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Issues in a Changing
Marketplace

WeÕre All t he Same . . .Only Dif ferent

Look around. Does everyone look like you? Until the late 1960s, advertisers must
have thought everyone in the United States was a straight, uptight, well-dressed,
white suburbanite. Because that’s all they showed in their ads. It took time, but
marketers finally discovered that African Americans own homes. Women buy
cars. Gays and lesbians like vacations. Arab Americans are not terrorists. People
who don’t speak English as their primary language still know that money talks.
Integrating advertising is not only the right thing; it is the smart thing.

While the advertising industry has belatedly addressed diversity of the
marketplace, it still has a long way to go when it comes to hiring minorities and
women. This book is not the forum for solving this problem, but as we’ve done
throughout this book—we tell it like it is. And, if you look at the changing face of
America, we’d suggest the industry get moving a bit quicker because having
a diverse workforce, one that reflects all consumers, is in everyone’s best
interest. For now, let’s get down to the business of understanding our
changing marketplace.

As of 2007, 1 in every 3 Americans is a person of color, and that’s a trend
that will only increase. Ethnic identities and demographics are changing.
“In fact in the last U.S. census more than half of the people who identified
themselves as ‘black in combination with at least one other race’ were under
18 years old.”1 This points to the shifting ethnic identities, but it also suggests
changes in age demographics. America is aging in huge numbers. The
generation that created the youth culture of the 1960s is shifting not so
gracefully into retirement. Women make up 51% of the total population, with
40- to 64-year-old women representing the single largest U.S. market
segment.2 And whether or not women are the end user, they make over 80%
of the consumption choices. Now check this out: These specialty markets
(African Americans, Hispanics, Asians, and women) make up 84% of the
population.3 No, your eyes did not deceive you—it did say 84%! Trust us; this
chapter is worth reading.
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ÒYou know why
Madison Avenue
advertising has never
done well in Harlem?
WeÕre the only ones who
know what it means to
be Brand X.Ó10

—Dick Gregory

Words of
W isdom


