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Chapter

Issues in a Changing
Marketplace

We’re All the Same . . . Only Different
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.4 No, your eyes did not deceive you—it did say 84%! Trust us; this
chapter is worth reading.

Words of
Wisdom
“You know why
Madison Avenue
advertising has never
done well in Harlem?
We’re the only ones who
know what it means to
be Brand X.” 3
—Dick Gregory
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Today, it’s not a question of whether to appeal to multicultural audiences and
specialty markets. It’s more a question of how to do it. How do we show people
of color and specialty markets in our ads without using stereotypes? If we avoid
the obvious, do we deny their identities? Can we keep it real without alienating
other audiences? Creating ads for today’s marketplace presents a multiplicity of
unique challenges.
Advertisers need to be responsive to a cultural shift that suggests many
people see themselves as multiethnic or multicultural. Maybe as this takes root,
the work of multicultural and general market agencies will begin to blend. Maybe
not. As we’ve said, more than half of the people who identified themselves as
“black in combination with at least one other race” were under 18 years old.5
So being on the cutting edge of trends and understanding the shifting lines of
cultural identity are imperative. Some of the hottest models today have an
indefinable ethnic look, and they may also no longer be size zero. Tiger Woods is
a great example of a celebrity who chooses to define himself as multiethnic,
refusing to be categorized as African American or Thai or Asian American,
ethnicities that define his parents. Woods embraces his multicultural heritage
and fully expects advertisers who hire him to do the same. New magazines such
as Fader celebrate cultural diversity. But the real growth is in social media, where
culture is celebrated and the consumer is in control. Check out Web sites like
mavinmag.com, blackvoices.com, and hiphop.com. Celebrating
diversity is not just a trend. It’s a way of life that advertisers must
embrace. How will postmodern conceptions of culture and identity
influence the way you define and speak to your target audience?

It’s All There in Black and White

Image 5.1
To some people this ad might represent a
stereotype of African Americans as blue-collar
laborers. To others, it’s just another hardworking
guy who needs a good pair of work boots. What
do you think?
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When advertising began to integrate in the late 1960s, the trend was
to make African Americans look like “dark-skinned white people.”
While some African Americans were happy to finally be represented
in mainstream advertising, others resented the lack of realistic
models and situations and the limited media placements.
Ad professionals such as Thomas Burrell, founder of Burrell
Communications, the largest African American ad agency in the
United States, and Al Anderson, founder of Anderson
Communications, Inc., have long argued “blacks aren’t dark-skinned
whites.”6 Forty years ago, before minority-owned agencies existed,
the industry really lacked for messages that reflected cultural
experiences beyond a white world. Today, according to Anderson, the
multi in multicultural marketing has gotten a bit blurred: “Last time I
checked, all marketing is targeted at somebody. Now how you
construct this young, black, Latino, Asian person, I don’t know. I’ve
never met one of these folks.”7 Reaching multicultural audiences
means creating connectivity between the message and the audience
and using all avenues of integrated marketing to deliver that
message. For Burrell and Anderson, success has come by tapping

into the unique cultural experiences of African Americans and slipping that
message into channels that resonate with their audience. But their success as
owners of African American ad agencies also highlights the fact that general
market agencies seem to be unable or unwilling to give voice to multicultural
consumers. Thus today we see most work targeting multicultural audiences done
by agencies that specialize in a particular demographic. The problem persists,
but we hope to do our small part by at least putting the topic on the table.

How do they look today?
Just how much are African Americans represented in advertising today? Of all
ethnic groups, other than whites, African Americans have the highest representation
in mainstream magazine ads. Yet only 14% of the ads in mainstream magazines
feature diverse groups of people.8 So it’s hard to say the advertising industry really
embraces the diversity reflected in American culture. Although some brands
including Skechers, Toyota, and CoverGirl have been at the forefront of multiethnic
marketing trends, this is not necessarily the norm. When it comes to television,
African Americans make up more than a third of the models in spots running during
prime time.9 Not long ago, African American endorsements went mainly to athletes.
What’s interesting is to see how African American endorsements have begun to
move beyond sports figures. Queen Latifah had three major endorsement deals in
2007 alone including her CoverGirl Queen Collection, which invites women of color
to enjoy their brown-skinned beauty while expanding cultural notions of beauty.
Beyoncé has racked up deals with American Express, Pepsi, Samsung, DIRECTV,
Armani Diamonds perfume, Disney, and L’Oréal. Usher came out with dual
fragrances, He and She, and a deal with Macy’s.10 Seeing the diversity of product
categories and range of celebrities suggests things may be changing.

Tapping into the African
American market
It’s sometimes hard to talk about
a target market without sounding
stereotypical. However, there are
some cultural commonalities, and
for an advertiser they are worth
paying attention to. Community
involvement is a huge part of
African American life, and women
play a very prominent role in
family life. Don’t underestimate

Image 5.2
Until the 1960s, the best African
Americans could expect from
mainstream advertising was to
be portrayed as happy servants.

Image 5.3
You can call Tiger Woods an incredibly gifted golfer, a multimillionaire
product endorser, or a very savvy businessman. But don’t call him an
African-Asian-American, because he doesn’t accept the labels that might
define his parents.
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Image 5.4
CoverGirl has brilliantly extended its line beyond the general
market as the brand for “real women.” Once the brand for
straight, skinny, pale-faced models, CoverGirl has redefined itself
through spokeswomen like Queen Latifah and Ellen DeGeneres.

African American women’s influence or their buying
power. They have the highest spending power among
women of color. Knowing these facts, an integrated
campaign that reaches into community life is essential
when trying to reach African Americans. As you can
also see by the list of endorsements from cars to
fashion and beauty, personal expression is significant.
At the same time, African Americans’ preferences,
habits, and attitudes reflect a broad range of
sensibilities. In most cases, it’s best to avoid using
slang. If you aren’t really part of the culture, it can be
embarrassing at best and often insulting. We also
know that media matter. Eight out of 10 African
Americans are heavy magazine readers, and that’s
more than the U.S. average.11 Both television and
social media are big parts of their lives. And music is a
huge cultural influence and form of expression. So it’s
no surprise to see music merge across multiple media.

Hip-hop goes mainstream
Hip-hop is just one of the ways we see African American culture
merging into general market advertising. It has crossed over into the
cultural mainstream thanks, in part, to Spike Lee and Nike’s early
collaborations. But what sets it apart is how pervasive and lucrative it
has become. Now even big brands are comfortable spending millions of
dollars using hip-hop in general market advertising, and that’s because
many niches within mainstream culture not only understand hip-hop;
they embrace it. Today we see advertisers using
hip-hop as a statement demonstrating their cultural cachet. Consider
how Gatorade has embraced hip-hop culture with its new G campaigns
by TBWA\Chiat\Day, adding an edge by deleting the Gatorade logo. Or
look at how the hip-hop tradition is again embraced by Nike with the
LeBron James Powder commercial by Wieden + Kennedy. Of course,
as with any cultural trend, controversy or polarizing effects remain
possible. The needle moves with 50 Cent for Coca-Cola’s VitaminWater,
but for other brands he is still too controversial.

¿Cómo Se Dice Diversity en Español?
Image 5.5
This “aptitude test” by hip-hop clothing
company Akademiks resonates with urban
youth. What do you think when you see a
young African American man dressed like this?
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In our discussions with Ileana Aléman-Rickenbach, a creative working
at BVK/MEKA in Miami, we discovered that the debate over what to
call Latin Americans is still raging. She told us that a recent poll
indicated about 65% prefer to call themselves Hispanic, which is how
the business world identifies the target audience. She said Hispanic is
accepted primarily by older, more established residents in the United

States. Younger, more liberal types prefer
Latino or Latina, which is less corporate and
more personal. Her comments back up our
anecdotal information. However, what’s
really interesting and what marketers need
to pay attention to is the fact that people
prefer to identify themselves by their country
of origin. They are more likely to be proud of
being Chicano or Argentino or Cubana than
of being “Hispanic.”12 In this text we’ll use
Hispanic and Latino interchangeably, just to
keep everyone happy . . . or annoyed.
Today nearly 50 million Latinos live in the
United States, representing Mexico, Cuba,
Puerto Rico, the Caribbean, and Central and
South America, not to mention the blended
Anglo-Latino cultures along the border from
California to Florida.13 That’s more than a
20% increase from 3 years ago. About 1 of
every 2 people added to the U.S. population
Image 5.6
during the previous year was Hispanic. Since
Dominion, an energy company in Virginia, tapped into their Hispanic customer
2007, Latinos have outnumbered African
base with the headline that reads (in English), “For Danny Segura, Spanish is
Americans. And they’re young. The median
not a second language. It’s a cultural heritage.”
age of Latinos is 27, and 1 in 3 is under age
18.14 Consider this: Hispanic households have
twice as many children under 18 as non-Hispanic households.15 According to Leo
Olper, chief operating officer for Lápiz, the fifth largest Hispanic ad agency in the
United States, if we think about American Hispanics as a world economy, they
would be number 13.16 Hispanic advertising is outpacing all other sectors, growing
four times faster. It’s now a $5 billion industry.17 Those are impressive numbers as a
whole, but don’t think there is one monolithic Hispanic culture. If you consider the
differences between the English spoken in the United Kingdom, the United States,
and Australia, think about the 19 countries in the world where Spanish is the
primary language. You can’t treat this market as one group.
Now, let’s consider how language works, or doesn’t, across cultures. An
exterminator in Mexico will remove your bichos (bugs), but the same word in
Puerto Rico refers to a man’s private parts. You have to do more than just find
the right slang. You have to understand the culture. Here are some examples:18
• A Coca-Cola ad may use the slogan “y su comida favorita” (“and your
favorite food”), but for Miami Cubans the ad shows pork loin, for South
Texas Mexicans it’s tacos, and for New York Puerto Ricans they use
chicken and rice.
• When McDonald’s first developed a series of “Hispanic ads,” they
considered all Hispanics the same until they received complaints from
Puerto Rico that the ads were “too Mexican.”
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• A telephone company tried to market its products to Latinos by
showing a commercial in which a Latina wife tells her husband
to call a friend and tell her they would be late for dinner. The
commercial bombed since Latina women generally do not give
orders to their husbands, and their cultural concept of time
would not require a call about being late.
• When translated literally into Spanish, the famous “Got Milk?”
slogan means “Are you lactating?” Fortunately, the California
Milk Advisory Board realized this before it was launched. The
new slogan, “Familia. Amor. Leche” (“Family. Love. Milk”), not
only avoids the problems of the literal translation; it also fits the
culture better. Although Anglos might find the concept of milk
deprivation funny, a Latino audience would consider it insulting.

Image 5.7
Dedication to family is a common thread that cuts
across all Latino communities. So when the CDC
needed to increase vaccinations of small children,
appealing to family values was the right approach.
The headline (en englés): “Love them. Protect
them. Vaccinate them.”

Language takes another interesting twist if we think of how
it’s used. Nearly 90% of Hispanics learned Spanish before they
learned English, and two thirds of them are more comfortable
speaking Spanish and speak it at home.19 Bilingual Latinos are
influenced more by advertising in Spanish than by advertising in
English.20 Needless to say, when it comes to Latinos’ private
lives Spanish language media are caliente. However, when they
head to work that changes dramatically. In the workplace two
thirds of Latinos speak English.21 When we also consider their
acculturation (how much they embrace American culture), we
see that one quarter are unacculturated and just over 10% are

Ad Story
McReality
“For many years, I was creative director
at the world’s largest African American
agency, where McDonald’s was one of
our major clients. In the late 1980s,
when McDonald’s was changing its
theme line, yet again, I decided to jump
into the ‘here and now.’ I asked my
creative group to come up with
something that reflected modern reality.
The result was two spots that pushed
the envelope. ‘Momma’s Date’
addressed a divorced (or widowed)
mother who was getting back into the
social swim, much to her young son’s
chagrin. He was totally disapproving
until the gentleman caller treated them

to a visit to McDonald’s, where the son
ran into his classmates, including a little
cutie pie. (I had to respond to a letter
that accused us of promoting juvenile
sexual promiscuity. Go figure.)
“The other spot, ‘Second Chance,’
introduced Calvin, an ex–juvenile
delinquent. In his walk through the
neighborhood, a voice-over conversation
pointed out the noticeable changes in his
personality and behavior. At the end it is
revealed that he has been employed by
the Golden Arches. Some members of
McDonald’s Marketing Department tried
to kill it (too street), but the big kahuna
loved it. Calvin was an immediate hit with
consumers, as well as the owners and

operators of McDonald’s, so we did a
series of commercials with him as the
hero. When we finally bid good riddance
to Calvin, we thought he was history.
“Two decades later, Calvin resurfaced
on Chappelle’s Show. In a devastating
send-up, Calvin [played by Dave
Chappelle] gets a job at ‘WacArnold’s.’ At
first he is the pride of the neighborhood,
but things rapidly go downhill. Chappelle’s
series of spoofs mirrored the original
Calvin’s progression, so it had to have
made an impression on him. (I wonder if
he got turned down for the role.)”22
—Anna Morris
Freelance Creative; Instructor,
Columbia College, Chicago

Image 5.8
The language of love transcends cultures and so do these ads for Docol showerheads. The benefit is visually merged with
the product with words of a classic love song strategically pouring from the showerhead. ¡Bésame mucho!

highly acculturated.23 That means that about two thirds of Hispanics
consider themselves partially acculturated, which means they comfortably
float between mainstream American culture and Latino culture. But by no
means will they shed their Latino identity any time soon. For marketers
that means it’s time to learn about and embrace the diversity of Hispanic
cultures and how those cultural nuances merge with mainstream
American culture.
Has there been a paradigm shift when it comes to merging music trends into
general marketer advertising? We think so. You can see this trend expanding
with the use of Latin music now beginning to be woven in some mainstream
advertising. When we say “Latin” we are talking about music from all over North,
South, and Central America and the Caribbean. In fact, Univision, the largest
Hispanic broadcast service, just launched a Latin music microsite, En Directo,
specifically aimed at featuring the hippest new Latin voices. Toyota is already
embracing this trend with a push for its new Corolla.24
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Dígame más (tell me more)
Latinos tend to live in urban areas, but you’ll find small communities popping up in
unexpected places. The top three markets are Los Angeles, New York, and Chicago,
with Miami and Houston close behind.25 Your messages in each will be very different
because their cultural experiences and incomes are very different. As with African
Americans, advertising to Hispanics tends to come through multicultural ad agencies.
Latinos are huge consumers of television and radio, and most of it is in Spanish.
Univision and Telemundo are the top two Spanish-language networks.26 Procter &
Gamble, Sears, and General Motors are the top advertisers within the Hispanic
market.27 But when it comes to creativity, Special K and its agency Lápiz are big
winners. Why? Because Special K found a way to reach across the cultural divide
and share a consistent brand message with Hispanic women. In 2007 Grupo
Gallegos struck gold at Advertising Age’s ninth annual Hispanic Creative Advertising
Awards, with its California Milk Processor Board campaign.28

Tapping into the Latino market

Words of
Wisdom
“The challenge is to keep
the flame burning, the
flame of communicating
to the Hispanic market in
the language of their
31
heart.”
—Tere Zubizarreta
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As with other groups, we need to balance cultural commonality with stereotypes.
That said, there are some things that are fairly typical within Hispanic culture and
which tend to transcend individual national origin. Family-focused activities are a
central element of Latino life, and it’s not uncommon for multiple generations to
share the same household. For Latinos, familial concerns often trump individual
needs. Compared to some other cultures, everyday life can be a bit slower paced
within the Latino community. Family-centered obligations often supersede outside
commitments. Music is a big part of Latino life, and it often blends mainstream
American culture with a multitude of Latino sensibilities. Consider the fact that
American Idol is the top English-language TV program among Hispanics.29 While
the majority of Hispanic television originates in Mexico, Latino culture is far more
diverse. Considering the specific heritage of your Latino audience will make for a
more resonant campaign. Finally, Latinos are Web savvy. You might consider how
to leverage Spanish language on the Web and stand out.

Women in Advertising: Have We
Really Come a Long Way, Baby?
Women hold 53% of the jobs within our industry, yet they account for only 28% of
the top management positions.30 Women have made great inroads into account
management, account planning, and media, where they equal or outnumber men in
similar positions. However, women are underrepresented on the creative side,
holding only about a quarter of the creative jobs.32 It surely can’t be that women are
not as creative as men. Perhaps the more compelling question for us to consider
here is: Have we moved away from the stereotyping of women in advertising?
Rob Walker, who writes the “Ad Report Card” column in Slate online
magazine, has commented on the trend for advertisers to have it both ways

when they portray women—titillating
images and noble intentions. “Typically,
when advertisers do something that they
suspect will offend a portion of the
audience, they claim that they aren’t
actually committing the offense, they are
critiquing the offense.”33 All you have to do
is consider the huge public relations
disaster created by Taxi, New York, with its
Motrin ads calling the slings mothers use
to carry their babies “fashion accessories.”
In less than 24 hours Johnson &
Johnson’s vice president of marketing
issued a public apology, and all the
offending ads were pulled.34

Women as other
It seems ironic to us that women are so
often considered a specialty market when
they make up 51% of the U.S. population
and influence 85% of all purchases.35 Yet
women do view the world through a
unique lens. “You have to attract a
woman with honesty, humanity or
something that sincerely piques her
interest.”36 Reaching women requires
doing your homework and not making
assumptions.
Women take brands seriously, but be
careful—they tend not to bond with
Image 5.9
brands they perceive as aggressively
targeting them. The best way to reach
For years, advertisers showed “superwomen” who could do it all. Today,
acknowledging the strains of balancing working outside the home with
women is to consider the unexpected and
managing a household resonates with modern women.
to pay attention to details because women
do. Even the subtlest nuance can mean a
lot. Consider that three quarters of all women in the United States work full-time
and women over 40 have some of the highest spending power in the nation.37
They’re buying, so give them time to make their decisions. Now think about
multicultural women. In the U.S., there are over 30 million women of color,
and they have over $700 billion in purchasing power.38 While there may
be a lot of similarities along the gender lines, various cultural groups
have their own distinct buying patterns. The really interesting thing is
that most women of color embrace their American culture while holding fast
to their ethnic identity.
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Ad Story
Hispanic Hyperreality
Ileana Aléman-Richenbach at
BVK/MEKA, a Hispanic advertising
agency in Miami, explains that there is
no single Hispanic culture but rather a
“hyperreality” that blurs the difference
between the symbolic and the real:
“Hispanic is really just a marketing
term coined by the advertising industry
in the U.S. This hyperreal market
lumps together people of Latin
American and Spanish heritage under
one ‘ethnic’ classification, when in fact
the 19 Latin groups under the Hispanic
umbrella can be drastically different
from one another.
“One of our clients, a top telecom,
was launching a new international
calling plan for mobile phones. Another
opportunity to practice those hyperreal
Hispanic Spanish skills, right?
“I started by asking Sandra, a
Mexican coworker, ‘How do you answer

the phone?’ We say, ‘¿Bueno?’ (by the
way, bueno literally means ‘good’).
Nereyda said Cubans answer ‘Oigo’ (‘I
hear’). The Venezuelans told me they
say, ‘Aló’ (which has no meaning).
Puerto Ricans say, ‘Hello’ (pronounced
‘jel-ó’). The Argentine said she had the
only legitimate, polite, correct, and
perfect phone greeting: ‘Hola.’ From
there on everyone had a say; visiting
clients opined . . . ‘Buenas,’ ‘Dígame,’
‘Sí.’ It was Babel.
“A little later, the client called to
‘remind’ us that we should use the
proper Mexican ‘dialect’ for the West
Coast and ‘generic’ Spanish for the
rest. That’s exactly what we did. We
created a pun for the West Coast
version where one character
answered the phone by saying
‘¿Bueno?’ (‘Good’) and the caller
replied, ‘Bueno no, buenísimo’ (‘Not
only good, but very good’). We sent a

creative rationale explaining that
literally bueno means good, but that
in context it really means hello. That it
was a play on words to introduce the
retail message (great prices), etc.,
etc. . . . of course. She never got it.
The cultural divide was
insurmountable. On the other hand,
we never found a Pan-Latin way of
saying hello. The hyperreal had
turned surreal.
“We ended up creating a
funny, clever, and very effective
campaign where people call their
countries of origin, but no one
answers the phone by saying hello.
We just started the spots midway
through the calls. In the world of
Hispanic Hyperreality, definitely less
is more.”39
—Ileana Aléman-Rickenbach,
Chief Creative Officer, BVK-MEKA, Miami

If there’s one thing we can say about all women, it’s that they want and
deserve respect. Women are also considered the leading indicators of
social change. It’s not just Hispanic or African American women who feel
strong ties to family—it’s women in general, and that often makes them very
socially conscious. To reach them, we must understand the meaning,
significance, and direction of large social changes. Now think of how that
plays out in the work world. Women have a high preference for personal
networking, and they prefer dispersed or shared authority. This makes them
strong mentors. And they thrive on conceptual thinking, consensus building,
and flexible work and lifestyles. In a nutshell, they want respect, autonomy,
and flexibility. Don’t talk down to them and don’t assume you know
everything about them. Respect them and their differences, and you’ll earn
their loyalty.
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Tapping into the women’s market
Here are some basic tips when it comes to women—at least women as
consumers. Before you start talking to a woman, listen to her. She’s got a lot
to say—most of which you won’t be expecting. Give her details. She’ll
respect you, and respect translates into loyalty. Talk to her as you’d speak to
a friend, and she’ll be your friend. Testimonials can have real power because
they are real. Move past stereotypes. She has. If you think she’s onedimensional, you’re wrong. Women juggle a lot. Target your brand to her
lifestyle, and you just might reach her. Tell the truth. She’ll catch you if you
don’t. She’ll hold you accountable for your actions. Be a good
corporate citizen.

Myths and myth busters for marketing to women
In her book, Marketing to Women, Marti Barletta explores eight myths, and we
think she’s right on the money:40
Myth 1: Marketing to women may be appropriate because it supports
diversity; but with our limited resources, we need to stay focused on the
business.
Myth Buster: Marketing to women is not about diversity—it’s about sales,
share, and profits.
Myth 2: We need to keep our marketing focus on our core customers—men.
Myth Buster: If you’re always looking back, how do you expect to
move forward?
Myth 3: Average income for women is lower than for men. It doesn’t make
sense to go after a low-income market.
Myth Buster: Be careful to look beyond the averages.
Myth 4: Marketing to women will require us to double our budget or, worse,
split it in half.
Myth Buster: Marketing to women takes the same budget and delivers more
bang for your buck.

Words of
Wisdom
“The consumer isn’t a
moron. She is your
wife.” 4 1
—David Ogilvy

Myth 5: With women, marketing is all about relationships.
Myth Buster: Don’t buy into the simplistic assertions that with women, it’s all
about relationships.
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Image 5.10
As part of their “No Bull” campaign, Winston targeted independent women with high
standards. Until Mr. Right comes along, they’ll settle for a cigarette (“real men” must love
secondhand smoke). With tobacco products now under FDA regulation, we may not be
seeing many more cigarette ads. Bull or no bull.

Myth 6: The best way to focus on marketing to women is to undertake a
dedicated initiative within our Emerging Markets group.
Myth Buster: Don’t single it out—build it in.
Myth 7: We believe in gender-neutral marketing—it’s what women want.

Words of
Wisdom
“Men tend to have a
better grasp of the big
picture, while women
tend to focus more on
the details.” 42
—Jeanie Caggiano
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Myth Buster: Gender-neutral marketing is not how you put your sales
into overdrive.
Myth 8: I’ve heard of companies that did women-specific advertising, and
nothing happened or it backfired. Gender-specific marketing doesn’t work.
Myth Buster: Bad gender-specific marketing doesn’t work.

Don’t Ask, Don’t Tell, Just Sell
Depending on the survey, anywhere from 6% to 10% of the American population
identifies as gay, lesbian, or bisexual. Smart marketers know they can’t ignore
20 million to 32 million people. Aside from the sheer numbers, the gay and
lesbian segment offers marketers other advantages: They tend to have more
money than other Americans, and they spend it. They look fondly on products
and services advertised in gay, lesbian, bisexual, and transgender (GLBT)

publications. Generally, GLBT households tend to be brand-loyal
and seek out product upgrades at higher rates than their nongay counterparts.43

Just do it
Back in the mid-1990s Nike ran an ad, “Canoeists,” featuring
two lesbians as a part of the “Just do it” campaign for the
women’s brand. Ironically, no one at Nike knew they were
lesbians. That fact was not lost on the creative team, who
consciously chose the two women because they felt they
epitomized the empowerment theme and spoke to an oftenignored audience—not to mention it silently pushed a few
buttons at Nike.44 Today using lesbians in an ad doesn’t have
to be a silent response. In fact, some brands such as Pottery
Barn, Absolut Vodka, Subaru, and Ikea benefit greatly from
their gay-oriented positioning. It’s all about knowing your
target and its tolerance threshold. American Express also
courted the gay and lesbian target when it began highlighting
Ellen DeGeneres as a cardholder in its “My Life. My Card”
campaign. It worked well because the campaign’s One
Thing originally focused on celebrities, so DeGeneres fit
perfectly and slipped under the radar—but not to this
community. Members of this group notice brands that speak
to them, and they reward them. Just remember that backlash
is always a possibility. Have a backup plan and be sure you
know what’s in the best interest of your brand. This will help
you weigh opportunities against possible negative
consequences.
To learn more about advertising to the gay and lesbian
market, check out the GLAAD Advertising Media Program Web
site at commercialcloset.org.

Image 5.11
Whether they are gay or straight, millions of women
know and respect Ellen DeGeneres. So even though
she is an outspoken lesbian, several international
brands have employed her as a spokeswoman,
including American Express and CoverGirl,
demonstrating that the right celebrity can transcend
formerly closed boundaries.

Tapping into the gay/lesbian market
If your assignment is to reinforce brand preference among gays and lesbians,
you have several options, but one of them is not stereotyping. While gays and
lesbians may identify themselves by sexual preference, they also tend to
strongly identify as mainstream consumers. You might run your general market
campaigns in mainstream media that also have a high gay/lesbian
concentration. You don’t change the creative, but the media selection indicates
that you’re interested in their business. Running in straight and gay media
demonstrates your commitment to their community. They will notice and thank
you at the checkout. Then, using visuals, copy, or both, incorporate gay
themes and run those in gay publications. Reviewing gay and lesbian media,
you’ll notice that they tend to have the ability to laugh at themselves and the
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world; just be careful not to fall victim to stereotypical
images. Another approach is to integrate gay-themed ads
across the entire campaign. Ikea, for example, has used
gay themes in television commercials that also reach the
straight market. This demonstrates that you believe your
brand is for all consumers and you’re willing to risk a
possible backlash. You might also consider keeping your
mass-media advertising mainstream, or gender neutral,
and focus on promotional and public relations programs
that target gays and lesbians, such as sponsorship of an
AIDS benefit or movie trailers at movies that appeal to
this demographic. Just remember that it’s all about
context, and respect rules the day.
Image 5.12
Levi’s produced two commercials for their 501 jeans for the
straight and gay markets. The concept was identical—a
young man pulls up his jeans and his dream date magically
appears. The only difference was the ending. The spots that
ran on Logo, MTV’s gay network, showed the young man
with another guy instead of the young woman.

You’re Never Too Old
to Buy Something

If it’s true that mature Americans tend to think of
themselves as 10 to 15 years younger than they really are,
does it make sense to turn off a huge potential market by
showing a bunch of wacky geezers in your ads? Plain and simple, it doesn’t. So
how do you address the growing mature market, with baby boomers coming on
board in droves? Two distinct groups emerge within the mature market. One is the
65-plus group. These individuals remember World War II. They have a strong
work ethic, and they are self-sacrificing, tolerant of authority, comfortable with
conformity, loyal, and patriotic; they’ll happily spend what they’ve earned and
appreciate a good value. On the other hand, the 55–65 group, the baby boomers,
are well educated, hedonistic, focused on self-improvement, and nonconformist.
They believe work should be fulfilling, feel a sense of entitlement, tolerate
differences, and seek adventure and new experiences. Despite their differences,
people nearing or in retirement have a lot in common.
Mature consumers are a more dynamic group than you might think. They’ve
also got a lot of money to spend. According to J. Walter Thompson’s Mature
Market Group, this segment controls 75% of our nation’s assets as well as 70% of
the nation’s net worth.45 However, much of that money comes from investments,
which for the short term can have wild fluctuations in value. They travel a lot too—
both domestically and overseas. And this might surprise you: Mature Americans
represent the fastest-growing segment of Internet users in the United States. They
actually spend more time online than college students, and they buy a lot more
online. Most own cell phones, but unlike college students, you won’t find them
texting. They still prefer e-mail. Speaking of which, baby boomers are big on
relationship marketing, especially in the online world, so use the Internet wisely.
These folks live full, active, and adventurous lives. They tend to consider
themselves young at heart. Although this demographic skews heavily female,
mature Americans have varying interests, education levels, and life
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experiences. Most own their own homes, and most of them are mortgagefree.46 In short, they have time and money to spend. But, they are looking for
ways to spend their money that stretch their dollars and fulfill their personal
aspirations. With this diverse market with money to spend, you’ve got your
work cut out for you.

Tapping into the mature market
Never make assumptions. Get to know the mature market, just as you would any
other audience. This group tends to respond very positively to relationships—so build
them. Consider using life-stage marketing because the mature market responds
strongly to the life-changing events, especially those that are personal. Make these
events the defining moments of your campaign. Not surprisingly, members of this
group value personal relationships. Consider testimonials and use research and
endorsements to back up your claims. Give them facts. Be clear and straightforward.
Let them know the benefits; consider demonstrating your credibility. Education will
engender loyalty. They want to trust you, so give them a chance. Above all, don’t
pressure them. They will take their time to make their decision. Once they’ve decided
your brand is the one, they will be very loyal. From a tonal perspective,
celebrate the joys of retirement and by all means avoid scare tactics. Scare
tactics generally don’t work anyway. The bottom line: Don’t call them names.
If there’s one word they hate, it’s senior. Old and elderly won’t get you very
far either. The single word that seems to have the most positive benefits
is grandparent.

Connecting with the mature market
Now that you have an overview of your grandparents, or perhaps
parents, here are a few specific things to consider related to various
media, courtesy of AgeVenture News Service:47
• Design with their eyes in mind: Make your ads visually
accessible; use 11- or 12-point type, plenty of white space,
bold headlines, and clear subheads, and break your copy
into columns.
• Business cards: Is the print legible? Is the type large enough?
• Brochures: Avoid glossy stock because it glares. Remember to
use larger type and go for high contrast.
• Newsletters: Mature Americans take the time to read them
cover to cover as long as the topics interest them.
• Print ads: Keep it simple and avoid clutter. They respond well to
“how-to” copy.
• Radio: Keep background music to a minimum and remember
they are heavy early-morning listeners.
Chapter 5

Image 5.13
Perhaps believing their Gecko looked too
much like their older customers, GEICO
appealed to seniors with a nostalgic look at
the way they were. Going back to the age of
“sex, drugs, and rock ‘n’ roll” still resonates
with many boomers.
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• Television: Nobody watches the news like they do (notice
all the mature market products advertised during the
national network news programs?). Watch the background
music and keep titles on the screen just a bit longer.
• Direct mail: They like getting mail. It’s not all junk mail
to them.
• Promotion: If something can save them money and the
offer doesn’t expire too soon, they’ll participate.

It’s a Global Marketplace
Multinational companies demand global campaigns from their
advertising agencies. While they tend to stress conformity in
Image 5.14
branding, there are two approaches to consider: the
This banner ad targets active seniors, at least those
standardized approach and the globalized approach. The
active enough to consider a romantic evening at a
globalized approach takes the view that consistent branding
Ramada Inn.
supersedes most cultural differences. With the exception of
language, campaigns are virtually identical from country to country. The
standardized approach suggests consistency, but only to a point. Brands that
adopt a more standardized branding approach internationally keep their logos
and other branding elements consistent, but they make other changes to
accommodate local cultures. While the globalized approach focuses on
maintaining brand consistency to a much higher degree, neither approach can
afford to completely ignore local customs and cultures. Regardless of which
approach works for your brand, you must understand local laws and regulations,
as they vary greatly from country to country.
In the global marketplace, advertisers usually think in terms of four levels:
1. Local: A local brand is advertised within a single location. Retail
commonly uses a local approach, and from a global perspective local
means country.
2. Regional: A regional brand is advertised within a specific geographic
area, such as North America, Scandinavia, or Southeast Asia.
3. International: International brands are advertised across the globe but
tend to use the standardized approach to advertising and thus make
changes that reflect local culture.
4. Global: Global brands are those that embrace the globalized
approach, described above, as they stretch their brand names
worldwide. But these brands stress conformity in brand names and
advertising images. McDonald’s and Marlboro are great examples of
global brands.
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Global growth
As we move deeper into the 21st century, the global
marketplace offers advertisers ever-increasing potential. For
now, the growth is slow, similar to ad spending in the United
States. Global brands look to the international marketplace for
strategic growth, but not to the exclusion of the U.S. market,
which still accounts for 45% of advertising spending.48
Companies such as Procter & Gamble, Unilever, and
General Motors have been aggressive players on the
global stage for years. For instance, Unilever—think Axe,
Slim-Fast, Dove, and Ben & Jerry’s—buys media in
72 of the 78 countries.49 Yet, across the board, advertising
media spending has been down while spending on sales
promotion, sponsorship, interactive, and PR increases.50
This trend will continue for the next few years as the global
marketplace continues to struggle. Global brands, more
than ever, need to look for new ways to expand their
markets. Advertisers need to improve their measurement
of advertising’s effectiveness and efficiency as well as
continue to be respectful global corporate citizens. As the
global marketplace grows more competitive, Integrated
Marketing Communications will rule, and traditional
advertising will continue to compete against the other
forms of marketing communication—and it had better do
so effectively, efficiently, and with global consciousness.

Image 5.15
Global ads are designed so the concept can be
understood in every language or culture. In this ad
designed for the Asian market, the no U-turn symbol is
universally recognized . . . but it takes on a different
meaning when paired with the Viagra pill.

Tapping into global audiences

There are entire books on this subject, and we certainly aren’t
trying to compete with them. But we do want you to consider
just how fast the world marketplace is converging. Moriarty,
Mitchell, and Wells offer a few tips for globalized and standardized
advertising that we think are good—plus we’ve added a few of our own ideas.51
G LO B A L I Z E D

• You can save money with economies of scale.
• Ensure that your advertising messages are complementary
and consistent.
• The company can maintain control over its advertising image.
• Global media create more opportunities for global marketing.
• Converging buyers’ wants and needs across the globe can increase
desire for the same product.
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Words of
Wisdom
“In advertising, sex sells.
But only if you’re selling
sex.” 52
—Jef Richards

• There is limited competition in many foreign markets.
• Graphics and visual approaches can (sometimes) overcome
cultural differences.
S TA N D A R D I Z E D

• There’s a better fit with the local marketplace, and advertising will be less
likely to overlook variations in buyer behavior.
• Involve a local professional in the decision-making process to enhance
local acceptance.
• Any cost increases resulting from a more culturally specific approach are
often offset by off-target ads.
• Culturally respectful and strategically bound advertising can often be
highly successful.
• The chances of cultural blunders decreases.
• Honoring local customs can lead to good PR.
When advertising a global brand, you can’t afford to ignore the multitude of
possible pitfalls. But you can and should be a conscientious and forward-thinking
global corporate citizen.

Did We Miss Anyone? You’d Better Believe It
What about Asian Americans? While there are some cultural similarities, you
can’t use the same tactics for Chinese, Japanese, Korean, Indian, Pakistani,
Thai, and the dozens of other Asian American ethnicities. And remember, Asian
Americans may be a small market segment, but in general they are also a welleducated and highly affluent segment.
What about Arab Americans? Not all Arabs are Muslim. Not all Muslims are
Arabs. How do we address them while not alienating other groups of
Americans? American Muslims have $170 billion in purchasing power.53
Hallmark, Wal-Mart, and 20th Century Fox have begun to take notice.
We’ve come a long way from using the most offensive stereotypes, but we
still have a long way to go to integrate everyone into the mainstream. The
same is true for disabled people. Every disability presents different wants and
needs. Like African Americans before the 1970s, disabled people are nearly
invisible in today’s advertising.
Then there are children and teens. Teens speak a language anyone over 30
can’t possibly comprehend. So how do you write ads to reach them? Children
might well be the most interesting and perhaps the most controversial market
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segment to discuss. There just isn’t enough time or space. In the spirit of
the dance of relevance and respect, we can offer a few tips that apply to
most situations:
• Don’t make assumptions.
• Do your homework.
• Always remember that even within a market segment there can be
huge variation.
• Market segments, like subcultures, are culturally bound.
• Social context matters.
• We’ll steal an old slogan: “Act globally and think locally.”

Words of
Wisdom
“To be sure, men and
women approach things
differently. . . . But I’m
not sure those
differences create
barriers. In advertising,
the issue isn’t who did it,
but how good is it.” 54
—Helayne Spivak

• Humility goes a long way.
• Above all, be respectful.
This last point needs some more discussion. John Kuraoka, a freelance
copywriter, offers some advice regarding diversity and copywriting:
Racism, sexism, and other us-against-them motifs are not funny.
It is no more acceptable to poke fun at a middle-aged white man than
it is to poke fun at a young black lesbian. It makes no difference that
you, personally, are either a middle-aged white man or a young black
lesbian. On reflection, it’s questionable whether poking fun at anybody
helps sell anything.55
On the other hand, don’t let political correctness overrule common sense.
Kuraoka has some good advice on this, too: “There is a difference between race
and racism, sex and sexism. It is foolish, for example, to make a pantyhose ad
gender-neutral. Be aware of cases in which neutering the character of your copy
will degrade its effectiveness.”56
A final note: In preparing to write this chapter, we talked with a
diverse group of advertising practitioners and also conducted extensive
secondary research. We tried to be sensitive and unbiased regarding the
various issues discussed here. Yet, some people may take issue with our
content or the tone. Some might say we wrote too much on one issue and
not enough on another or that we totally missed the point on others. The
best we can do is to bring these issues out in the open and encourage you
to be sensitive to them. How you handle them depends on your own
perception and sensitivity.
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Who’s Who?
Al Anderson began his career working for the
black-owned Citizens Trust Bank, where one of his
first decisions was to reject an outside advertising
pitch because it just didn’t speak to his customers.
The rejection changed his career and led him into
the agency world. Today, he is CEO of Anderson
Communications, Inc., in Atlanta, the secondoldest African American–owned ad agency.
Anderson’s clients include Chevrolet, Kraft Foods,
Pillsbury, Procter & Gamble, and Reebok. He is
perhaps best known for what he and Thomas
Burrell preached during the 1970s: “Black people
aren’t dark-skinned whites.”57

Charles Hall graduated from Marquette University.
He joined VCU Brandcenter after 18 years of
creating provocative, award-winning, and culturally
relevant communications for Wieden + Kennedy,
Ogilvy, SpikeDDB, TBWA\Chiat\Day, and Berlin
Cameron. On Valentine’s Day 2003 he launched
Fat Daddy Loves You Bath Couture. He directed
and co-produced Are You Cinderella?, a film
documenting violence against women, which won
Best Short Film at Urbanworld 2000 among a
multitude of other awards. He is also the brand
architect behind Jazz at Lincoln Center’s “When
Jazz is Killin’ ” and RadioJogaBonito.com.

Marti Barletta is a recognized thought leader on
marketing to women and the author of PrimeTime
Women: How to Win the Hearts, Minds, and
Business of Boomer Big Spenders. She’s also
author of Marketing to Women; CEO of the
TrendSight Group, a think tank specializing in
marketing to women; and founding member of the
Women Gurus Network.

Anna Morris is an award-winning creative who
began her career with Burrell Communications,
where she specialized in targeted radio and
television commercials for clients such as Procter
& Gamble, Coca-Cola, and McDonald’s. Morris
later founded an independent production company
that specializes in television, targeting African
American audiences. In addition to her evolving
role as a producer, Morris is a part-time instructor
in the marketing department at Columbia College
in Chicago.

After starting in the mailroom of a Chicago agency,
Thomas Burrell was promoted to copywriter in
1961. During the 1960s, as the race issue gained
significance on Madison Avenue, Burrell became a
leader in addressing race in advertising. He
eventually opened his own agency, Burrell
Communications, the first African American ad
agency. By 1980, Burrell had become the largest
African American agency in the United States,
stressing the unique experiences of African
Americans. Burrell’s client list includes Coca-Cola,
McDonald’s, Procter & Gamble, and Sears,
Roebuck & Co. and surpassed $168 million in
billing in 1998.58 Burrell has since retired, leaving a
legacy that continues to inspire innovative young
advertising professionals.
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A Cuban-born entrepreneur, Tere Zubizarreta
spent the first 12 years of her career working for
mainstream ad agencies. After her experiences in
the late 1960s and early 1970s, she came to
believe that mainstream agencies didn’t
understand how to speak with resonance to Latino
consumers. It was clear to her that taking an
English spot and dubbing it was just not enough. In
1976, she established her own agency, Zubi
Advertising. As of 2003, Zubi had gross billings of
$147 million; the agency counts American Airlines,
Ford, S. C. Johnson, and Wachovia Bank among
its clients.

Exercises
1. Different Voices
Head back to Chapter 4 and review the Competing Voices exercise. This time use the same
product, but change the demographic group.
• Pick one brand—for example: Swiffer.
• This time your two stick people are from two different demographic groups. As a group
work the profile bullet lists.
• Next draw a speech bubble by each stick person. Consider how they would greet each
other.
• Now give each a think bubble. Consider if the two stick people might think differently
about each other. This is the interesting part, because it gets to an exploration of
demographic, cultural, and social differences. You might even begin to get at some of the
deeper ethical issues, which are often hard to discuss.
2. Brands as Global Personalities
How do some brands more successfully move across the globe then other brands? Why do
some take a globalized approach and others a standardized approach?
Begin by thinking of brands as people and be prepared to trace their personalities across
cultures.
• Generate a list of 10 of the most influential people on the globe.
• Discussion on why each of these people is influential: What about their actions,
personality, country of origin/current residence, profession/title, associations, and so on
makes them influential?
• From the previously generated list consider the qualities inherent in each person. Now,
link a brand to each person.
• Discuss why each of the brands exemplifies that individual.
• Now write a brand personality statement for each brand. Consider how much this
statement reflects the person associated with the brand.
• Finally, discuss how these brands move across the globe based on their brand personality
and cultural variations. Consider if a standardized or globalized approach is used and why.
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