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ABSTRACT 
 
This study utilized a scenario approach in which black and 
white university students were awarded “cash points” to be 
used to purchase brands of merchandise from a list of 
products. Each group was also asked to allocate the points in 
the manner they perceived the other race would (the black 
students predicted expenditures of the white students, and 
vice versa). The results of the study showed the expenditure 
pattern for the two groups to be essentially the same. There 
were no significant differences between product categories, 
and only minor differences in brand selections. However, 
when perceptions of other group’s expenditures were 
analyzed, the results are considerably different. Both 
perceived their expenditures to be different from the other 
group, and neither group could accurately predict the brands 
the other race would purchase. The white students’ 
predictions were incorrect in all product categories while the 
black students did accurately predict white brand preferences 
in two of the six product categories. 
 

INTRODUCTION 
 
Consumers often view products symbolically (Hirschman 
and Holbrook 1982 and Solomon 1983). “Individual 
differences in the ethnic background, social class, and 
gender cause products to vary greatly in the emotions and 
fantasies they inspire in a consumer.” (Hirschman and 
Holbrook 1982, p. 99). Marketers use this phenomenon 
when targeting products toward specific market segments. 
Consequently, products and brands of products may become 
stereotypically associated with particular groups or classes 
of individuals based on ethnic background, social class, and 
gender. 
 
Entire promotional campaigns can and have been devised 
around these perceived stereotypical associations. What 
happens, then, if the projected stereotype does not reflect 
reality? The marketer risks alienating or even offending the 
targeted market by the misconceived associations (Pitts et al. 
1989). There have been numerous examples of marketing 
blunders caused by the inappropriate or stereotypical 
portrayal of the target market (Fouke 1989). Marketers must 
be aware of the target market’s real perceptions of products 
and brands before devising promotional efforts if they are to 
avoid such misconceived stereotypical associations. 
 
The purpose of this paper is to examine the perceptions of 
black and white respondents’ expenditures on specific 
product brands. This paper also examines the perception of 
each race about the expenditures of the other race. In other 
words, can blacks and/or whites predict the brands the other 
group will purchase? 
 

LITERATURE REVIEW 
 
Although there have been numerous studies conducted about 
differences between blacks and whites, the marketing 
information concerning blacks is “inconsistent and 
incomplete” (Reagan et al. 1990,85). The research on racial 

differences has centered along two lines: blacks as 
consumers and blacks as marketers. 
 
Many of the studies of blacks as marketers have examined 
the number of ads containing black models and how they 
were portrayed (Kassarjian 1969; Bush, Resnik, and Stern, 
1980; and Stevenson 1989). Other research, such as that by 
Kerin (1979); Bush, Hair, and Solomon (1979); Schlinger 
and Plummer (1972); Whittler (1989); and Qualls and 
Moore (1990) has examined the perceptions of consumers 
toward ads with black models. 
 
In general, these studies have concluded that both blacks and 
whites tend to regard ads with models from their own race 
more favorably than ads with models from the other race, a 
conclusion that Qualls and Moore (1990) suggest supports 
in-group bias theory. The theory states that “stereotypical 
categorizations in which in-group/out-group membership is 
based on race lead to evaluation in which in-group members 
are perceived more favorably than out-group members” 
(p.136). 
 
Blacks as consumers has also been the subject of many 
black/white studies. Most of this research stream has 
examined food and grocery, fashion goods, and automobile 
purchase behavior (Reagan et al. 1990). 
 
Many of the studies examining differences between black 
and white consumer behavior have found significant 
differences between perceptions of the two groups. For 
example, LaTour, Henthorne, and Williams (1989) 
examined the perceptions of black and white respondents 
toward salespersons. Their study found that the two races 
formed initial impressions of the salespersons differently and 
that each race preferred different salesperson’s qualities. 
Other examples of perceptual differences found between 
blacks and whites include age stereotyping, (Crew 1984), 
and fashion innovation and innovators (Stith and Goldsmith 
1989). 
 
Stereotypical portrayal of target market members in ads has 
been the subject of much research. Researchers have noted 
that women have been portrayed stereotypically in ads 
(Courtney and Lockeretz 1971 and Cleaver 1988) as have 
older adults (Langmeyer 1983). While research has 
examined the portrayal of blacks in ads by examining such 
factors as role dominance (Bush, Resnik, and Stern 1980), 
and social interaction (Stevenson 1989), little research has 
been done on black stereotypical portrayal and effects. 
 
Target groups may be stereotyped in ads when the ad 
creators are not a member of the targeted group. Pitts, et al. 
(1989) examined perceptions of black and white respondents 
to ads that were created by black marketers. As the authors 
state “Blacks are not just white people with black faces; they 
are members of a distinct subculture that possess a complex 
of behaviors, tradition, language, values, and icons that is 
unique, profound, and distinct from the white subcultures” 
(p.322). Accordingly, the researchers wanted to
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analyze differences in perception of blacks and whites 
toward ads that reflected black cultural values. This was 
accomplished by retaining black marketers to develop the 
ads. 
 
The study found that blacks were much more adept than 
whites at perceiving the values contained in the ads. These 
results lend support to the idea that “to communicate with 
maximum skill with a culture, one must be a member of that 
culture” (p.325). Not only would communication 
effectiveness be increased by using in-group marketers to 
develop promotional activities, but costly cultural/ethnic 
errors (misconceived stereotyping) in the message 
presentation would be avoided. 
 
Previous research indicates that there are many significant 
differences in perception between blacks and whites. These 
differences have many implications for marketers. The 
differences, if they exist, should be identified and 
understood to determine the most effective ways of 
appealing to each group. 
 
The present study was designed to examine stereotypical 
perceptions of black/white brand expenditures and how well 
the perceptions match actual expenditure patterns. 
 

METHODOLOGY 
 
Questionnaires were distributed to business students at two 
different universities, one predominantly white, the other 
predominantly black. A total of 156 usable questionnaires 
were obtained from 193 administered. The study sample 
included 72 males and 84 females, 82 whites and 74 blacks. 
 
The questionnaire detailed a scenario in which the 
respondents were awarded 150 “cash points” on a TV game 
show. The cash points were to be used for purchasing brands 
of merchandise from a list of products provided. The list 
contained six product categories with four brand names in 
each category. Each brand was assigned a different point 
value or cost which varied according to the real cost of the 
item. For example, the point value for an Emerson color TV 
set was 4 points while a Sharp 40-inch “Big Screen” 
television was assigned a value of 20 points. The down 
payment on a Cadillac was 130 points as compared to 55 
points for a Toyota Corolla, etc. 
 
The study respondents were asked to “spend” their cash 
points on the products listed in any manner desired as long 
as they did not exceed the allocated 150 points. They were 
then asked to allocate the 150 cash points among the same 
products as they perceived the students from the other 
university would (the black university students were to 
predict expenditures of the whites university students and 
vice versa). 
 

RESULTS 
 
Table I presents the frequency distribution of expenditures 
for each brand by race and by each race’s perception of the 
other race’s expenditure. An examination of these data 
indicates that the expenditure pattern for the two groups 
were essentially the same. A comparison of expenditure 
patterns shows the blacks spending proportionally more on 
color TV’s, automobiles, and kitchen appliances, while the 
white’s allocated a larger portion to vacations and clothing; 
however, the Mann-Whitney test indicates these differences 
are not statistically significant. 
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An analysis of the brand preference within each product 
category also reveals a high degree of similarity between the 
purchase behavior of the black and the white respondents. In 
fact, the brand ranking by total points spent is exactly the 
same for both groups in all six-product categories. 
Significant statistical differences at the .05 alpha level were 
found only for color TV’s and automobiles. 
 
One step in determining whether or not members of one 
group can effectively market products to members of 
another group is to assess perceptions of one group toward 
the other. If stereotypical perceptions are based on real 
experience and reflect reality, marketers developing 
promotional activities targeting a specific racial group may 
not need to be a member of that group. On the other hand, 
perceived stereotypes that do not reflect reality may result in 
embarrassing and expensive promotional blunders. 
 
The Wilcoxon Matched Pairs Test was used to compare each 
group’s self-reported expenditures with that group’s 
perception of the other group’s expenditures. The results of 
this comparison should indicate whether or not each group 
perceives itself to spend differently from the other group. 
The test found a difference between the black self-reported 
expenditures vs. black perception of white expenditures with 
a probability level of .0574. The probability level of .0401 
for white self-reported vs. white perceptions of black 
expenditures was even more significant. These results 
suggest that each racial group perceives that it spends 
allocated funds in a manner different from the other race. A 
surprising result in light of the fact that there were no 
significant differences between the product spending 
patterns of blacks and whites. 
 
The data can also be analyzed by comparing black self-
reported expenditures with white perceptions of black 
expenditures and vice versa. In other words, can one group 
predict the spending patterns of the other group? The black 
respondents were better than whites at predicting spending 
patterns of the other group. There were no significant 
differences found at the .05 alpha or less level between the 
black sample’s perception of the white sample’s product 
expenditures and the white sample’s self-reported 
expenditures, while the white sample’s perceptions of black 
expenditures were significantly different for half of the 
product categories analyzed. 
 
The white university respondents were unable to correctly 
predict the expenditures of the black university respondents 
for vacations and kitchen appliances, which were both 
significantly under-predicted, and for automobiles which 
was greatly overpredicted. As members of the majority race, 
whites may not encounter black culture and purchase 
behavior with enough frequency to predict black consumer’s 
actions with any degree of accuracy. The fact that white 
respondents were not very adept at predicting black 
expenditures may suggest that whites have a stereotypical 
perception of black purchase behavior that does not reflect 
reality. 
 
An analysis by brands rather than products purchased also 
revealed that blacks were better than whites at predicting 
purchase patterns of the other race. The black respondents 
correctly predicted white expenditures by brand for watches 
and clothing, while the white respondents’ perceptions of 
black brand expenditures was significantly different for all 

product categories. These results may be explained by the 
fact that blacks are a minority group living in a white 
dominated culture, and may therefore be more cognizant of 
white culture and behavior. 
 
Significantly, the purchase patterns of black respondents and 
white respondents were very similar for both product 
category and for brands within product categories. And yet, 
neither group was able to project the expenditure patterns of 
the other group, although blacks were more successful than 
whites in their predictions. If white marketers are no better 
than white students in this study at predicting and 
understanding black behavior, then perhaps black marketers 
should be recruited to develop promotional activities aimed 
at blacks. These results lend support to Pitts’ et al. (1989) 
contention that ads and promotions targeting a particular 
culture could be communicated by members of that culture. 
 

CONCLUSIONS 
 
The purpose of this study was to examine black and white 
respondents’ perceptions of their own expenditures on 
specific product brands. Further, the study analyzed how the 
perceptions of each group about the other group’s 
expenditures differed from self-reported expenditure 
preferences. 
 
The study found little difference in the manner in which the 
two student groups allocated funds among product 
categories or brands. Although the expenditures of the two 
groups were similar, each group perceived their expenditures 
to be different from the other group. Moreover, neither 
group was able to determine what brand purchases the other 
group would make, although blacks were somewhat more 
successful in the task than were whites. 
 
In spite of the fact that this study is limited by the narrow 
scope of the sample and the restriction of the analysis to 
specific product brands, it does highlight some concerns of 
marketing products to market segments. The inability of one 
group to predict the other group’s purchase behavior may 
have resulted from stereotypical perceptions not grounded in 
reality. These conclusions may very well suggest to 
marketing managers that they involve members of a targeted 
market segment in the planning and design of promotional 
activities to ensure that appeals are founded in reality and 
are not based on misconceived stereotypical images. 
 

REFERENCES 
 
Bearden, William O and Michael J. Etzel (1982) Reference 

Group Influence on Product and Brand Purchase 
Decision. Journal of Consumer Research 9 (September): 
183-194. 

 
Bourne, Francis S (1965). Group Influence in Marketing and 

Public Relations Dimensions of Consumer Behavior ed. 
James V. McNeal (New York: Appleton, Century, 
Crofts), 137-146. 

 
Bush, Ronald F., Alan J. Resnik, and Bruce L. Stern (1980) 

A Content Analysis of the Portrayal of Black Models in 
Magazine Advertising, in Marketing in the 80’s: Changes 
and Challenges the 1980 AMA Educators Conference 
Proceedings, eds. Richard P. Bagozzi et al., 484-487. 



Developments In Business Simulation & Experiential Exercises, Volume 19, 1992 

 96

__________ Joseph F. Hair, Jr., and Paul J Solomon (1979) 
Consumers’ Level of Prejudice and Response to Black 
Models in Advertisements. Journal of Marketing 
Research 15 (August): 341-345. 

 
Cleaver, Joanne Y. (1988) Lifestyle Ads Boost Banks, 

Insurers Advertising Age 7 March, S3, S10. 
 
Courtney, Alice E. and Sarah Wernick Lockeretz (1971). A 

Woman’s Place: An Analysis of the Roles Portrayed by 
Women in Magazine Advertisements Journal of 
Marketing Research 8 (February): 92-95. 

 
Crew, James C. (1984). Age Stereotypes as a Function of 

Race. Academy of Management Journal 27 (June): 431-
435. 

 
Fouke, Carol J. (1989) Sensitivity to Cultures Builds Foreign 

Markets Marketing News 19 (June): 8-9. 
 
Hirschman, Elizabeth C. and Morris B. Holbrook (1982) 

Hedonic Consumption: Emerging Concepts, Methods 
and Propositions. Journal of Marketing 46 (Summer): 92-
101. 

 
Kassarjian, Harold H. (1969) The Negro and American 

Advertising, 1946-1965. Journal of Marketing 6 
(February): 29-39. 

 
Kerin, Roger (1979) Black Model Appearance and Product 

Evaluations Journal of Communication 29 (Winter): 123-
128. 

 
Langmeyer, Lynn (1983) Age Role Portrayals in Magazine 

Advertisements: A Content Analysis. In Marketing: 
Theories and Concepts for an Era of Change, the SMA 
Proceedings, eds J. H. Summey et al. (Carbondale, IL: 
Southern Marketing Association), 286-289. 

 
LaTour, Michael S., Tony L. Henthorne, and Alvin J. 

Williams (1989) Initial Impressions in the Retail 
Environment: A Comparison of Black and White 
Perceptions. Psychology & Marketing 6 (Winter): 329-
347. 

 
Pitts, Robert E., D. Joel Whalen, Robert O’Keefe, and 

Vernon Murray. (1989). Black and White Response to 
Culturally Targeted Commercials: A Values-Based 
Approach. Psychology & Marketing 6 (Winter): 311-
328. 

 
Qualls, William J. and David J. Moore (1990) Stereotyping 

Effects on Consumers Evaluation of Advertising: Impact 
of Racial Differences Between Actors and Viewers 
Psychology & Marketing 7 (Summer): 135-151. 

 
Reagan, Carmen C., Louis M. Capella, and J. Duncan 

Herrington (1990) Research on Black Consumers: A 
Summary and Analysis of the Methodologies, in 
Advances in Marketing, ed. Peter J. Gordon and Bert J. 
Kellerman, (Southeast Missouri State University and 
Southwestern Marketing Association), 85-90. 

 
Schlinger, Mary Jane and Joseph T. Plummer (1972) 

Advertising in Black and White. Journal of Marketing 
Research 9 (May): 149-153. 

Solomon, Michael R. (1983) The Role of Products as Social 
Stimuli: A Symbolic Interactionism Perspective. Journal 
of Consumer Research 10 (December): 319-329. 

 
Stevenson, Thomas H. (1989) Blacks in Magazine 

Advertising: Frequency, Social Interaction and Racial 
Composition in Marketing: Positioning for the 1990s, the 
SMA Proceedings, ed. Robert L. King (Charleston, SC: 
Southern Marketing Association), 384-387. 

 
Stith, Melvin T. and Ronald E. Goldsmith (1989) Race, Sex, 

and Fashion Innovativeness: A Replication. Psychology 
& Marketing 6 (Winter): 249-262. 

 
Whittler, Tommy E. (1989) Viewers’ Processing of Actor’s 

Race and Message Claims in Advertising Stimuli 
Psychology & Marketing 6 (Winter): 287- 309. 

 


	Table of Contents
	Volume 19, 1992
	The Pedagogical Utility of a Management Simulation Game in a Business Policy Course
	Modeling Economic Environments in Business Simulations: Some Comparisons and Recommendations
	Experiential Learning and TQM Principles: Teaching Behavioral Science in a Business School
	The Use of Poster Presentations as a Final Project in the Business Policy Course
	The Device Business: A Management Simulation for Strategy Formulation
	The Advantages of Experiential learning in the Auditing curriculum
	A Framework for the Identification of Moderated and Mediated Performance consequences of Pedagogical Alternatives
	Simulating Qualitative Research Relating to Values and Lifestyle Segmentation
	A New Market Demand Model for Business Simulators
	Interactive Optimization Using the Method of Relative Improvement Preferences: Methodology and Empirical Evaluation
	The Service Trainer Simulation
	Benefits of Internet Computer Networks for ABSEL Members
	How Should We Measure Experiential Learning?
	An Assessment of Simulation Usage in Management Accounting Courses
	The Influence of Myers-Briggs Type and Group Dynamics on Simulation Performance
	Effective Leadership Behavior in the Desert Storm Arena: An Application of the Vroom-Yetton-Jago Model
	Installing and Consolidating Work-Team Values: The Effects of a Multicultural Outdoors Experiential Program
	Key Determinants and Decision performance in a Business Simulations and Experiential Learning environment
	Multi-Cultural Experiential Learning: A Computer Simulation in Indonesia
	Attitudes Toward and Emotions Related to Women as Managers: A Replication and Beyond
	Scenario Approach to Simulating Consumer Expenditures: A Cross-Cultural Analysis
	Insights into Ethical Decision making Activities and Organizational Performance: A Management Simulation Analysis of College Students and Managers
	Evaluating a Business Simulation Program for Joint Venture Negotiation and Management
	Teaching Business Interviewing Strategies with an Experiential Approach
	Cooperative Learning Across the Business Curriculum
	Modeling Total Quality Elements into a Strategy-Oriented Simulation
	Teaching Business Decision making using a Simulator 
	Extending the Educational Utility of a Simulated Competition within the Confines of an Established Undergraduate Marketing Curriculum
	Expert Systems Versus Traditional Methods for Teaching Accounting Issues
	Confidence Extremes Diminish Quality Performance in a Total Enterprise Simulation
	Can Ethics Be Taught? A Simulation Tests a Traditional Ethics Pedagogy
	Through The Looking Glass, Inc.: Organizational Climate Research as Experiential Pedagogy
	The use of Cluster Analysis for Business Game Performance Analysis
	Power and Ethnicity: An Experiential Learning Exercise (How to Sensitize Students to Diversity)
	Directed Development of Critical and Creative Thinking Skills for Case Analysis
	Implementing Total Quality Management in a Computerized Business Simulation
	Product Quality in Business Simulations
	Use of Simulation for Ethics Education in Management
	Satisfying the University's Customers through Total Quality Management Instruction: A Case Study
	Personality Characteristics and Group Performance in Total Enterprise Simulations
	Concepts of Interval Estimation and Quality Control Charts via Computer Simulated Sampling
	An Examination of the Effect of Team Cohesion, Player Attitude, and Performance Expectations on Simulation Performance Results
	The Effectiveness of Inventory Management and Production Scheduling Training in a Total Quality Management Environment
	Peer Group Indicators of the External Validity of Business Games: A five-year Longitudinal Study
	Political Strategies and Personal Actions
	Does Practice make Perfect? Observations on Simulation Trial
	The Use of A Non-Business Computer Simulation to Teach Marketing Management
	BankPro Commercial Bank Simulation
	The Production Game
	Pursuing Excellence: Work Strengths, Assets and relevant Values (An Exercise)
	Test of a Short Outward Bound Experience for College Students
	What is it that we want Student To Learn?
	Using Two TQM Philosophies when Playing Blackjack
	The Lagged Effects of Decision Variables on Financial Performance Measures Used in Two business Simulations
	The Development of an Experiential Exercise for Career Planning and Effective Job search Performance
	Measuring Quality in Management of Business Pedagogy
	Exploring Quality and Productivity Improvement: Using and Experiential Process
	Toward a Generalized Architecture for Intelligent Reactive Management Systems
	The Quality Game
	TQX: Using Expert Systems to Improve Training in Total Quality Management
	A Simulation of the Effect of the Medicaid Payment Lag on the Financial Position of Community Pharmacies
	The Use of a Board of Directors to Evaluate and Validate Decisions in a Competitive Graduate Management Simulation Course
	The Impact of Academic Dishonesty on Business Simulations and Experiential Learning Activities
	Picture Project: An Experience of Icebreaking and/or Decision-Making
	An Effective Role-playing Exercise for Teaching Requisite TQM Supervisory Attitudes/Behavior
	Computerized Management Simulations and Some Correlates of Students' Satisfaction
	The Timing and Stability of Reactions to Market Structure in a Single Player Simulation Environment
	A Graphics Application Extension for a Simulated Decision Support System Environment
	Aspects of a Group Project Utilizing Actual Business data and a Computerized Accounting System
	The Role of Universities' Extended Learning Department in Assisting Organizations Implement Total Quality Management
	A three-dimensional Learning Experience to Develop Total Quality Management Skills
	Estimating Quality Costs by Computer Simulation
	Applications and Examples of Quality Control Software
	Assessing Business Pedagogy
	A Demonstration of an Experiential Process for Exploring Quality and Productivity Improvement Processes
	An Action-Ethics Dilemma: A Demonstration
	Org Sim Jr.: A 2-3 Hour Version of the 2-Day Blanchard/Murrell Organization Simulation
	Building Buildings: An Experiential Exercise in Organizational Structure, Communication, Leadership and Group Dynamics
	Expert Systems for Organization Design: A Demonstration
	A Demonstration of Product Quality in a Business Simulation: Version 2 of CEO
	Two Revolutions, Total Quality Leadership, and the Baldy: The Story of Milliken
	Total Quality after the Award - The Xerox Story
	Building a Competitive Advantage through Customer Satisfaction and Reengineering
	Human Resource Planning: Managing the Only Renewable Resource for a Competitive Advantage
	Using Simulations to Teach International Issues: An analysis of the Multinational Management Game's Learning Environment
	Quality Function Deployment: A Tutorial
	Care and Nurturing of Teams
	Making a Good Thing Better: Adding TQM to Participative management
	Empowering Organizations to Redesign and Transform Themselves - Eastman Chemical
	Using Simulations in Field Management Development of an International Life Insurance Company
	Reinforcing the TQ Environment via Simulation
	Transforming a Business College into a Total Quality College


