelv reach difftrent ethn ic 

· ·a uu ps in various pans-of the coun try . 
• ··I thi nk a lo t o f effo rts are 1 ?ing made 

J. :w,,. rd 1\rrican A rnerican!' . - he !·aid . "The 

~ 

buying power in Det roit and the spendi ng is 
very very high." 

The Kmart Co rp . law1ched its first adver ­
tising campa ign aimed at b lack consumers 
th ree yeRrs ago . J.C. P enney has established 
Afr ican cloth ing bout iques in some area st.ores . 
And Hudson 's a lso offers d othing a nd acc~so · 
ry li nes geared toward blnck women . 

T radit ionall y, ethn ic marketing has cen · 
ter.ed on beauty product.s and food . 

Brand sa id retailers ' tendency to follow 
marketing t rends prevent~d them from realiz­
ing how important it v.·as to target ethnic 
!<TO Ups. 

Top markets 
Top 10 markets for 
spending poMr of 
bt..c.k Americans., 
based on es ti rtl2ted 
after-tax income for 
1995, according to the 
University of ~rgia 
study: 

L New York. $45.8 
bill ion . 
2. Ca li fo rn ia, S33.7 
billion. 
3. Texas. $26.J b il­
lion; 
-t l ll inois . $22.9 bil­
lion. 
5. Florida., $21.5 bil­
lion . 
6 . Ge<>rgia. $ 21.4 bil­
lion. 
7. Maryland, $20.8 
billion. 
8. Michigan. Si8.2 
billion . 
9. New Jersey, $17.8 
billion . 
10. North Carolina.. 
$17 .5 billion. 




