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ABSTRACT

The major purpose of this dissertation study was to discerm
whether a sufficiently different black consumer market for
clothing exists to warrant separate management treatment. More
specifically, this dissertation study was directed toward
discerning whether black and white female clothing (dresses and
slacks) differentials existed (within and between race subgroups)
Awith respect to their perceptions, perceived familiarity and
shopping and purchase behavior for national and private brands.
Black and white female clothing differentials were studied, for
market segmentation purposes, while controlling for the extraneous
effects of the income, occupation, education and striver versus
nonstriver correlative variables. The randomly selectad sample,
stratified by income (for the white subgroup), was comprised of
150 black and 150 white female household heads and/or household
wives situated in the metropolitan city of Knoxville, Tennessee.

Using an undisguised structured questionnaire, data was
obtained via personal household interviews conducted by black and
white female interviewers. Black female interviewers interviewed
black female respondents; while white female interviewers interviewed
white female respondents to control for race and sex biases.

The major findings of the research were that no overall
significant differences exist between black and white female
sample respondents perceptions, perceived familiarity and
shopping and purchase behavior for the dress and slack clothing

product classes studied. Within black subgroup and between race




perceptions of the national and private dress and slack product

classes studied revealed statistically significant differences.
However, these findings may be attributable to the education and
income effect more so than race differentials, Im the black
subgroup, significant income differences were found in this
research., Findings revealed that lower income black respondents
patronized black owned and/or managed businesses to a greater
degree than middle income blacks, However, these findings may be
attributable to education more so than income., Relative to
respondents' shopping behavior, the information-advertising source
importance were different from that hypothesized. Middle income
blacks considered information-advertising source importance
attributes to be more important than lower income blacks when
shopping for branded name dresses and slacks.

While lower income black consumers considered price to be
more important when purchasing dresses and slacks than comparable
income whites, middle income black and white respondents revealed
no significant differences, The same explanation may be offered
for lower income black and white respondents relative to the
style and fashion comsciousness variables. While the national
and private brand hypotheses (Hyj and le) were basically
untestable, in part, black and white sample respondents were
more "latest style conscious" (innovativeness) than their older
black and white counterparts,

While recognizing that the original cbjective of managerially
interpreting each result of the hypotheses tested in this research

was not possible, there appears to be fewer differences between
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blacks and whites than expected, thus arguing for not assuming
in advance that separate segments exist.

Areas of limitations of this study are generalizability of
study findings, measurement, statistical techniques utilized
to analyze the data collected, and the income categories
classifying low and middle income respondents. It is hoped
that the research reported herein has made a positive contri-

bution to the black buyer behavior segmentation area.
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CHAPTER I
INTRODUCTION AND HISTORY OF THE PROBLEM

The marketing literature is replete with contradictory statements
concerning the existence of a black consumer market. Frank, ﬁassy
and Wind (1972) have observed that despite the hundreds of books
and articles that have been published on black consumers, a very
small percentage actually contained empirical data.l Allegations,
not supported with empirical evidence, that a black consumer
market exists are mere speculations. There is a need for more
data based studies on the attitudes, perceptions, and shopping,
purchase and brand behavior of blacks for a specific product
class to better understand race as a segmentation variable.
Andreasen (1978) has referred to research interests in black
buyer behavior as 'The Ghetto Life Cycle: A Case of Under-
achievement."? He observes that before a significant research
paradigm was developed to focus on black buyer behavior patterns,

research interests subsided.

1Rnnald E. Frank, William F. Massy and Yoram Wind, Market
Segmentation, Englewood Cliffs, New Jersey: Prentice-Hall, Inc.,
1972, p. 38.

2Alan R. Andreasen, '"The Ghetto Marketing Life Cycle: A
Case of Underachievement," Journal of Marketing Research,
(February 1978), pp. 20-28.




The major purpose of this dissertation is to discern whether a
sufficiently different black corsumer market for clothing exists
to warrant separate management tresatment. The major research
hypothesis is stated as:

There exists significant differences between black

and white consumer (or between various subgroups

within the black population) perceptions, shopping

patterns and purchase behavior of nationally and

privately branded clothing when controlling for

income, occupation, education and striver versus

nonstriver variables.

Treatment of the consumption patterns of blacks is not a new

phenomenon (e.g. Advertising and Selling, 1928 and 1930; Sales

Management reporting the results of a survey conducted by the
National Negro Business League, 1931 and Advertising Age, 1950).
More comprehensive studies comparing the consumption differences and
similarities between comparable black and white consumers

emerged subsequently to Edwards (1932) pioneering work (e.g. Bureau
of Labor Statistics Cost of Living Surveys, 1950-1951 and 1960-1961;
Friend and Kravis, 1957; Bullock, 1961; and Alexis, 1962).

Thus, after passage of the 1964 Civil Rights Act, interest in
studying black consumer buyer behavior patterns was widespread.
Statements by businessmen that a black consumer market exists
coupled with empirical research efforts conducted by advertisers
and academicians tended to indicate that a black consumer market
did indeed exist (e.g. Brimmer, 1964; Akers, 1968; Feldman and

Star, 1968; Larson, 1968; Gibson, 1969; King and DeManche, 1969;



Bauer and Cunningham, 1970; Kindel, 1970; Wall, 1970; Dalrymple,
Robertson and Yoshino, 1971; Sexton, 1972; Sturdivant, 1973; Taylor,
1974 and Schewe, 1976). However, several of these studies had
other research objectives than to determine if a separate market
existed--and others used an imprecise definition of a market.
Although concluding otherwise, the existence of a black consumer
market did not seem to be supported by Bauer and Cunningham's (1970)
summary findings that only 6.6 percent of blacks' income is
allocated to different product categories than for their white

counterparts.3

Although data based support was not indicated, Mr. Leonard

Evans, Editor and Publisher of Tuesday Magazine, stated that a

Negro market would cease to exist if blacks were dispersed
throughout the nation on an equal basis instead of being heavily
concentrated in the larger cities.? Evans contentions are based
on the idea that geographical concentration and media match

are highly relevant for segmentation purposes. In that the
geographical concentration of blacks> and the matching of their

media preferences and usage seem to be less expensive than for

3Raymond A. Bauer and Scott M. Cunningham, "The Negro Market,"
Journal of Advertising Research, Volume 10, Number 2 (April 1970), p. 10

4"Is There really a Negro Market?" Marketing Insights,Volume 2,
Number 14, (January 24, 1968), p. 14.

5Approximat:ely fifty percent (50%) of the black population is |
situated in the top forty metropolitan areas and thirty percent (302)
in the top ten metropolitan areas. Raymond 0. Oladipupo, How Distinct
is the Negro Market? New York: Ogilvy and Mather, 1970, p. 7.




whites (at least per exposure), race may be a more useful basis

for segmenting for selected products than other socioeconomic
and demographic base variables studied.

As recent as 1977 (Advertising Age, p. 66) Benjamin Hooks, a

former Federal Communication Commission member, asserted that "a
distinct black market exists and it cannot be reached with the same
advertising appeals directed to the general white consuming market."6
Advertisers have tried several promotional techniques in both the
general and black oriented media (newspapers, billboards, magazines
and television) using integrated and/or segregated advertising appeals
to try and reach the black consumer population. However, these
advertisements were directed toward the entire black consumer popul-
ation considering it to be homogeneous with similar buying habits
in the marketplace.

Although the issue is unresolved as to whether a distinct

black consumer market exists for market management purposes, a more

Tecent issue emerged questioning the existence of a black middle

class segment within the black population (e.g. Taylor, 1974 and
Wall, 1974). The recognition of an emerging "black middle class"
was advanced in the social and psychological literature as early
as the 1930s (e.g. Woodson, 1934; Dollard, 1935; Allport, 1958;
Wilson, 1960; Drake and Cayton, 1962; Back and Simpson, 1964; Brink
and Harris, 1964; Hughes and Watts, 1964; Myrdal, 1964; Noel, 1964;

Pettigrew, 1964; Watts, 1964; Williams, 1964; Hare, 1965; Cruse, 1967;

6'Use Different Ad Tack for blacks, most urged," Advertising
Age. (February 14, 1977), p. 66.



Frazier, 1967; Ginzberg, 1967; Marx, 1967; and Kronus, 1971). On an
emerging black middle class, Kronus stated:
We have some indications of the rapidly changing nature of
the black middle class but we really do not know much about them

as of 1970 and precious little as of the 1960s, and this know-
ledge is needed.’

This research helps to bridge this gap in black segmentation research
by focusing on the buyer behavior patterns of both low and middle

income black consumers.

Definition of a Market/Segment

Before advancing an operational definition of proposed black
market segments to be investigated, the writer will refer to
definitions of a market advanced in the marketing literature.
Levitt (1960) identified a market as one "comprised of persons

who have various needs and wants."8 Levitt stated:

The view that an industry is a customer satisfying process,
not a goods producing process is vital for all businessmen to
understand. An industry begins with the customer and his needs,
not with a patent, a raw material, or a selling skill. . . ., As
marketing invariably does, view the entire business process as
consisting of a tightly integrated effort to discover, create,
arouse, and satisfy, customer needs.9

From a more operational viewpoint, Sissors defines a Market:

It is many things related to selling products which meet
consumers' needs and wants. Most important, however, a market

is a group of potential purchasers of a given product and brand
(Sissors, 1966, p. 21).

7Sidney Kronus, The Black Middle Class,Columbus, Ohio: Charles E.
Merrill Company, 1971, p. 17.

8Theodore Levitt, "Marketing Myopia,” in Harvard Business Review,
Volume 38, Number 4 (July-August 1960), p. 55.

9Jack 2 Sissors, "Wwh "
. . at is a Market," Journal of Marketin
Volume 30 (July 1966), p. 19. ’ &




Sissors further noted that markets may be identified by single
demographic variables such as age (the youth or teenage market
and senlor citizen's market; race (the black, chicano and white
markets); and income (the low, middle and high income markets).

He specifically asserted:

However, these definitions are so general that they
usually require additional explanations to make them mean-
ingful. . . . It is more meaningful to discuss generally
defined markets in terms of a specific product class, such
as the teen-age market for face soaps (p. 19).

Hanan (1968) defines a market:

A market is defined as a group of people who share a

common need and who will repeatedly accept a common benefit
in fulfillment of this need.lO

Lastly, note the definition of a consumer market advanced by

Cravens, Hills and Woodruff (1976):

A group of people who are potentially able and willing
in some designated future time period to decide to purchase
a product or service for end use purposes. . . . Markets
should be defined in terms of some product or service.ll
From the definitions cited, it appears appropriate to focus on a
particular product or service market.
Being consistent with the major research hypothesis, normally
stated positively, a female black consumer clothing market may very

well exist. However, we are faced with the problem of discerning

whether a differentiated marketing mix effort to penetrate this

10y, Hanan, "Market Segmentation," American Management
Association Bulletin, Volume 109, 1966, p. 28.

llpavid D. Cravens, Gerald E. Hills and Robert B. Woodruff,
Marketing Decision Making: Concepts and Strategy, Homewood,
Illinois, Richard D. Irwin, Ine., 1976, pp. 203-204.




market would more than pay for itself. Hence, the mere existence

of a particular product market does not in aad of itself justify
differentiated treatment as a market segment for management purposes.
Cox, Higginbotham and Stafford (1972) define a_parket segment:

From a marketing standpoint, however, a group of indivi-
duals having common physical or economic characteristics does
not in itself constitute a market segment. Only when people
have common buying characteristics as consumers may they be
thought of as a market segment for marketing strategy
purposes .12

Kotler (1976) suggests that a company must carry out five (5)

steps when considering entry to a market:13

1. If a female black clothing market exists, a company must
be able to identify consumer preferred product attributes
(e.g. quality, price, style and service) that determine
the possible existence of distinct market segments.

2. A company must be able to determine the value and size of
the market segments.

3. A company must be able to discern the positioning of
existing brands in the market.

4. A company must be able to seek out opportunities where
existing brands are not being served or inadequately
served in the market segments.

5. The company must be able to determine correlative geograp-
hic, demographic and psychographic characteristics of
attractive segments in that they are suggestive of
sufficient methods to be employed to gain access to the
market segments.

Kotler (1976) further noted that three additional conditions must be

considered to define attractive segments that suggest management's use

'%eith K. Cox, James B. Higginbotham and James E. Stafford,
"Negro Retail Shopping and Credit Behavior," Journal of Retailing,
Volume 48, Number 1 (Spring 1972), p. 56.

13Adapted from Philip Kotler, Marketing Mana ement Analvsis,
Planning and Control, New Jersey: Prentice-Hall, Inec., 1976, p. 143,



https://purposes.12

of a differentiated market mix strategy to penetrate the segments:

1. Measurability - The information on buyer characteristics
must exist and be obtainable.

2. Accessibility - The company must be able to effectively
direct its marketing efforts toward the chosen segments.

3. Substantiality - The chosen segments must be large and
profitable enough for management to consider them worthy
of separate and distinct marketing mix strategy treatment.

f—— There are several indications that market segments may exist

within the fepale consumer clothing population. The following

partially satisfy the criteria advanced by Kotler and suggest

additional study:

1.

Differences in clothing expenditures between blacks and
whites have persisted over time. The 1961-1962 survey
of family expenditures, published by the Department of
Labor and the Bureau of Labor Statistics, indicated that
blacks average clothing expenditures represented 12.6
percent of their personal expenditures compared to 10.1
percent for whites.l4 The 1972-1973 survey of family
expenditures (the most recent data available) indicates
that the average black household (all urban and rural
families and single consumers) spent $665 on clothing,
dry cleaning, laundry and clothing related materials
and services compared to $645 for the average white
household. Black's clothing expenditures represent
11.5 percent of their persomal clothing expenditures
compared to 8.1 percent for whites, a difference of

3.4 percent.l5

In that blacks are highly concentrated in large metropolitan

areas, the advertising dollar can be minimized for successful
reach.

Information on buyer characteristics such as age, occupation
income and education exist and is obtainable.

14p1an R. Andreasen and Lloyd C. Hodges, "Clothing, Race and
Consumer Decision Making," Paper prepared for Marketing and Minorities

Workshop,

15

Ohio State University, (May 27-29), 1976, p. 6.

Estimates from Bureau of Labor Statistics, Consumer Expenditure

Survey Series: Interview Survey, 1972 and 1973, Department of Labor,
Report 455.3, 1976

9 po 54-560
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4. The black consumer population has been identified as a $54
billion dollar market;l6 larger than the entire Canadian
market;l7 gnd rough1¥ doubles the total population of Belgium,
Greece or Australia;l® pag a per capita income approximately
equal to the per capita income of the combined countries of
Western Europe;l9 yas comprised of approximately 92 percent
of all minorities in the United States in 1970;20 zp4
represents the ninth largest market in the world.2l
Although these data refer to the aggregate black consumer
market, the black female consumer clothing population
may be an attractive segment begging for separate management
treatment. __J

Selection of Product Market for Study

As discussed, the probabilities are greater that a black

consumer market exists for clothing than for many other products.

16’1‘hayer C. Taylor, '"Black Middle Class: Earn, Baby, Earn,"
Sales Management: 1974 Survey of Buying Power, Number 113

17David W. Cravens, Gerald E. Hills and Robert B. Woodruff,
Marketing Decision Making: Concepts and Strategy, p. 136.

18yi1ton M. Pressley, "A Selected Bibliography of Readings
and References regarding Marketing to Black Americans,' Second
Edition, Presented at the American Marketing Association's
1976 Marketing and Minorities Workshop, April, 1976, preface i;
Estimates from Statistical Abstract of the U. S., 1972,
Washington, D. C.: U. S. Bureau of the Census, 1972; and
Information Please Almanac-Atlas and Yearbook, 27th edition,
New York: Simon and 3chuster, 1973.

lglbid., preface i: Estimates computed from statistics in
the Social and Economic Status of Negroes in the U. S., 1970,
Washington, D. C.: U. S. Department of Commerce/Bureau of the
Census, 1970, and Raymond O. Oladipupo, How Distinct is the
Negro Market?; and Yearbook of National Accounts and Statistics,
New York: United Nations, 1971.

20pavid W. Cravens, Gerald E. Hills and Robert B. Woodruff,
Marketing Decision Making: Concepts and Strategy, p. 136.

°
‘IRaymond 0. Oladipupo. How Distinct is the Negro Market, P. 7.
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Hoéever, it is the writers' expectation that a distinct black
consumer market does not exist for clothing that warrants separate
management treatment. Data based research has iadicated that
historically blacks who have comparable income levels with whites
tend to overspend on socially visible products such as clothing,
personal-care products, nonautomobile transportation, household
furnishings, and tobacco (Alexis, 1961 and Bauer and Cunningham,
1970) . Although the amount spent is not necessarily a sufficient
basis to justify segmentation, an investigation of blacks' and
whites' consumption of clothing would appear to be meaningful to
advertisers and marketers to better understand the race variable
as a possible basis for segmenting the black population.

Previous market segmentation studies of black consumers
have investigated product categories including major and minor
durables and nondurables, as well as convenience and shopping
goods. In studying the black consumer segmentation research, it
has not yet reached the sophistication of that directed to the
general white consumer market. Wind (1977, 1978) has noted that
segmentation research in the white majority market should focus
on an assortment of products instead of a single product to

enhance the development of marketing theory.22 Previous research

efforts on black buyer behavior patterns have zeroed in on neither

‘zYoram Wind, '"Issues and Advances in Segmentation Research,"
Journal of Marketing Research, Volume XV (August 1978), p. 318;
and Yoram Wind, "Toward a Change in the Focus of Marketing Analysis;

From a Single Brand to an Assortment," Journal of Marketing, Volume
41 (October 1977), p. 12.
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assortments or single products. Andreasen notes:
Most studies of black-white consumption differences analyze
broad patterns usually in many product or consumption categories
.« + « regsearch has seldom focused on one or two key consumption
areas where fruitful investigation could yield important in-

sights; we have too often settled for breadth rather than
depth.23

This study helps to bridge this gap by focusing on specific
branded clothing items to discern whether race is a significant
segmentation variable when controlling for the extraneous effects
of income, occupation, education and striver versus nonstriver
demographic and socioeconomic variables. Market segmentation
studies pertaining to black consumers have been descriptive
treating race as a single segmentation variable without control-

ling for correlational variables.24

Limited financial resources also necessitated an invest-
igation of a single product category for this dissertation study.
In order for women's clothing to be explored for market segment-
ation purposes, it appeared to at least partially satisfy these

criteria for a valuable product market:

1. The product category should be one that is purchased
and used substantially by both black and white consumers;
however, observed marked differences in the total
consumption and/or expenditures allocated to the precduct

category should historically exist between the two
ethnic groups.

23Alan R. Andreasen and Lloyd C. Hodges, "Clothing, Race and

Consumer Decision Making," p. 5.

24p1an R. Andreasen, '"Consumer Research Needs in the Ghetto,"
August 20, 1975, p. 3. Examples of recent sophisticated works using
alternative bases for market segmentation when race is studied as a
segmentation variable are: Kindel, T. I. (1970); Alexis, Haines and

Simon (1972); Gensch and Staelin (1972); McKenzie et al. (1976) and
Brogowicz (1977).
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2. The product category should be one where race consumption
differentials can be identified and measured.

3. The product category should be one where advertisers and
marketers can economically employ 'marketing mix"
strategies effectively to satisfy the product class
and/or brand preferences of the two races.

4, The product category should be one that is socially
visible and perceived by the two races as being
indicative of one's desire to attain middle class
status.

5. The geographical distribution of the product should
be equally available to both low and middle income
consumers of both races.

6. The product category should consist of product classes
priced at levels to encourage both races to evaluate a
price versus quality versus brand criteria; however,
the product category's prices should not be too high
for lower income consumers.

7. A highly competitive market for the product category
should exist where advertisers and marketing managers
have used rigorous market segmentation and product
differentiation strategies; thereby providing ample
selection of diverse product classes and brands for
the two races.25

25A source for some of these criteria, particularly numbers 5, 6
and 7 were drawn from: Andrew Allen Brogowicz, '"Race as a Basis for
Market Segmentation: An Exploratory Analysis," An unpublished Doctoral
dissertation, Michigan State University, 1977, p. 90. Although race was
not born out as a useful base for market segmentation from Brogowicz's
study findings, his criteria appear to have been formulated around
requirements for a viable segment advanced by: Ronald E. Frank, "Market
Segmentation Research: Findings and Implications," in Frank M. Bass,
Charles W. King and Edgar A. Pessimer (eds.) Application of the Sciences
in Marketing Management, New York: John Wiley and Sons, 1968, pp. 41-43;
Philip Kotler, Marketing Management Analysis, Planning and Control,
Englewood Cliffs, New Jersey: Prentice Hall, Inc., 1976, p. 143; David
W. Cravens, Gerald E. Hills and Robert B. Woodruff, Marketing Decision
Making: Concepts and Strategy, p. 248; and Ronald E. Frank, William F.
Massy and Yoram Wind, Market Segmentation, pp. 27-28. The remaining
criteria were formulated around Cravens, Hills and Woodruff's (1976)
"Requirements for Segmentation Application” and Frank, Massy and Wind's
(1972) "Criteria for Evaluating Alternative Bases for Segmentation.”
Brogowicz's (1977) research effort will be reviewed in the literature
review section of this dissertation study.
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With the exception of nonautomobile transportation, the consumption
areas where blacks have historically tended to '"overspend" (clothing,
personal-care products, household furnishings and tobacco) appear to
meet the stipulated criteria. The writer chose the clothing category
because of his own personal interest and as a result of the rationale
by Andreasen and Hodges (1976) relating to an urgent need for
future research efforts to be directed toward the clothing category
to discern consumption differences and similarities between black and
white consumers. If any residual differences remain that can be
attributed to "blackness", clothing should be the category in that
anthropologists use clothing as a dimension depicting culture;
significant differences exist between blacks and whites on the amount
of monies spent for clothing, brand preferences and styling; and the
differences between the two ethnic groups have persisted over time
and across regions.26

For purposes of this dissertation study, the consumer groups
under study are operationally defined as consisting of lower and
middle income black and white female consumers who exhibit clothing
and/or brand class preferences, shopping, and purchase behavior

for dresses and slacks.

Rationale for this Dissertation Study: Summary

Justifications for this dissertation research study have

been alluded to throughout the chapter, but other specific

26Alan R. Andreasen and Lloyd C. Hodges, '"Clothing, Race

and Consumer Decision Making," p. 5.
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justifications may be offered. Bauer and Cunningham (1970) state

reasons for studying the black consumer market:

The case should be made that the Negro market is worthy of
research for three reasons: (1) as the marketing behavior of
Negroes is closely tied to the broad social problem of the
Negro revolution; (2) as a practical marketing issue, the
Negro market is a large segment of the American market,
especially for certain products and brands; and (3) as an
exercise in the much propounded doctrine of market segment-
ation, the study of the Negro is a promising topic on which
to hone our competence.27

In studying the black consumer, Sturdivant (1973) has suggested
research directions. "Is the behavior which is described attributable
to the fact that the subjects are black or is it because they are poor,
or Southern, or urban, or young?"28 qpe writer is knowledgeable of no
adequate measures existing that can identify why black consumers behave
the way they do in the marketplace. The gaps in black buyer behavior
segmentation research specified by Sturdivant are far from being
bridged until such time the black buyer behavior literature is replete
with a theoretical base to hone future research directions.

Thus, specific justifications for this dissertation study are:

1. This study will examine one product category (clothing)

for segmenting the black population rather than studying
a variety of product categories (as most past market

segment studies of the black population have done) where

27Raymond A. Bauer and Scott M. Cunningham, "The Negro Market,”
Journal of Advertising Research, p. 12.

28frederick D. Sturdivant, "Subculture Theory: Poverty, Minorities
and Marketing,' in Scott Ward and Thomas S. Robertson, Consumer Behavior:

Theoretical Sources, Englewood Cliffs, New Jersey: Prentice-Hall, Inc.,
1973, p. 477.
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findings for segmentation purposes have been minimal.
More specifically, this study will focus on a product
class and specific brands.

Past research efforts have studied the attitudes,
perceptions, cognitions, purchase, shopping and
usage behavior of lower income blacks with their
comparable white counterparts. This study extends
beyond this and will address both lower and middle
income black consumers' buyer behavior patterns as
compared to their lower and middle income white
consumer counterparts.

Most market segmentation studies in black buyer
behavior research have used race as a single
segmentation variable without controlling for

the effects of correlative variables. This

study will focus on race as a segmentation
variable while controlling for the extraneous
effects of the occupation, income, education

and striver versus nonstriver variables.

Most market segmentation studies in black buyer
behavior research have been of the survey type,
gathering data via a mailed questionnaire or
telephone interviews. This dissertation study

is of the survey type also. However, data will

be gathered with a structured, undisguised

questionnaire via personal interviews. This
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data collection technique assures better
sampling, information and administrative
control as compared to the mailed questionnaire
and telephone interview techniques due to non-
response and non-phone subscribers respectively.

5. Some academic market segmentation studies in black
buyer behavior research have used students and faculty
members as subjects. For possible generalization
purposes, the uniqueness of those subjects is quite
apparent; Sample respondents herein will be comprised

of wives and women head of households.

Outline of the Dissertation

Chapter I has identified the problem to be investigated.
Chapter II will directly focus on a careful identification and
evaluation of relevant data based market segmentation research
studies that have been conducted relating to the problem to be
studied. Chapter III will focus on the methodology that will be
utilized to conduct this research investigation. Chapter IV
will report the findings (analyses and evaluation). Lastly, Chapter
V will consist of a summary and conclusion of findings and specify

existing gaps in the area coupled with identifying research priorities.
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CHAPTER II

SEGMENTATION RELATED RESEARCH ON BLACK BUYING BEHAVIOR

Introduction

Purpose of Literature Review

The purpose of the literature review is to give the writer a thor-
ough knowledge of past research efforts that have been carried out, what
research is ongoing, what accomplishments have been achieved to date,
what gaps exist in previous research efforts, and what major research

gaps and/or priorities exist relating to the problem to be studied.

Black/White Clothing Research Findings

Data based studies have revealed that blacks, at comparable income
levels with whites, allocate a greater amount of their income to the
purchase of clothing (e.g. Bureau of Labor Statistics Studies, 1950-1951
and 1960-1961; Braguglia and Rosencranz, 1968; Bauer and Cunningham, 1970;
Kielty, 1970; Oladipupo, 1970 and Alexis, Haines and Simon, 1972). Alexis,
Haines and Simon (1972) indicate that blacks spend a greater amount of
their income on clothing, than comparable income whites, because such
consumption expenditure areas as housing and recreation are basically
unavailable on an equitable "race" basis and clothing serves as a

substitute for inaccessible alternatives.l

1Marcus Alexis, George H. Haines, Jr., and Leonard Simon,
"Consumption Behavior of Prisoners: The Case of the Innmer City

Shopper," in Alan R. Andreasen, Improving Inner-City Marketing,
American Marketing Association, 1972, pp. 36~37.
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Blacks perceive clothing to be representative of social status
and portray an upward gratification of one's self image (Kittles, 1956;
Schwartz, 1963; Erickson, 1968; Braguglia and Rosencranz, 1968; Somers
and Bruce, 1969; Adams, 1972; Yankelovitch, 1973 and Horn, 1975).

Blacks are more innovative (first to purchase new product clothing
brands) and fashion conscious than comparable income whites (Kittles,
1956; Portis, 1966; Kindel, 1970 and Dalrymple, Yoshino and Robertson,
1971). Findings have also revealed that blacks dress less conservatively
than comparable income whites (Myrdal, 1944 and Kindel, 1970). To the
contrary, Horn (1975) has asserted that 'black politicians and athletes
are among the best dressed leaders in the United States (p. 1l41).
Because of the controversy surrounding this issue, further research is
needed to get at the thesis.

The question has been raised in the literature as to whether the
higher expenditures allocated to clothing by blacks, as compared to
their white counterparts, represent higher prices paid, a greater
quantity purchased or both.zt‘iraguglia and Rosencranz (1968) findings
revealed that low socioeconomic status black women owned, purchased, and
paid slightly more for clothing than comparable income white women;z
Although the study conducted by Brew, O'Leary and Dean (1956) was not
a black/white comparison of clothing purchased and the prices paid,

their findings may very well be applicable to the black population

2plan R. Andreasen and Lloyd C. Hodges, "Clothing, Race and
Consumer Decision Making," 1976, p. 15.

3Marilyn Hunter Braguglia and Mary Lou Rosencranz, "A Comparison of
Clothing Attitudes and Ownership of Negro and White Women of Low Socio-
Economic Status,'" The Journal of Consumer Affairs, Number 2, 1968, p. 185.
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when occupational status is studied to discern its effects on clothing
consumption. Study findings revealed that 'wives of men who wore
business suits to work spent more for clothing, paid more for each
clothing item and purchased larger quantities of clothing for

]

themselves.'" Andreasen and Hodges (1976, p. 11) generalized the

research findings of Brew, O'Leary and Dean (1956) to the black
population with an assumption that blacks allocate higher expenditures
to clothing for discretionary, leisure purposes. Andreasen and Hodges'
belief has been born out by previously cited sources.

fws;ta based study findings have revealed that income is strongly
associated with such socioeconomic and demographic variables as
occupation, age, employment status, geographical location, place of
residence and education..lAndreasen and Hodges (1976, p. 13) have noted
that the use of multivariate statistical techniques is warranted to get
at the combined effects of these variables to determine whether any
residual differences remain that can be attributed to 'race.'" This
research effort addresses this gap in black segmentation research.
Kielty (1970) and Kindel (1970) undertook such an investigation and
their findings showed that 'race' still had a significant effect on
the amount of monies spent for clothing. The research findings of

Alexis, Haines and Simon (1972) and Gensch and Staelin (1972) did not

find a residual effect of "race" on black/white consumption behavior.

4Alan R. Andreasen and Lloyd C. Hodges, "Clothing, Race and
Consumer Decision Making,' 1976, p. 10. Referenced from: Margaret L.
Brew, Roxanne R. O'Leary and Lucille C. Dean, "Family Clothing
Inventories and Purchases with an Analysis to Show Factors Affecting

Consumption," U.S. Department of Agriculture, Agriculture Information
Bulletin, Number 148, 1956, p. 172.
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Notably, race also became insignificant in Kielty's (1970) study
findings when both clothing expenditures and income class were
expressed in logarithms.5

The following studies to be cited focused on the use of general
customer characteristics and product-specific variables as alternative
bases for segmentation augmenting the effects of ''race” as a segment-
ation variable, e.g. Striver and nonstriver (Bauer, Cunningham and
Wortzel, 1965 and Bauer and Cunningham, 1970); fashion consciousness
(Portis, 1966); age, work status, sex of head, number of children and
income class (Kielty, 1970); age, sex, income, family size and
geographical location (Kindel, 1970); income, innovativeness and
product category (Dalrymple, Robertson and Yoshino, 1972); income level
(Sexton, 1972); shopping appeals, quality, price, shopping location,
service and convenience (Gensch and Staelin, 1972); environmental
effect, and possibly market inefficiencies (Alexis, Haines and Simon,
1972); age (Gould, Sigband and Zoermer, 1970 and Hills, Granbois and
Patterson, 1973); age, education, sex, family size, income, striver
and nonstriver (McKenzie et al., 1976), income, social class, race
stratified by social class, race stratified by motivation to strive

and benefit sought (Brogowicz, 1977).
Organizing the Research

It has been pointed out in Chapter I that the bulk of research
to date on black consumers has been exploratory in nature and had

research objectives other than to determine whether a distinct black

SIbid., p. 14.
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consumer market segment exists for certain products and brands in the
American marketplace. Hence, research efforts assumed apriori that
a black consumer market existed and proceeded with investigationms.
Controlled environments of experimental laboratory setting studies
are basically lacking in the literature. Further, these efforts
have investigated a wide variety of product classes (minimum attention
directed toward investigating single product classes) and findings
are considered suggestive rather than definitive.

Literature from several disciplines was relevant to the present
study (See Figure I). Specific categories of market segmentation
related studies (captioned as store shopping, product, brand and
promotion behavior) using race and other variables as bases for
market segmentation can be used for consideration of work providing a
basis for this study.

In that the marketing literature is basically lacking black
consumer segmentation studies focusing exclusively on a single
product class (especially clothing), data based studies relevant
to the present study are reviewed. The literature review will
conclude with a summary of the findings of studies exploring the

race variable as a basis for market segmentation.

Store Shopping Behavior

Bullock (1961) conducted a landmark data based study to better

understand consumer motivations of black and white consumers.6

6Henry Allen Bullock, '"Consumer Motivations in Black and White,"
Harvard Business Review, Volume 39 (May-June 1961, Part I), pp. 89-104,
(July-August 1961, Part II), pp. 110-124, Soldiers Field, Boston,
Massachusetts.
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The data for Bullock's study was obtained from the Bureau of Labor

Statistics' study of Consumer Expenditures, Incomes and Savings

tabulated for the Wharton School cf Finance and Commerce, University

of Pennsylvania, 1956. Using an incomplete sentence blank questionnaire,
he solicited responses from 1,643 individuals with nearly half of the
respondents residents of the Houston metropolitan area. The remaining
respondents were individuals situated in the metropolitan cities of
Atlanta, Birmingham, Michigan and New Orleans. A race profile of the
respondents was comprised of 1,106 blacks and 537 whites, the final
sample size for data collection purposes.

Bullock concluded that the move on advertisers' part to treat the
black consumer population as separate and distinct begging for individu-
alize& treatment different from that tendered to the white majority
consumer market had not been supported by the results. He further
observed that it would be illogical to ignore the black consumers
completely because it would portray to them a sense of not belonging.
The author suggested that his study findings revealed that it would be
mere illusion rather than pure fact for advertisers to try and reach the
black consumer market using separate media than that used to reach the
white consumer market. In essence, marketing strategies and tactics
should be planned in such a manner that they will be appropriate to
effectively penetrate both the black and white consumer populations
using the same product promotional techniques and media. Specific
findings were: "Some joint appeals can be used to reach both black and
white consumer markets such as desire for distinction, search for
adventure, need for safety, salesmen services, and fear of certain

products (e.g. cigarettes and automobiles)" (pp. 111-114).
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Feldman and Star (1968) conducted a study on low and middle
income Chicago blacks. The purpose of their study was to test 1962

Chicago Tribune consumer shopping behavior data (obtained via a random

sample of telephone and non-telephone homes) to discern whether real
differences exist between black and white shopping behaviors.’ Of the

total sample, the Chicago Tribume's consumer study contained 1,000

respondents randomly selected (760 whites and 240 non-whites) residing
within the city of Chicago. The investigators used this subsample for
analysis,

Data analyzed in the research study of Feldman and Star (1968,
non-food shopping behavior) revealed that there were substantially
similar shopping behavior patterns, especially at the middle income
level, between the black and white consumer groups. However, their
findings showed that low income blacks tended to patronize discount
Stores more so than middle income blacks or both low and middle income
whites (p. 225). These findings suggest that the low income blacks are
more concerned with price (bargains such as cents off, coupons, trade
stamps, etc.) more so than convenient location and quality of the goods
purchased. Contrasting findings were reported in a study conducted by
Cox, Higginbotham and Stafford (1972).8 Their findings indicated no

significant differences between black and white discount store shopping

7Lavrence P. Feldman and Alvin D. Star, "Racial Factors in Shopping
Behavior," in A New Measure of Responsibility for Marketing: Proceedings
of the American Mar