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PREFACE

Since 1965, R. J. Reynolds has spent $5,260,000 tailoring
advertising to the Negro, Spanish-Language, and Jewish special
markets. The consumers in these markets have grown steadily
in numbers, and, collectively, now comprise a potent force of
about 38,000,000 potential customers. Together they represent

- 19% of the total U. S. population.
Today's competitive pressures demand that firms become more

sophisticated in marketing strategy development and execution.

Marketers are required to gain broader and deeper knowledge of
Advertisers must become in-

each distinctive market segment.
creasingly more skillful not only to reach efficiently but also

to influence effectively.
This document is structured to allow marketing professionals

to determine for themselves whether or not they want to direct
part of their marketing effort to the Negro, Spanish~Speaking or

Jewish consumers.
If a decision is reached to establish a franchise in these
special markets, this document contains the information necessary

to develop the required marketing strategy.

Quantitatively, this presentation is not intended to represent
The accuracy of available standardized data

the actual situation.
on these groups is hampered by the shortcomings of both research

availibility and measurement methodology, as well as by obsoles-
However, the figures are the most accurate available.

cence.

They were gleaned from the best sources available, cross checked,

and, in my opinion, can be used to make sound decisions concerning
Qualitatively, it represents the con-

advertising expenditures.
clusions of the leading experts in the field including those of
William Esty, D. Parke Gibson and Associates, The Joseph Jacobs
Organization, and the WINSTON Brand Group. Q\
Finally, since no document with the breadth and depth of this

one has ever been compiled for R. J. Reynolds concerning these
this is not a final statement; rather, it is only

market segments,
a beginning. ,
4 \A”VuMNV\lJLJZ(;L '

Gehrmann Holland
September, 1969 b4
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R. J. Reynolds

~ NEGRO MARKET STUDY

I. Profile of the Negro Market

A.

Population

The pre—cen{us forecast shows the U. S. Negro population
totals over 22 million. Since they constitute 11.2% of
the total population, up from 10.9% iﬁ 1960, they continue
to be a minority group. However, the Negro population

is increasing at a faster rate than the white's. The

white population is estimated to have grown 12.6% since

1960, the Negro population by 21.1% auring the same period.
Birth rates have been declining for both tﬁe white and
Negro raceé since 1957. However, while the birth rate

was 16.7 babies per thousand population for whites in

1967, it was 25.4 for Negroes. Among Negroes,_females

out-riumber males 11.6 million to 10.7 million.

Looking into tﬁe future, the Census Bureau says that there-
will be about 28 million Negro-Americans by 1980 and more
than 35 million by 1990. They will account for 12.4%

of- the total population in 1980 and 13.6% by 1990. The
Negro labor force is expected to iqcrease by almost four
million from 1965 to 1980, while the total labor force
will be adding 23 million. The§e statistics, as well as

other factors, indicate that Negroes are destined to have
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an increasingly larger role in American life in the future.

Although they represent only 11.2% of this country's total
population, Negroes make their presence felt because, of
the more than 22 million, 90% are concentrated in 78
cities. In these markets, they constitute 25% of the
population. Approximately one-half are concentrated in
the top 30 U. S. Negro markets. More dramatic is the

fact that while 31% live in the top ten Negro MetroMar-
kets, only 23% of the total population is contained in
these same markets. About one-fourth of the nation's
Negroes reside in New York, Chicago, Detroit, Philadel-~

phia and Los Angeles.

The first Census in 1790 counted nearly 700,000 black
people, about 1 in every 5 Americans. In 1860 they were
about 1 in 7. When America stopped importing slaves,

birth became the only basis of population growth. Africans
did not voluntarily rush to America as the white European
immigrants did; so the white population grew much faster
than the black, forcing the earlier high percentage to

decline.

In the days of slavery, and for many years afterward,
most Negroes lived on farms. At the turn.of the century

80% of them still were in the rural areas, but then farm-

ing changed. Machines began to’ replace people on the
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farms and they had to move to new places and to new kinds
of work.

In 1940 only about a third of the Negroes lived
on farms but in 1960 the proportion went down to 8%.

Now
it is about 7%, slightly higher than the percentage for
the white population.

Most of them clustered in the central cities of our lar-
gest metropolitan areas.

From 1950 to 1968 the total
Negro population increased by 7 million, and 5 million

of the increase was in the central cities of our metro-
politan areas.

More than half (54%) now live in central

cities. So, starting out as farm people they have now
become urban residents.

The white people who were farmers also moved from the
farms to the cities, but then went on to the suburbs.

Considering only the metropolitan areas, most of the
Negroes are in the central cities and most of the whites
are in the suburbs.

From 1960 to 1966, Negro metro pop-
ulation increaéed by 21%, almost all of it occurred within
central cities.

By contrast, metro white population increased
9% and all of it occurred outside central cities and in
the suburbs.

The most recent figures indicate a continued

~1960.

increase in the number of Negroes in the gentral cities
and a slight increase in their suburban population since
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A§ they moved from the farm to the city, they also moved
from the South to the Nor;h and West. In 1860 the pop-
ulation was 4.5 million including 4 million slaves. At
that time 92% of all American Negroes lived in the South.*
In 1900, 90% were still there, but then they began to
spread out. By 1960, this figure was down to 60% and

the 1968 estimate is 53é. The South lost a Negro pop-

ulation of 4 million between 1940 and 1966.

B. - Income/Employment

It is estimated that the 1970 American Negro's annual
purchasing power will be $32 billion. This ranks tenth
highest among all nations of the world. Yet as a group,
Negroes are in poverty. Even though Negro families have
increased  their average annual earnings 60% since 1950,
they continue to earn less money than the average white
family, although the average Negro family tends to be
iarger. Nine percent (9%) of all U, S. families are
Negro but they receive only abéut 6% of the aggreéate
national income. Their pay is lowest in the South and

highest in the West and Midwest. Between 1960 and 1966,

.

*The Census Bureau counts Maryland, Delaware, Kentucky, Oklahoma,
West Virginia, and the District of Columbia as "South", along
with the states of the 0ld Confederacy.
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the median annual income of non-white** families as meas-
ured in constant 1966 dollzrs by Fortune, increased by
roughly 33%, to about $4,600. The median figure for
white families during this period rose by 20%, to about -
$7,700. Negro income as a proportion of white income
advanced from 55% to almost 60%. The 1969 median income
for Negroes is estimated to be $4,939 and for all families,
$8,017. At the same time, the proportion of Negro fami-
lies below the poverty line has declined significantly.
In 1959, half the country's non-white families lived
below the federal government's line ($3,300 for a non-
farm family of four, with two children). By 1966 tﬁe
rate was down to 35%. Meanwhile, in 1950, only 1.6%

of the Negro families had annual incomes of $10,000 or

more but by 1966 this figure drastically jumped to 12.2%.

One reason their incomes have traditionally been lo@ is
that Negro families are three times more likely to be

headed by a woman, a lower wage earnér than men, as are
white families. 1In addition, the earning power of the

black worker often is lower than that of the white even

**Bureau of Census figures, used by Fortune, refer to non-white
rather than to Negro. The non-white category included Indians,
Orientals and others. However, since Negroes make up 92% of this
category, "non-white" data is indicative of their situation. It
is not felt that, statistically, the remaining 8% of the non-white
population would drastically change .the actual Negro situation.
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when they have both had the same amount of schooling.

Another reason for the 1owL1ncome level is that so many
Negroes have low-paying jobs. About two out of five
Negro men and more than half of all Negro women who work
are service workers, laborers, or farm workers. But the
trend is away from the low;paying jobs. A comparison'
of 1960 and 1967 employment figures shows tha£ 169,000
fewer Negtroes worked in household service, 70,000 fewer
werevlaborers, and 453,000 fewer worked on farms in 1967.
At the same time the number of Negro professional, tech-

nical, and crafts workers increased by about 1.4 million.

However, Negro representation in the professions and in

some skilled areas remains proportionately small. Negro

men represent 10% of the employed males in this Country,
but only 2% of the doctors, 2.5% of the dentists, 1.5%
of the electricians, and 0.5% of the engineers. Negro
women represent 13% of the employed women but only 2.4%
of the lawyers, 5.6% of the professional nurses, 6.5%

of the medical  technicians, 2.4% of fhe telephone opera-
fors, 1.5% of the secretaries, and 8.8% of the elemen-

tary school teachers.

'On the other hand, they do have their full share of some
jobs, including clergymen, social workers, cosmetologists,

-and dieticians. They have a higher share of mail carriefs,

masons, metal workers, plasterers, service station attendants,
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furnace men, laundry workers, packers, taxi drivers,
* } .
elevator operators, and practical nurses than do white

people.

While Negro professionals historically have concentrated
in fields serving their race (medicine, law, ministry)
they have begun to move into the "mainstream". Between
1950 and 1951 the number of Negr§ architects increased
by 77%, and engineers by 200% and this trend has contin-

ued through the 1960's.

There is some black ownership of almost every conceivable
-kind of enterprise, from hotels and radio stations to
banks, insurance companies, management consulting firms,
and supermérkets. Of those Negroes who are self-employed,
178,000 have farms, 1,200 have clothing stores, 400 own
furniture stores, 300 own household appliénce stores, |
2,600 have gasoline and service stations, over 8,000 have
trucking services, 4,000 are in wholesale trade, 13,000
have food and dairy stores, 15,000 have eating and drink-

ing places, and 1,700 have miscellaneous retail stores.

Even though these employment statistics are more encour-

aging now than in earlier years, they are deceiving because

unemployment is still a major problem for Negro Americans.

An estimated 638,000 Negroes were unemployed in 1967.

This included more than 101,000 .married men. Compared
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with white workers, they are twice as likely to be out
of work. Their total unem;loyment declined slightly -
from 7.4 in 1967 to 6.8 for the first six months of 1968.
In ghetto areas, one available Negro worker out of every
three is either unemployed or seriously underemployed
(working for substandard pay or working only part-time).
Nationally, 14% of the Negroes and 3% of the whites are
on velfare.

Education

The trend for higher education is definitely up. Each
year there are fewer dropouts and more high school grad-
uvates and college students. In 1958, two-thirds wefe
high school dropouts while in 1968 more than half were
completing the twelfth grade. Girls typically completed
more years of schooling than boys. However, from 1960
to 1966, this pattern reversed. Today, the median number
of years of school completed by non-white males between
the ages of 25 and 29 is 12.1, compared with 11.9 for
females. Only 77% of the young Negro men and women aged
16 and 17 were enrolled in school in 1960. In’1966 that
figure rose to 83%. The proportion of young adults who
have completed high school continues to rise for both
races, although there is still a gap between black and
white. However, non-white males are continuing to narrow
the education gap. The difference in median years of

schooling completed is down from nearly two years in 1960
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to only a half-year today.

.
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srgte, Standard Metropclitan Statistical Areas
s-.t'.i's , ceunty and ¢ity estimates are devel.
‘g- of erciusively by Market Dats division of SRDS.

Leaging 160 Netro Arezs Renled in Negro Papulatio

L{,’S. TOTAL NEGRO POPULATION 1-1-69 — 22,628,000

A ————————————_e STt T TmeT T T T
RANK
T Y New Yok
* 2. Chicago ...
= 3. Philadelphia
R T +7 171 VSO OD Y 7
= 5. Los Arzeles-Lorg Beach
< 6. Washinzten, D,
¢ 7. Batimere ...
- 8. St Leuis
- * 9. Houston )
220, New Orleans weicveee e e renane . 327,600°
< 11, Clevelard 304,500
12, Rewark, N. J. 295,300
=13, Atlasta 293,500
<14, San Francisco-02kIand eeeemeeoees 283,100 ¢
15, Memphis 289,600 *
* 16, Birmingham, Ald. e eeemeosreimeenim .. 240,300"
.t 1. Dpatnag 190,100 *
i 0 18, Pitlsdurgh 185,300
+ 19, Miami 175,100
*20. NorfotkePortsmouth, VA coeeecnennene. .. 162,200
421, Cincinnall .
+ 22, Kans2s City, MO. eoneveeeceeecomeeee 139,600
. 23 Medite . 132,400
24, Riclimend, Va, 123,800
25, Indianzpalis 127,980 -
! 26, Greensdoro-Winston.-Salem-High Polnt 123,000
4§13 27. Jackernsille, FIa. e 121,63
28. Shrewepsrt, LB i iceee . 112,800
29. Gary-Hammeord-East Chicago, Ind..... 111,50
30. Charlesten, S. €. werereeneene e J0BE0T
2 31, Tampa-St. Petersbur e 103,20
32, Jacksan, Miss. ... 102,200
- 33 Bufalo ... 100,7€0
¢ 34, Kashellls, Tean. .. L
- 35. Louiswlle
- 36, Columdus, OMD .o verecerce e - 94,403
+ 37, Bosten (Ofcial SINSAY 93,700
< 33, Chariotte, N. C. .
33, Columdia, 8. €. coriimiemce e -
40. Baten Rouge
--41. Milwaukee
42. Daytea, Ohio
43, Montgonary, Al .o — 78,500
43, Savarrah, Gy, ...
45. Fet Lavderda'e-Hollyws
46, Avsusta, Ga.
47. Beacmert-Port Artbur-Orange oo ... 72,079
48. Columbus, Ga. 70,700
43, Neapcrt News-Hampten, VA, o, 70,500
50. Fert Worth .. 69,850
51, Macen 67,600
.+ 52. San Antonlo 64,300
\ o

Wilmington, Del. o..ocen..eom errerrnemeese 68,300
Viest Paim Beath oooocrieeivcecrees 63,600
Orlando
Deaver
San Diesd .
Chati2nd058 wuiceeerrereesanaenrascsnsresnns
Patersca-Clifton<Passaic
Youn3stoan-\Warren o.ocoeeseenae -
Littis Pock-lorth Little Rock
Jersey City
Toledo
Akron
Durham
Ftiat 48,800
Raleigh
Feyelleville
Greenvitle, MisS, oo ccmeiennms 45,

Greenville, So €. e e meenes 45,900
Pensacola 45,100
Ox!ahoma City 44,700
Trenton 44,600
San Bernardino-Riverside-Onterlo ... 43,100
Lakeland 40,600
Alexandrid, L2, coiccmiecmnieacsenn —— 39,000
Hartford (Offcial S.M.S.A) ooooemee 38,800
New Hasen (Official S.MLS.AL) e Sg;gg
BYORLOD e e e semertansacimrem e 38,

Atlantic City eeemmmerseen - 372,400
SPEA2EDUMG oo memee e -~ 356,700
’Lp;ke ghmes e e - 3‘g'§°°
A —— “T 33900
Tuszalessa .

Seattle-Everett .o — ?g,ggg
Darville, Vi, e D .700
Humigvitle ..commmemeesm . 4o
Petersburg, VA o.ccoeerme - 3550
Galveston-Texas City —- - 34,

Rochester, No Yo ceeeroe — 34,500
h (1Y Q- e e e et — 33,100
Austin I 31,400
Sacramento 31,200
Omaha S 30,700
Kroxville ! 30,500
Albany, Ga. 30,300
Taliahassee 27,600
Waco 27,600
Tyler 26,900

Yotal 300 Leading Mletro Areas....-.14,379,800
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ALRAGALIA

STATE ‘IOTAL ....I O*B 50

NMNETRD
Cirm: r;‘.rn — 2 0.3C0
C3ledan _ _..._
Huatseille
Aedile L. .
Meostonirery ... 28,50

“Tuscalzra .. 35500
TJetal Mratezs 537,80
COU‘HIES
Bat2ain 11,2
Baricur 12,8392
Butizr 10,900
Cafrcun 0,60
Cramber 13,500
Clazke __ - 12700
Oall>s .. 32,692

Eimcee ... 10,300
Escardiz o

Monred Lo 11,2C) -
Nactgerery .. 68,200
Perey o -~ 11639
| - 10,700
Ruscell . 3
Scnter oo
Yaltalesa

Yalansesa ... 10109
Tuszalomsa .. B-10s]
Vileat oo 14,370
Tctal Ceunties. £51,620

LLASKA

SYATE TOTAL ... . 8500

KETR) ARZAS
Axturaze ., 2400
TYetal Meteos.__ 2,400

ARIZCNA
STATE T0TAL . .._ 88,900
'.'EYRQ AREAS
RZeAIX e 35.9¢0
Tuzeds e 11,300

Tetal Metres . 47,200

ARICANSAS

SI'AYE 'IOTAL .. 375,620
IMETR) ARZAS
Feert S -1" — 1,300
Littie Rzck-

Ksrth Little

Reek ..o 8549090

Pice BwY__.__ 3630

Yexrzstrma _._ 240

Tetal Rletrcs . 123 30
COUNTIES

Chicot ....____ 104

CrittenZen .. 22,70

Flersea L
Ln e e o
Plisstisippi .-
Cuashita ...
Fuillips _ y
Pulacki ..
St Frazcis. .
Urica 15 ¢C

Yotal Czunties. .-229,900

CALIFORMIA
STATE
L,

PRy
.-

ALY
A = O N
S

Bakersheld _ .. 23930
Feesma ____ . 25,100
Les Angelese

Lorg Beazh . 613,200 ¢
2 1,450

Onteris ~.—. 43,300

San Disss $7,600
San Fracti

02k 231,100
Sen J 6,430
Sty £ 3930
Santa Rasy..__ 1,200
Steckter L. 16,900

Valisjo-N2ra .. 22,500
Tom Metros.. 1,152,400

COLORADD

STATE YOTAL ...... 72,500
METHI ARTAS
CeloraZs Springs 7,200
Denver ... £0,200
Pusdlo . 3,100
Total Kitros_.. 70,520

CaoinEcrIceyY

STATE YOTAL. ... 150,400
A E1: 0 AR

EAS
rndzens
[ERARS k) e 23,500
Gnd,‘;:.
St ‘vd-
Neraa'k

(Couaty Basis)... 45,500
Hartle:d
(SMLSA) . 32,800
Hartl:e8.

Mew Britain.

Bristol
(Cou-ty Basis)... 43,600
Meridea
(S LA SA) i 1100

3,600
38,700

htn.n
(Cou-ty Bisis).._. 45,000
New Lendiae

Groten-

Naraich
{(SMSAY .. 5900
New Leclza.

Greton.

Naraich
(Ccuaty Basisd... 6,109
Neradlk
(S.FJ.SA.) —— 7,800

(SMSA) ... 11900
“J""‘Jr

(S.MSA) ... - 9,700
TFetol Lietras

(SMSA) _...140,€30
Tetal 1'atres

(Csunty Basis)..141,200

DELAVIAKE

STATE YOTAL ... 75,800
METRO AREAS

Witnirjton ... 63,309

Tetat Metrcs...... 63,30

DISTRICT CF
COLU,.\ JA

ois1°
I e

N3g

[ -

FLORIDA

STATE JOTAL ... 1,137,000
REAS

METRO A
Daytena L‘-.zh 23,820
Fort Lauderdales
Hallywesd ... 73,400

Gainssville ... 26,2(Q
Jacusargitle __ 321,620

Lakeland ... 40,E0

Miami . .. 375,100
Orlande 61,600
Pensacela 45,100
Sarasota 9,600
Yallahassee .. 27,600

Tarpa-St,

Petersburg . 103,800
West Palm
Beach ... 63,620

Total Aetros.. 772,600

G..G'? "!A

STATE TOTAL ...1.312,€00

METRY AREAS

Albany oo 30,500
Athens _. - 14,2C0
Atisnta ~ 293,500
Augusta ... 72,700
Colurrtus comn o 70,700

Maceh e 67,600

Savaanch .. 78,500

Jotal Nletres... 627,500
COUNTIES

Baldain . 9,830

Chatkam ___._ 78,5C0
Clarke ... 14,200

S Q
De Katb _..... 25,700
Dcugherty .. 30,3200
Fullon o....cem.. 245,700
[ 1371 J 13,7¢0
Lavrens ... 12,900

Lewndes
Mitehetl .
Nuscczee ... 44,500
Richmiad _... 43,400
Sumter ee.. - 14,1C0
Themas o
Tecup
Washington ... 12,600
Total Ceunties. 708,ECO

HAWAL

STATE YOVAL.... 7,100

METRO AREAS
Hersluly ..o, - 1,000
Total Netros._.. 7,000

IDALIO

STATE TOTAL... 1,800

METRO AREAS
Baisz City...... - 500
Pocatello ... €00
Total Ketrot.... 1,100

ILLIIOIS

STATE TOTAL..1,345900
- AREAS

METRD
Blocmirgiene

Kerral . 1,300
Chamraizn-

Urtana .. 8,760
Chicaze ...___1,135300
Chicass, lite

Mnhemm,

1r4. (Consolie

d:1ed) 1,243,200
Darvilte _ - X1eli}
Davesport-Pock

Istand Melice 7,860
Decatur ... 7,5
Pecria e, 13,200
Cuircy ... 1,7C0
Rocilerd 11,100
Sprirz8ald _ 0

Yotal” Metros. -l 260,700

INDIALA

STATE TOTAL . | 324,200

S
610
317

METRD AR EA

Anlerzza
IS

L

Tediz-n;clis . 322,500
Keezmy o -
Lafyeite-'West

Lefazette . 1,000
N 4

é
Crizazo. 111,820

'unvA

STATE YOTAL... 28,100
METRD AREAS
Cedar Fapids.. 1,200
DarvesperteRock
Iste- fine 7,500
Des Noires .- 11,300
Dubtugue .. 100
Sizux  City. 1.600
Viateriso _

. 8.5
Total Metros 27, 300

KANSAS

STATE TOTAL E-A 103,700

Sahra ———a  _1900
Topek ~— 11,200
Wichita ... 23,700

Total Nietros . 36,800 -

reniuc«v

STATE YOTAL ... 243,000

METRO AREAS
Huntingtone

Ashland ... 7,600
Lexizgten ... 25,030

Louisville .. 97 060
Oaensbero ... 3,300
Totat Metros . 132 950

lOL’lS!AN!\

STATE TOTAL 246,100
WVETRO A EAS
Alexandria- 39,000

B30 Reu;e - 83300
Lafayette ... 25,00
Lake Chprles . 35,3C)
Merres ... 38,300
New Orleans __ 327 GOO
Shrevezart ... 112,
Jotal Metrcs... 653, 600

PARISHES
Avcyelles ... 12,530
Bossier ... 15,9
Caldo .l 9
Calcaciew
De Soto ..
East Baton

Reuse .o 84,30
East hhcana 12,7¢0

2,£9)

Iberia 17,562
Iderville 16,£€0
Jefizrson _ 33,160
Lafojette 25,000
Lircoln ,7
Madisaa 12,50
Nceehzuse 13,500

Natchiteches . 17,800

Orleass . 273,44
Quastita ... 38,3

Psinte Coupcc-_ 14,009
Rapides o _ 39,000

St. Mary ... 12,7C0
St. Tammany.. 12,420
Tarzipavoa .. 24,100
Terredbenre oo 15,30
Washiryten ... 17,5C0
Webster ... 15920
Telal Parishes.. 983,1C0

MARIE

STATE TOTAL.... 4,2¢0

L'ETRO AREAS

110

it atg

lars:r;

Seyinaw ..
Total Metres....

Fargs

Portland
(S.11.SA)
Pertland
{Ceunty Basis),
Teul A etvos
[LRARY W)
Tetal Metros
(County Basis)_

MARYLAND

STATE YOTAL ...
ART

METRO A
Baltimore ...
Total Metros_..

hAQ"\C'!US'"TS

STATE TOTAL...
METRO AREAS

Beston
(S1S.A) ...

Bosten-Lawrencs.

Haverhitl-Leasell
{Ceurty Basis).
Brockion
(S10.S.4)
Breckton
(Ccunty Basis).
Fall River
(SMSAY .
Fitchdurg.
Leominster
(SMSA) __.
Laarence.
Havaehitl
(SMSA) .
Lewell
(SMSA) ___
New Bediord
(S.M.S.A) ...
New Eedfo:d-
Fall River
{Ce.nty Basis)..
Pittsfield
(SM.SA) ..
PitlsSeld
(Counly Basis).
Sprirghietd-
Chicopee.
Holvoke
(SMSA) ___
SpringSeld.
Chicopeee
Halycke
(Czuaty Basis).
Worcester
(SNSA)Y ..
Vercestar
(Ceunty Basis)_
Total Aelrcs

(S.1SA) ..._ 127,300

Total Metros
(Ceunty Basis)..

RICHIGAN

STATE TOTAL
METRO AREAS

Ara Arbtor .
Ba'u- Cuek
Bay €
Datrei

Grand nwds o
Jacksen ..

Katamazco .

Mu-h::a-
Muskegon
Haighty ...

WNNESOTA

STATE TOTAL ...
METRO AREAS
Duéulh-

21| .
-Nearhead
tinazzoslise

St Paul....

l:\h«lcr ———
St Cievd ...,
Total Mletees..,
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Jachaen L.
Peridim ...
Yotal Mleteos. .
COUNTIES
Adns ...
Bolivar
Ceahema ...
Copiahy ... —
Oe Soto ...
Ferest
Harrison
Hirds _

Maticen . _
Naschall _L
Monroe ..
KNervtee ...
Odtitdzha . ...
Pand'a ..
Pike ... S
Quitman ______
Rariin . __
Sun Fl'l-r

T N

Warren .

V.uhngun —
Yaror ...
Tetal Counties.

RISSOURI

STATE TOTAL._._

METRO ARE#
Columdia _..._..
Joolin i
Kansas City
SuL Jaseoh
St Louis ..
SpriazReld .

© Total Metros..

FOHTANA

STATE TOTAL

.

1 ETRO -ARES
Billizgs oooree
Great Falls _..
Tclal dtetros...

NESRASK

STATE YOTAL ...

WETRO ARE2
Lircoln ..o
Omaty ..
Total Meircs—

NEVADA

STATE TOTAL. .

METRO ARES
Las Vesas
Rend ...
Total A

HEVL HARAP

STATE TOTAL...
NETRO Af

Maxchester
(SKNSA) __.
Maxcheiter
(Courty Basis).
Total Vetros
(SW.SA) .
Totat Metros
(Couary Basish.

BEVY JERSE

STATE YOTAL ...

METRO A ARE
Alla« tic City ..
1y} Cnly . i

'e;‘yk .
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New Brungaicke

Perth Emzcy. 23,000
Patersc-Cldiens

Passaic ... 57,500
Trenten oo 44,600

— 1600

]
Tetal Lieteas.. . 828,1C)

VY 1AERIC0

STATE 'IOT.L Fas 23,40

NETFRD A

Ak..:.*rche - 6700

Risacll . 2.£0Q

TYotal Metrss . 3,502

2V YOR!

SYATE YOLAL 1792 7¢3

Kew Yirke
P.oclhnslem,
J. (Casselie
teled) -—-1 919 3 0
Poujheiepsie o
Rxtester o . 3 G‘j

Syrazuie o 15 300
Utiza-Reme . 6,300
Yetal l-n-os..! £E5.600

ponih cm‘o'uzzm

STATE TOTAL . 1,232,30¢
ARE S

t.Er

14,209
81,2
22,639
23,703
18,302

43589

20,633
413,6C
Alz—magr L, 16309

Curterlard ___ £3,7CO
Duztia . _ 15,100
OQurkam . . 38,7
Ec;ezemre L, 30,400
Forsyth — 50,209
Fras<lia | J2.€79
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CRTH DAKOYA

STATE JOTAL. 1,30
LETAD ARFAS

Farze-! ocrtead ———

Total Letros e wcen

1o

STAT£ YOTAL.,.. 933,500
I'ETRY AREAS

AKTEA ceeia- 51,820
C2r1En v 22,700
C|r.1r'ih —em 154,900
Clesetand ... 353,900
Co'umdus oo 94,620
D2y1eA e 83,100
Hamilton.

[SH-E] - 11800
Lima _ 8,09
Lerain-E 15.2C0
Larsfeld £.430
Lea2rk . 1,500
Serir;%eld ... 14,600
Stegsbanvillee .

Veirten ..... 8,83)
TJoledo ..ccoeeeee 53,300

Yourzsicnne
Warrea .. 55,600

CiLA M:‘\

STATE TOTAL.... 163,000
WETRO AREAS
Laaten ... - 8,300
Oxithzma City _ 44709
Tulsa oo ,1
Total Aletros .. €5,1C0
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Total Metros . 21,650

PENIISYLVALIA

STATE TOTAL... 994,2)0

KETRO AREAS

Allertowne
Bethizheme
Easten oo 4230
Altoend o 1,20
Erie oo 8,100
Harrisdorg e 26,509
JoRRSLEWA e 4210
Lanzaster ___. 4190
fiew Castle ... _ 333
FhilaZelphia .- 785,000
Pittsburgh _ 155,20
Re23in9 evimn 5,200
Serae) e 1,00
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Hatleton ... 13X
W-Ihz-«;v-n. 1350
O 6.£30
10.a| Aetros.... 1,018,400

RHODE ISLAND

STATE TCTAL..... 23,700

METRO AREAS
Prcvicerces

Pavauckets

Varwick
(SHSAY oo 1830
Previdencea

Pawluckete

Warwick

(County Basis).. 18,700

Total Uetros
(SLSA) ..
Tetat Lletees
{Courty Basis).

SOUTI CAROLINA
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Creerdille oo
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Haeey ...
Kerstaw ...
Lancaster oo
Lovre e
Lee oo -
Lexirjted .
Llarien .
Narisere

fendery
Or2njetirg
Richlarg ...
Spartardurg -

Sumter .
Willizrstug
Yerk

F3 )
Total Ceuties. 769,000

SOUTH DANOTA

STATE TOTAL ...
AREAS

WETRG A
Rapid Cuy . __
Siovt Fa s,
Total Meteos ..

TEMHESSEE

STATE JOTAL. . £44,65

LETR)-ARSAS
Bristol -
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King- 9 [4 J
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SOUTH CATOLIIIA

STATE TOTAL ... €79.100
LEETSY AREXS
A-lerszn oo A
Craclertia ool 1634

Ce'una ... E5¢0)
Cree-vil'e o S50
Coaqastig oL 26700
Toial Mewrds . L 254,420

COUNTIES
Avea o ... 23500
Anlersza ... 19,500
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Dirlirgiea o 23,5
O:dzn . 139D
Perckester oo 11,70
Frirted . 12239
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Richlard ... 213
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Sumter
Wil
Yerd
TJeial J:i-. =

SOUT T 700TA

STATE T2 | 1,3
ME s

a3
Z7

TEMIESS s

Grheston.

Teras City ... 34.500
Poassten oo 1L
Lar:?o L — 39

Lenseiew o 17,620
LUloNk L. 14300
L'cAl'en«Pharee

ECiedurgh e en
Nidiand o 2,500
OcCzeed o caeae  5.800
Sn Argilo.....
ScacArtonio .. 64,500
Srecmane

Deniscn 7 400
Terarkana 24.E00
Tyler o 26500
Viees ... 27,429
Wichita Falls.. 10,1C0
Teial itetess .. GE5,60

UTAH

STATE JOTAL.... 51060
METRO AREAS
G7eN Pl
Pino-Orem .. -

Sai Lzie City.  2.5€0
Tetal Metros . 4,600

VERMONT

STATE TOTAL. . 560

”~
VIilGIA
STATE JOTAL.... 920,00

L ETRO AREAS
Bristol.

Jehnsea City-

Kirzsport o 7,700
Ctarlcitesville . 11,200
Dariiite G0
Lyrshdurg e 26,209

Newpert Kewse
Harmotea —.. 70,500
Neefolke
Poctrmouth o 162,200
337

Petersturg ..

Richmsrd ... 128,600
Re2nshe ..em - 22,0
Teta) Letrcs ... 504,100
COUNTIES
Accomack ... 32,300
avemarle .. 11,209
Arlingten ... 2),200
Brunswiek ...... 11,309
Camsbell . . 20,300
Cresireake ... 21,EX
Diraitdie w... 33,709
Fairfax oo 16,209 .
Halifex . - 13300
Hamgten .oa... _2L,7C0
Hearico 109,109
Heary oo — 36,703
RiecklesSurg .. 16,103
hansemend oo 27,400
Neapart News . 43,70)
kerfolk ... . £6,20)
Puatsyivaaia ... 3502
Portsmauth ..o 43,100
R3372VE wuee. 22,800
Scutkampton ... 16,90Q
Virginia Brazh. 15,100
Tetal Csuaties _ 622,100

WASHINGTON
STATE TOTAL... 60,700

ETRO AREAS

Scaltie-Everett 35,200
Sonkane o e 3,800
13,640

Tatema oo 3
Total Metros - 53,900

Yakirma

apmacp L34 ]
WEST VIRGEIA
STATE TOTAL. ... €1,900
LETRY AREAS
Chariesten o~ 10,109
Huntirgtens
Asklard . 7,609
Parkeesdurg — 400
Steudtnvilles
velrton ——. 8,800
Wheeling e 3,100
Tetal Netras _. 30,000
COUNTIES
Karawha oo 10,100
Pedewelt o 10,700
Tctal Counties . 20,£00

VASCOUSHL -

STATE TOTAL.. . 111,200
METRY AREAS
ALDlOtON weiin e
DulutheSuperiar 00
Green Bay oo 200
Jaresville ——o - i,

Osthosh e s -
gzc'-tne ..... 7,

ReE3N30 e e
Tcul,t.'.e\ros - 97,500
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STATE TOTAL__ _ 2
CPL'.EYRO AREAS
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Total bietror - 1,200
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J. REYNOLDS

NEGRO PURCHASING POWER HISTORY

America's almost 23-million Negro consumers live in 5.8 million

households and currently spend more than $30-billion a year for

consumer goods and services.

The fact that the Negro market is

a growing market is evidenced by the change in Negro purchasing

power from 1940 to 1970:

i 1940
Yy

.1956
1961
1965
1966

1970

Source: U. S. Census

CGH:jpg
8/28/69

@€

-

3 billion

11
20
27
30
32

A(projected)
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R. J. Réynolds

NEGRO MARKET STUDY

II. Media Planning Implications

A,

Negro Media Usage Rationale

Most research indicates that there is no quantitative
rationale which demands the use of Negro-oriented media
merely to reach the Negro consumer. However, most media
basically reflect the interests, desires, and aspirations
of their majority audience, which ié largely middle-class
white. Classification‘of these media as "white-oriented",
would be far more accurate and functional than their
most frequent classification as “"general" media. To

be effective, advertisers should use customer oriented
media in which over 22,000,000 Negro-Americans, who look
specifically at most situations as‘“Negroes", can truly
identify with in the same manner aé white consumers do

with media oriented to them.

The consensus of opinion today is that if brand awareness

is the primary advertising objective, then national adver-

tising does generally reach this audience in proportion

"to their place in the total population. (This is espe-

_Cially true of brands that are so heavily advertised as

WINSTON.) However, if the key objective is to sell more
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of Product A to more Negroes, then they must be commu-

nicated with, not merely reached. It is quite likely

that there are brands which historically have utilized
only general media but are Number One among Negroes.
However, these Brands, more likely than not, achieved
this position in past years. In today's enviornment,

it is doubtful whether brand leadership among Negroes
can be attained, or held, ‘'without the use of Negro media
and specialized advertising. Negroes feel that most ads
placed in general media not only are not directed to
their particular needs but also tena to use appeals with
which they cannot identify. Therefore, Negroes do not
"turn off" advertising in general media; rather, like
all consumers, they respond best to advertising that

appeals to their specific interests.

The point here is that the widespread assumption that
"general" media reaches the Negro consumer anyway and
that special campaigns aimed at Negroes are ﬁot neces-
sary is a doubtful premise. Even to the extent that

it is true, "reached" and "persuaded" are two entirely
opposite marketing objectives. Negro media is not neces-
sarily important for coverage. 1Its strengtﬁ lies in the

emotional influence it has on its audience. Negro media-

should be viewed by marketing strategists on the basis

of "audience delivered" (this one numbers over 22 million)
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rather than, as often is the case, a questionable adjunct
p

of general media.

Media Analysis

Negro media provide a platform for specially tailored
appeals to achieve maximum effectiveness in selling the
Negro market. Negro non-broadcast media also provide
almost 100% non-waste circulation by their isoclation/
penetration of Negro consumers only. Negro-oriented
vehicles include: radio, television, newspapers, maga-
zines, a Sunday supplement, special publications, and
outdoor. Except for magazines, most of these vehicles
are local in nature, serving the Negro‘population within
particular markets. Negro consumers are served by four
major consumer magazines, an estimated 172 Negro-oriented

newspapers, about 537 radio stations, and one TV channel.

According to one study, during their leisure time, Negroes
listen to the radio 39% of the time (the figure for whites
is 15%); watch TV 28% of the time (44% for whites); read
newspapers 26% of the time (37% for whites); and read
ﬁagazines 7% of the time (4% for whites). These figureé
indicate that radio is potentially a more effective and
efficient medium and television and newspapers less soO
among Negroes than among whites. One study indicates

L

that middle-class Negroes react negatively to Negro radio

-

programming but are avid readers of Negro magazines. On
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the other hand, most consultants and advertisers agree

b

that Negro programmed radio leads to the heart of the

Negro mass. With a few notable exceptions, Negro news-

papers generally are not highly regarded and from the report-
ing standpoint do not compete favorably with the white
press. However, it is generally recognized that while
Negro newspapers do not necessarily sell products, they
do a very creditable job of merchandising the idea of a
company's social involvement. Except in Washington,
D.C., there is no Negro TV channel..
1. Radio
All of the Negro publications combined cannot

come close to covering and influencing the Negro

market as does radio. A recent project by the

Opinion Research Corporation indicated that the
average Negro listened to radio more than, and
was iﬂterestgd in print media less than, the
average white person. A Harvard Business Review
study §greed and indicated that Negroes spend

most of their media time with the radio.

In a survey made by the Center for Research in
Marketing, it was found that Negroes could recall

about twice as many commercials from radio as

whites, particularly if heard on Negro-programmed

stations. Proctor and Gamble, with heavy television
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advertising, advanced Crest to become the Number

One toothpaste brand in all markets except the

Negro one, Colgate, which was Numbher One nation-

ally also uses heavy television advertising.
However, through its effectiveness in Negro radio,
Colgate remains the Number One brand among Negroes

although Crest is the national leader.

Negro-programmed stations play soul music or
rhythm and blues. Rock and roll holds a few
charms. Gospel music is for the older folks.

But given rhythm and blueé and a Negro disc‘
jockey, the program is usually a success. Negro
radio means Negro commercials and Negro disc
jockeys. .In addition to music, messages and pro-
grams directed at the predominately Negro audi-
ences consist of daily hot lines or phone shows,
Negro.oriented news broadcasts, "Focus" inter-
views with black leaders,'church bulletin boards,
obituaries, job-opening directories, lost and
found announcements and Negro variety shows.
Radio has lost muéh of its appeal for much of

the upper income group. But they comprise only
22% of all Negroes. For the younger Negroes,

and therefore the masses, radio rates tops.
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Television

No national Negro-oriented television vehicles
exist. At this point, only one local television
station is generally programming toward Negroes,
WOOK-TV in Washington, D.C. Being a U.H.F. station,
its potential is limited, of course, to U.H.F.
penetration. There are, however, a number of
black-oriented television shows, and more are

being planned. Thus, within general television,
there will be black-oriented programming.

Newspapers

The Commerce Department counts 172 active Negro
newspapers, all but two are weeklies, with a
reported circulation of nearly 2 million. Those
ﬁewspapef; with the largest circulation are
concentrated in the top 25 Negro markets. The
most highly regarded ones are the Amsterdam News,
the Afro-American, and the Pittsburgh Courier.
The two dailies are in Chicago and Atlanta.

Some marketers sense that newspapers are begin-
ning to compete favorable for the advertisers'
money.

Magazines

References to Negro magazines really mean Ebony.
Others include Jet, Tan, and Sepia. Ebony, this

market's showcase medium, claims a subscriber
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medium income of almost $7,046 ("middle-class"),
compared with $4,939 for all Negro families.

It is a Life -~ format monthly national magazine
with a circulation of 1,200,000. It has a broad
mass audience and is published in four regional
editions: Eastern, Southern, Mid-Western, and
Far-Western. Ebony has made an extensive effort
to win advertisers, and within the last few years
has taken great strides in this direction. The
magazine maintains a staff of trained merchandis-
ing men to cover major cities——each with large
Negro populations. These men act as local mar-
keting experts and cultivate contacts for the
jobbers, brokers, wholesaiers, and chain and
independent retailers. One marketer says that

" bohz is for the Negro who has it made".

Jet is a newsweekly magazine in digest form,
which reports news of importance to Afro-Amer-
icans.  Circulation is about 400,000. Tan is

a monthly "confession/homemaking” magazine appeal-

ing to women. 1Its format is similar to that of

True Story or True Confessions. These three
magazines are all controlled by the Johnson
Publishing Company. Sepia like Ebony is a Life’

format monthly magazine of good quality. It




also is a magazine of general interest to the
Negro community, appealing to a broad mass audi-
ence. While national in scope, its circulation
is small (57,000).

Sunday Supplement

The four-year o0ld Negro supplement, Tuesday, is
offered once a month as an Ethnic medium within
the regular Sunday newspaper. It is inserted
into 19 metropolitan newspapers which cover
practically every section of the U. S. Tuesday
has a circulation in excess of two million and
advertising can be bought only on a national
basis.

Outdoor/Transit

Outdoor advertising is considered an effective

medium in the Negro community. It allows for
shbwings keyed to concentrated Negro population
centers tailored for desired markets. Generally,
transit is not considered'an effective Negro-
oriented media as seldom do routes have confine-
ment within Negro communities. However, like
outdoor billboards, subway station billboards

in Negro areas can be very effective.

Special Publications

There are numerous opportunities within the

Negro market to take advantage of special issue
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publications, usually one-time editions.

Some

newspapers such as the Afro-American newspapers
schedule regular supplements (i.e., Holiday
Hosting, Beauty, Travel, and other subjects)

which offer some possibility for usage.
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NEGRO MARKET STUDY
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III.

R. J. Reynolds

NEGRO MARKET STUDY

Media Directory !

A review of the specialized media available for reaching the

- Negro market indicates that opportunities exist in all major

media categories, with the exception of television. Aside

from radio, the selection options within each media category

are very limited.

1.

Radio

Negro radio, of all media directed towards this segment
of the population is undoubtedly the best, and most effi-
cient means of reaching the Negro. This medium is uni-
versally available with several hundred stations through-
out the country programming all or a portion of their
broadcast day fof lhe Negro. There is evidence that the
effective coverage area of Negro radio stations is gen- -
erally greater than comparable power general statidns
since the Negro radio listener tends to seek out Negro
programmed stations. Local radio research although of

questionable reliability, particularly in measuring Ethnic

audiences, indicates that the Negro radio share of audience

is generally in proportion to -their share of Metro area
population, i.e., the larger the percent of total market
population represented by the Negro, the larger the share
of audience attributed to Negro programmed stations.

(See Exhibit I on Negro Radio Markets.)

e
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Television

Negro television, as such, is virtually non-existent,

.

Although there are some stations which schedule occasional

Negro discussion programs, for the most part, the only

attempt that television broadcasters appear to have made

to attract the black audience is through the use of Negro

talent in regularly scheduled news, weather and sports
features. Network scheduled shows starring Negroes (Julia)

are aimed more at the mass audience than at solely Negroes.

Newspapers

Negro newspapers, with some few exceptions, are restricted
primarily to small circulation weeklies. In most instances,
their circulation is not audited, and they provide'limited
coverage of the Metro area Negro households. In major
centers of Negro population, the doﬁinant generél appeal
néwspapers provide better physical coverage of the market
than do the Negro newspapers. Negro newsbaper details

are shown on two lists -- a list of Negro newspapers
avaiiable in major Negro radio markets and a list of

Negro newspapers available in other markets. (Exhibits

IJI and III)

Magazines

O§ the seven national magazines (including one newspaper
supplement editorially aimed at the Negro, the dominant
vehicle is Ebony, with over one miilion circulation) and'

substantial pass along readership. (See Negro Exhibit IV.)

1926 86L0S




Outdoor

Outdoor advertising represents another effective means
of delivering reminder impressions to the Negro market.
This medium in the form of three sheet (Criterion) and
six sheet (Junior) posters can be purchased so that show-
ings are confined to locations in areas of heavy Negro.
population concentrations, and is generally available

in most of the larger markets. (Exhibit V)
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@Ceneral Mari
D A o Dath RoL AvesLabie

9/13/6y

L926 86LOS

Mot ro
Negro

o)

158.0
30,0

%.0

7.9
145.0
289.3

35.0
764..0

37.0
8.0

0.0
355.0
v7.0

100.0

<

Re Jo REYNQLDS TGMCZC COA2ALY

MAJUR NEGRO RADIC AAMCETS -

Nogro Mkt, Rank
£ of Tot, U.S.
Tot, Pop,  (Nezro) Station Power
1.5 20 WCIN 5,000
15.1 n W0 1,000D-250%
' WARQ 1,000
1.1 10 £IC 5,000,
7.9 4 4OKS  1,0000-250M
6.7 22 #VX0 1,000
13.9 B 101K 1,000
0.7 st WIIA 1,000
18.7 3 WCHB 1,000
.. . wilB 1,0000-250M
4149 52 WINN 259
20.1 2 WRED 5,000
21.5 18 WEAL 1,000
20.3 9 xcoH 1,000
xrex 5,000
13.2 2, (2670 4.4 -
«CEE 5,000
17,8 33 WOKJ  50,000D-

10,0008

Freq,

180

U0
1540

)32°A
130
1500

970

1580
.0

- 100

510
uw

1510

30
159

159

1550

Negro Pop.
0.5M!7 Cov,
000

158.0
310.7

268,0
255.0
1570
4609

100,0
T75.0

130.0

0.0
355 .°
137.0

4350

32

17 .

21
22
33
10

L8

0

1

b3}

15

3

1

Mct. Rank
Based On

Q. 54V Cov,

on
At

2, hra,

2, hrse
Day

19 hrs.
24 hrs,

Day

Day

2, hrs,
2, hrs,

Day
Day

19 hrs.

N4

mABIT 2

Fage Two

Aviience Survey Ra thare

6:ad=  1C:GaA~  5:0u24-
Source 10:0GA% 3:0024 7:00P4
Pulsee ? ? pat
Apr.=uie
1969
Pulses 5 ¢ -
Jan,=Marzh
1969
Fulse 3. 7 a7
Jan—uly  'cd
Pulse® PN <a a2
Jan.=Fed, ‘c§
Fulse® 4 s «
Jan,-Feb. 'c§
Pulcee pla P 8
Apc.=¥azy *:3

«X
Pulsev 2 < ~
Apr.~une s 3 [3
156%
M

Pulse* 9 ° °
June~Aug,
19¢8
Pulse Lb 3?7 5.
Apl‘.-t“’
1955
Plse® 7 3 2
Apr.=June Q2 1: H
1969
Pulse® I3 b b
Apr.=ty 2 P 2
1969
Pulse® A 3 b 4
Apr.-ay
1%6%




Metro
Negro
¥ rket Pop.
- = 557
J<cksonville, Fla, 123.0
K.nsas City, Ho. w30
L+\e Charles, la, 36.0
L'ttle Rock, Ark. 55.0
1o Angeles, Calif, 0.0
‘Louisville, Ky. 100.0
Yacon, Ca. 65.0
“=sphis, Temn, 279.9
Yami, Yla, 185.0
¥ lwawkes, Wisce 125.0
r‘OBm. Ala, 11,0
Vsntgemery, Ala. 78.0
Tashville, Tenn, 98.0
Yew Orleans, la, MO
Ceneral Market Survey
‘A = Data RBot Avallabdle
2/15/¢9
89Z6 86106

@

Re 3. LUEYNOLDS TOBACCO COMPANY

MAJOR NECRO IADIC AAHKETS

Negro “t, Rank Mct. Rank
£ or Tot. V.Se lezro Pop. based (m
Tot. Pop, {Xegro) Station Power Freq, 0.5MV Cov, 0.54vV_Cov,
0V0
23.9 28 wWOBS 5,000 1360 123.0 1% B
WRHC 1,000 1L00
1.6 23 KPRS 1,000 15%0 1,3.0 35
’ KwKI(Fi)

20.5 53 KACK 1,000, 250 48.0 St
17.8 50 XOKY 5,000 L0 130.0 28
XALO 1,000D-500N 1250
10,1 5 XGFJ 1,0000=2508 1230 960.0 I
XERB 50,000 1090
12,5 3 w10y 5,000 1350 110.0 L6
29.8 N W1BB 5,00 1280 72,0 52
35.7 15 ALOK 1,000D-2508 1340 4,210,0 3

AUIA 50,000D=5, 000N 1070 '
16,0 19 WMBM 25 90 185.0 25
8.9 27 WAWA 1,000 15%0 125,0 L2
WOV 250 840
30.6 26 WGOX 1,000 900 180.0 30
w0 50,000 1550 .
40.0 I’ g WRMA 1,000 950 156,0 3
WAPX 1,00 1600
18.4 37 wvoL $,000 wP 2.0 36
LAC %€ ,uo 1519
32,0 0 wBOK 1,000D-250% 1230 510.0 8
wWYLD 10,000 5.0

Jay
2, hrs,

Day

19 hrs,

Day
16 hrs.

2, hrs,
2, hrs,

Day

2k hrs,
24 hrs,

2L hrs,

Day
vay

Day
Day

bay
20 hrs,

19 hrs,
4 hre,

2, hrs,
2, hrs,

€

IXVIFIT I
Taze Three

Auilence turvev nh :rare

(Al 100 4= Jilrd-

Scurce Lo:00AM 2:00rd 7:0074
Pulses ol pes il
April 166% N 7 .
Pulses [3 . "
Jan.=ar, - -

1959

Pulses pt pxd 2
June-July

1542

Pulsee s e ¢
March 1965 [ [ 7
Pulses } o .
Yarch-april 1 P -

1959

Pulses ¢ H ki
Feb.=far. ‘¢

Puise® 19 ado ec
hpr.=-May °*9

Pu.se® ¢ < 3
Apro=May ' 25 5 28
Pulser b3 by <
Fet.-azr. °2§

Pulses K < 1
Jan,~Gr, 5 3 3

1569

Pulsee 13 2 <
Ay 1969 5 1 :
Pulses 1€ 35 %
Aarch 1569 : = ..
Pulses 10 2 n
May 1569 - - -
Pulges 2 0 .
Jan.~dar, pYR S pAad
1569

rp

a2 L

Ry

.

e o




'©

Aetro

Negro
Varket Pop.

ZO;)O’
Cew York, %. Y. 1,917,0
(Includes Newark, N. J.)
Norfolk - Portsmouth - 4.0
Sewvport ¥ews, Va,
Pensacols, Fla, 47.0
Philadelphia, Pa, . 761.0
Pittsburgh, Pa, 19¢.C
Raleigh-Durtam, N. C. 100.C
Richmond, Va, 1310
can Antonio, Tex. n.c

Sam Prancisco~-Oaklant, Calif, 302,0

Cavanmah, Ca, 7.0
Shreveport, la, 112,C
St, Louss, Yoo 366.0

Tampa/St. Petarsburgh, Pla, 122.%

sasnington, J. Te 522,70

*Ceneral Yarst Survey

9/13/¢9

6926 86105

R. oo ASYNOLUS TOBACCO CULAPAMY

MAJOR NEGRO AAD10 MARKETS

Negro Hkto Rank
£ or Tot. V.S,
Tot. Pop. (Negro) Station Power
11.9 1 WWRL 5,000
wLIB 1,000
WNJR 5,000
25,0 16 WHIN 1,0000-2508
ARAP 5 ,0000=1 ,000N
19.1 51 WECP 1,000.
4
26,2 L wDAS < ,0009~1,000N
WHAT 1,0000-250N
8.C 18 wlUM X,%0C
WA M0 1,000
26.3 35 WwiRC 1,000
WLlE 500
25,3 25 wANT 1,000
agZ 1,006
8.4 LS5 KAPE 500
9.7 12 X<CL 1,000D=25CN
XJIA 5,000
5.3 L) s, 4 1,000
35.1 29 KCYA 10,000D=5COR
15.9 8 KATS 5,000
KX 1w 1,700
. 2 ST 8,0
s o s 6 ol 03 )y rhsme € N
T 7%
-, 1oinan=a SUN

. Rank
Negro Pop. Based Cn
Freq. 0,54V Cov, 0,5MV Cov,
(0007}
1600 1,517.0 1
1190
130
.00 3720.0 13
350
980 95.v 50
1,80 7.5 6
13L0
159 190.9 2
880
W10 235.0 23
570
990 180.C 29
1450
%80 103.2 L7
1,50 302.C 19
13:0
1230 131.0 39
1550 407.0 12
N Anh.C p7A
1320
1150 10%.7 3
| ETKY 587 O 7
l.s¢

ZL rrs.
2, hrs,

vay
20 kprs.
Day
day

Lay
Qay

Day

& hrs,
-8y
dia Rre,

Aytience Lurvey YM Share

EA-IDIT 1
T ..,9 Fur

2210UAA= pPHYTY 310t
Source lusutad 3o rd Tl
Yaalse bl ¢ s
San.=.;ril - - -
1Yo s PR pie}
Pulse 17 Li ‘e
Cet, '458- 53 ez <9
van, '4¢
Fulcer 7 az 529
June~vuly
1568
Pulses 4 ¢ o
Jan.=March '¢9 ¢ z z
Pulses - 1 -
Jan,-Yarch . < 5
i5¢S
Pulses - - -
ven, 1909 )19 il 12
Pulse Q2 e 2
Apr.-tay % L 23
1928
Pulse® 7 1 ‘
Narch 1669
lse® < by b
Peo.-March *'¢9 5§ be ¢
Pulse* 2 v A i
“arch 1668
Pulse® <8 iy iy
fept. 1968
Prlse® & ) <
Jan.~lar, by - -
1606
Fulie® ¢ ¢ s
Pul.e® ' N -
laf.-r, < 2 :
e 1 3 a.

PP - e vyt

N Lo taa s

.

e Y . g

Nk oo
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R. . iLYNCLDS TGGACCC COMPANY
¢ NEGRO NEASPAPLIS IN KAJCR NEGRO RALIO MARKETS
Rezro ‘ . I
Netro Area Negro £ Of Group Cgen
Netro Area Population Mxt. Pop, . .Rewspaper ' Coded Edition Circulavion Line -ate Mlline solor
Atlanta, Ca. 285,000 22.6 Daily World {s)e(e) vaily 21,000 15 ¢ B, -
Augusta, Ce, 76,000 29.7 Weekly Review O 2,850 L1} LY - 3
Baltisore, M. 477,000 23.6 Afro-American (2) Tues, 33,079)ABC
) .58 2.0 Available
. Sat, 31,752 )JABC
n-m'w, 1a, 84,000 ' 3.8 News Leader ’ (8) Sat, 15,5C0 A2 7.8 - )
. p
Birainghas, Ada, ~ 239,000 N World (L)a(a) Sat. 9,0C0 23 1.8 - }
Mirror MM 1,000 ) K - '
Boston, Masse. 98,100 3.1 Roxbury City News (Tab,) Thuss. 19,328 .20 " 15,17  Avalisbie 3
Buffalo, W. Y. 108,000 8.0 Challenger (Tab.) . . Thurs, 15,000 Je2e 9.3% Available '
[
Charlotte, X. C. - 90,000 2.2 Post Sat. 18,265 .10 5.38 -
Chattanooga, Temn. £7,000 7.7 ., Cuserver ' (8) wed. «»200 0§ 21,67 . -
Chieago, I, 1,300,000 19.3 Defender (Tab.) Daily(M-Th,) 33,320 aBS 3528 10..0”7  Availadle
(s)e(n) waekend 36,458 ABC %128 X1.18 Avajilanle i
Courter (1)%(7) Fri. 8,259 .20 3.0 . - 1
New Crusader (Tad,) ) Sat, 21,110 .56 26,07 Availavie 1
Cincinnati, Ohio 158,0C0 0.5 Herald NA 17,500 i X -
. Call & Post/5 Stur (1) Sat, 7,3% aBC o235 lede wvailadle A
Clevelant, Ohio 310,000 15.1 Call & Post (11) Sat. 22,42 ABC .25 7.58 Aveilabdle
Ohio Courter (1)&(7) sat. 3,293 .30 35,55 Available
Colundia, S. C. &, ,000 3. Palmetto Times Thurs, &, 00 .15 3.8 - w
Columbus, Ca, 70,000 27.¢ ~olurtus Naws ‘l“g‘r:.. .L..O.\) ) .18 L.} - 1
/Newspaper can be purchased as part of a group. - See Exhibit 373638 1
ARC = Audit Bursau df Circulation
9/15/69 . . !
3
0LZ6 8610S ' |
t
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arIelt I

¢ Fage Two

ity J. WEYNOLOS TOBACCO CUAraNY

NEGHO_ NEASFAT HS_IN VAJOR NECHG RALIO MARKETS

Negro
Metro Area Negro 4 Of Group Open

Matro Area Population Mxt. Pop, Newspaper Codef Edition Circulation Line iate “illine color

Columbus, Ohio 145,000 16.7 Call & Post (1) Sat, 4,958 ASC .25 » 49.56 Available

Dallas, Tex. 289,000 1.9 Express : (3) Sat. 4,600 ABC .15 32,0¢ Available
Post Tribune Sat, . 25, 0N oa$ ‘e -

Detroit, Mich, 764,000 18.7 ichigan Chronicle (4)) Sat, 47,233 ASC L0 2,33 -
Courier (1)&(7) Sat. 15,525 .30 18.52 -

Greensboro, N. C. . 60,000 2.5 Future Outloek . Sat, G543 .25 2.71 -

Houstoﬁ, Tex. . 355,00 20.3 - Inforonr a) 3at, 6,17; ABC 20 23.% Availazle

In4ianapolls, !M; 137,900 13.2 Racorder 3at, 11,092 ABC «20 17.72 -

Jackson, Miss. 100,900 a7.8 Advocate ) Sat, 6,000 .10 156.38 - ,
Free Press R 3a%, $,3.0 BN <5.T7 -

Jacksonville, Fla. 123,200 23.9 Florida Star & News Sat, 25,37 .20 5 -

Kansas‘City, Mo, 1.3,000 11.% Zall Fri. 19,050 .25 12.%0 -

Lake Charles, la. 36,200 20.5 i News Leader : (9) Sat. 10,9200 12 11.90 -

Los Angeles, Calif. 719,000 10.1 Sentinel Thu-s. 41,4.82 ABC .32 7.58 Availadle
Herald Dispatch . Thurs, & 22,000 NA NA -

Sat,

Louieville, Ky. . 200,900 12.5 Deferdsr Thurs, 5,634 ABC 28 3142 Availatle

*acon, Ca, ’ 48,000 29.8 Mazon Reporter Sas. 7,500 .18 21,5% -

Maaphis, Tenn. 279,900 . 35.7 Tri-Stats Defender Q) sat, 22,600 .18 7.;27 svalladle
World (L) sas. 6,290 .10 e.28 -

Miant, Pla.’ 185,900 16.9 Florida Star 4 News <at. 6,016 (tae Jacksonville for comdo. rases)
Tises (fad,) vri. .,500 28 15.6¢ -
vio-14a Courier [S917 & 5 IENNT LN 15.0.4 . BN bV -

flewspaper can oo purchased as fart of A& grout. - e~ Exhibit 11/112
ARC « Aucit Bureau of Circulatlon

9/15/69 .

L6 8610




Matro Area

Milwaukee, Wice,

MNobile, Ala,

Nashville, Tenn.

Yewark, N. J.

Yew Orleans, la,

Row York, N. Y.

Norfolk~Portsmouth, Va,
Pnhiladelphia, Pa,

Pittadurzh, Pa,

Raleigh, X. C.
(Durhen, %, C.)

Richaoni, Ya,

San Antonin, Tex.

Negro '
Metro Area Nepro £ Of
Population t. Pop,

125,000 8.9
131,000 30.6
98,000 18.4
428,900 " 10,0
333,000, 32.2
1,489,000 10.4
2., ,000 25,0
761,000 16.2
190,000 8.0
100,000) 26.3)
) )
131,000 25,3
7,050 8.4

'®)

Do S UYNLY RO CLANNY

NEGHO NFWSPAPIXS IN MAJOR NEGRO RALIO MA

Newspaper

Milwaukes Star

Beazon

Coanentator

Afro-Anerican

Herald News ‘

Louisiana keekly

Gueene Voice (Tab,)
Anstsrdan News

Courier

Westchestsr Co, Preas (Tab.)
Now York Recorder

"Journmal & Guide

Tribune

Afro-American
Courier
Indepenvient (Tab,)
Courjer {City/Ed,)

Carolinan
Caroslina Tioss

Afro-A'marican

Rezister

#iewspaper can be purchized as fart of a grour. ~ Ses Exhibit /111
ABC = Audit Bureau of Circulatien

9/18/69

TLZ6 86108

Group

Codef

(2)

Q)&(7)

(2)
(8916}

(1)&(7)

Cpen
dition Circulation Line Rate
b/ 26,537 L7}
sat, 5,000 2
L) 3,650 NA
Sat, 5,212 e
Sat, 5,281 .20
Sat. 17,383 ABC 25
Pri, 21,000 L5
Sat, 82,123 A .80
tat, 13,016 .30
Thurs. 5,000 .16
XA 17,520 NA
Sat. 28,576 ABC 21
Tues, 33,571 ARC) .
Sat. 36,23, ABC) e
sat, 3,51 ABC s
Sat, 1,242 30
Sat, 12,067 30
Sat, 13,272 «50
Sat, 3,972 20
Sat, 11,49 W22
Sat, 17,10 A 29
Fri. 9,52 12

o

=|AShIT 11

Page Three
Al Color
d M -

22.59 -

7Y -
33.95 Availadle
37.87 Available
STRSTA Availatle
21.07 -

9.58 Available
22.65 -
31.46  Available

NA -

7.23 Availaole

7.83 -
41.56 Availadle

237 et ‘Availadble
e olidy Aveilable
3s.75 Available
21, % Availacle
.10 Avallitle
PV 1) Svallatle
11,23 -

——

Bt o)

e
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Natro Area

San Francisco~
Caklamt, Calif,
Savannah, Ga,

Shraveport, la.
St. lﬂ\lil. Ko,

Tanpa-St.. Poursburj, Fla.

Washington, D. C.

Negro
Metro Area Negro £ Of
Population 0D
3C2,000 Ge?
76,000 35.1
112,000 35.1
365,000 15.9
103,000 11.2
588,00 2,0

Re_Jo LSYNCLIE TOSACCO COAPANY

NEGRC NEWSFAFEXS IN MAJOR NEGRO RADIO WANKETS

-

Sun Reporter (hb.)
Voice

Herald (Tab.)

. Sun

Arzus
East S5t, Louh‘ donitor
Anorican

Sentinel-Bulletsn (Tabd.)

News~Raporter

Afro-American (2)

#Nevspiper can be purchased as part of a group. - See BExhibit II/III
AZC = audit Bureau of Circulation

9/23/¢9

ELZ6 B8610S

Group
Newspaper Codey

Upan

Edition Circulation Line 2ate
Sat. 5,549 ABC .18
Thurs, 12,500 Q5
vat, 4,000 .15
Thurs, 1,78 .10
Fri. 8,921 20
NA 7,655 XA
NA $,300 .73
Tues. 15,00) .30
Sat. 15,520)
Sat, 4,920 15
Tues. 8,608)ABC

) .35
Sat. 94359 )AC

«KrInIT I
Fage feur

PEDY

&

|

Available
sviilable




C (e
DgELT 1 ]
Fage Ore
R, J. «SYNOLDS TOBAC.O COMFANY
‘ ADLITIONAL NEGKO NEWSPAP:R MAIKETS
Negro i : 1
Metro Area Negro 1 Of Croup Open
¥atro Ares Fopulstion M, Fop, Newspaper Codef kadtion Circulation Line iate Mliine Color -
Albary, Ca, 40,. % EHNA Soutiwest Georglan (8) Aea, 2,900 $ ..08 3272 -
Alexandria, la, 26,00 30,4 News Leacer | ($) Sat, 10, 500 .12 : 1l.24 -
Asbury Fark, N. J. ‘ NA N Central Jirucy News Tawrs, ° 1,500 A 15 11.9C -
Ds-rlot.tesvnh, Va, 11,200 e, Tribune F.d. 7550 Kel) 19.6» -
Dayton, Chio 83,190 ) 9.9 Dayton Express ) Thurs, 3,400 128 de A -
Denver, Colo. ¢0,200 27 Blade : Thurs, 9,500 oz5 23.87 -
Des ¥oines, la, 1}, 300 3.9 Iowa wstander' Thurs. 2,592 L 5:.09 -
Fort Flerce, Fla, : N NA ’ Chrendele Thurs, 24500 .10 39,32 available
Joliet, N1, NA NA The Volce NA 000 Na Na Xa
Minneapolie- 25,900 1.6 Spokesman ) (10) Thurs, 10,42 <5 21459 -
St. Faul, Minn, )
Twin City Observer _ NA 3,555 NA NA -
Recurder () Thurs, 10,416 - .25 28.55 -
Sun NA (FEY ) NA Na -
Yonros, La. 38, 500 315 News Leader ‘ (9) Sat. 10,50 .i2 1.8 -
Muskogee, Oda. 173 Na Herala NA 1,00u NA NA -
Oclahoma City, Ckla, Wk, 700 7.4 Black Mspatch ' fri. 15, 200 o3 2,26 -
Phoenix, Aris, 35,900 2.9 Arizona Tribune Tour, 2,500 15 kot Availab.e
Roanoks, Va, © 22,80 V.3 Tritune (Tab,) Ture. 15,200 20 eki .
Rockford, N1, 1,300 %% ] The Crusader NA 4,%00 XA NA -
Sacramento, Callif, 31,200 P Quserver Na 14,000 NA A -
San Diego, Calif. 17,400 W7 The Vcice  Twrs. 30,004 .2z M ivallavle
Light House NA 8,50 Na Na -
Sarscota, Fla, 9,%) e aeekly culletir tin 7,10 NA N -

#Newspager can te rurchasec as rart -f & group - Sev Exhibit 11/III

°/15/4%

hiZ6 8610S




Yetro Area

Tcleco, Chie
Tulsa, Odla.
saco, Tex, .
dest Falm Seach, Fla,
dichita, Xans.
’ - Mlrington, N. C.

Yeung stown-
aarren, Chio

Yegro

Yetro Area

topulation
53,300
33,100
27,600
63,600
23,700
20,800
55,600

Negro X Cf
Mct, Fop,
7.7
7.3
16.9
2.4
t.C
21.3
9.8

©

R, . REYNCLI'S YOBACCO SONI.OY

ALUlT.

——

lewsprper

Bronze Raven
Oklahoma Eagle

Vessenger

" Fhoto News

Enlightener
Journal

Buckeye Review

#Newspapers can be purchased as part of a grcup. = Sew Exhibit IX/IIX

9/15/%9

SLT6 8610S

LUNAL NEGR( NEAWSE APk FankaTo

Srroup
Lodoy kdftion Circulation
Na 7,800
NA . 8,0.9
NA 3,000
Thurs, 2,370
Sat. 2,400
Sat, 6,025
NA 2,836

e

IXHIBIT IIZ
Paze Two

5.7
clolds
hod? Avillenle
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RoJo it YROUS TORAC.) CCNFANY EX2IPIT 1L/112
. . Fage One
NEGAQ KEAGTWFerG
SRour_purs '

' . . : Combined J
Group | ¢V or Total Croup Group ¢
Code : Croup Editions Circulation Line Hate Milline Circulation Brsakdown by Edition !
1 Courler Oroup 9 92,495 - $ %0 s 8,65 Chicago 8,259 1
! Detroit 15,925 i
. Philade.phia 1,202 :
Pittsburgh City 13,372 {
. New York 13,016 :
National 13,634 1
Florida 15,004 .
Georipa 8,710 .
. thio 3’293 }
]
2 Afro-American Croup* 8 139,436 . 1,20 8,60 Washington, D, C, 17,958 3
. New Jersey 5,2 [
' Philadelphia 3,51 :
Baltimore 67,830 H
. Richwond 17,114 .
National 13,032 ]
North Carolina e, !
South Carolina £,635 H
3 Informer Newspapers® 2 10,773 3L 31.02 Houston Informer 6,173 !
’ Dallas Express 4,600 H
i
L World Group 3 36,000 3 9.4 Atlanta 21,00 !
Blrmingham 9,00C :
' Yemphis 6,000 i
5 Chicago Defender 2 69,778 . 9.17 Chicago 69,778 !
. . 1
¢ Crusader Group 2 ’ 30,839 «85 21.56 New Crusader . 21,210 i
: . Cary Crusader 9,729 s
7 Sengstacke Publications 3 232,106 1.60 €.89 Chicago Weekend Defender 13,320 !

Chicago Daily Lefender 36,458

Yichigan Chronicle 47,23

Yemphis Tri-State Defender 22,8600
Courier Croup (9 papers) 92,495 ‘
8 Scott Yyndicate b 43,20C o2 9.7% Atianta 21,000 d
. Birminghan 9,000 4

Yeaphis 6,000

Southwest Ceorglan 2,900
Crattancoga (oserver ‘4,200 !
9 Nevs Leader Crovp 4 4:.000 Y 24 9.23 Alexandria 10, 500
Baton Rouge 15,500 i
Monroe: 10,000 3
lLake Charles p{ART !
#)ouber Fapers are AEC . }
. ’ {
9/15/€9 i
9126 861 0S : _ ) 1

PRy



Group
Code

10

9/15/t9

-

Qroup
Spokesman Recorder

Cleveland Call & Posts

= «aYisqber Fapers are ABC

for
Editions

€

Bl BYNN LG, TER 2,0 M0 ANY
Bl WALV 6 &

Total Croup
Circulation

20,832

45,290

CROUF_BUYS

Seined

Croup

Line Rate

$

36

30

Xlline

$17.28

€.62

- ' g .
€

. TAKIBIT 111
Tage Tvo

Circulation Preakdown by Bditton _

Yinneapolls Spokesman 10,26
St. Paul Recorder 12,416
Cleveland 32,042
Columbus L5080
Sncowgal, S S




Publication

- —— - —— e

Ebony

Tucsday
(Nevispaper
Sup;:lement)

vet

Tan

Sepia

*0pen Rute

#CFY. based on eirculation

9/10/10Yy

8LZ6 B6L0S

O
Mo J. HEYNULLL TOBACCO COMPANY
MAGAZINES
\FLY,

}‘i;. W . P' . -

Frequency Circulation Cost3 £e B CENyf Cost afe b CCPWI .
~ <~honthly 1,200,C00(ABC) $ 7,044  $ 5.87 $10,8%0 $ 9.07

Monthly 1,700,000 " 11,200 6.59 13,600 8.0
Weekly 400,000 1,025 - 2,56 1,400(2C) 3.50
Monthly 55,000(zst. ) 500 9.09 NA -

EXHIBIT IV
Pagie One

Closing Dutes

BiW -~ 26th of 3rd preceding month

L-C = 26th of 3rd prececding month

BSM - 55 days (Sth Monday) prior
to date of issue

L=C - 55 days (8th Monday) prior
to dste of issue

B4 -~ lst Wed. prior to on-sale
(iss. Thurs. prec. cover_date)

2-C = 1lst Wed. prior to on-sale
(iss. Thurs. prec. cover date),
B&W -~ 26th of 3rd preceding month

L=C - 26th of 3rd preceding month

B&W' = 18th of 3rd preceding month
4=C = Not Available



Publication Trequency

Negre Traveler =~  DMonthly
& Conventioneer

Crises Monthly

(NAACP Pubi.)

%*Upen Hate
#ICPM based on circulation

915/
6L26 86105
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R. J. REYKOGLLS TOBACCO COUMFANY
NAGAZINES
. . Page BW Page 4-C
Circulation Costit g}l:# Cost Q_Ex#
53,000 $ 762 $14.38 $ 1,115 $21.C0
"115,000 862 7.49 1,656 14.35

EXHIBIT IV
Fage Two

Closing

B&W - lst of preceding month

L-C = 25th of second prec. month

B&W - lst of preceding month

L=C = 1lst of preceding month
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Circulation
Acdult Readers
Pale Readers
Femczle Readors

Age Of Readers
18-24
25=34
35-49
5C#

Hcusehold Income
Uncer $5,000
§£5,0C0-$10,000
$10,0C0/

' Education

-

R._J. REYNCLDS TOBACCO COMPANY

DEMOGRKAPHIC CHARACTERISTICS

1,200,000
4,010,000
1,853,000 (46%)
2,157,000 (54%)

Grammar School or less

Some High School

Greduated High School

Some College

College Graduste

Occupation

Frofessional Technical

iannagers Officials
Clerical & Sales
Foreman & Skilled

Unckilled & Fam
Unemployed & Students

Geograrhic Ares

Northeast

Metro New York
Cther llortheast

North Central
South
West

9/15/69

EBONY

Male

561,000 (30%)

334,000 (18%)
533,000 (29%)
425,000 (23%)

568,0C0 (30%)
793,000 (43%)
492,000 (27%)

396,000 (21%)
515,000 (28%)
397,000 (21%)
347,000 (19%)
204,000 (11%)

195,000 (11%)
67,00C ( 4%)
171,000 ( 9%)
204,000 (11%)
776 0o (L1%)
LLC,000 (24%)

501,000 (27%)
359,000 (19%)
142,000 ( &%)
385,000 (21%)
6L4,0CC (35%)
323,0cC (17%)

Female

L6€ ,000 (22%)
634,000 (25%)
404,000 (19%)

825,00C (38%)
858,000 (LC%)

474,000 (22%)

LC2,000 (193)
626,00¢ (29%)
539,00C (25%)
393,000 (18%)
167,000 ( $%)

179,000
130,0CC
174,000
24,8,0C0

BN NSNS PN

E¥D oo
LW W Qvg
— e e e

310,000

545,00 (25%)
438,0CC (206£)
167,00 ( 54)
534,0LC (25/5)
739,00C (3L3)
339,000 (16%)
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R. J. KEYNOLLS TOBAUCO COMPANY musrr‘_“.C
OUTDOCR
NEGRO
Criterion - 3 Sheet Junior Posters =.6 Sheet

warket Nunber of Posters ¥onthly Cost Number of Posters ¥onthly Cost
" Atlanta, Ga. - $ - 50 $ 1,613
Baltimore, Md, 150 . 1,575 50 1,000
Birmingham, Ala. - - 50 - 1,000
Boston, liass., 50 525 30 825
Chicago, Ill. 250 . 2,625 150 3,000
Cincinnati, Ohio - - LO 960
Cleveland, Chio 100 . 1,050 60 1,440
Columbus, Ohio 90 . 945 30 L80
Dallas, Tex. . - . - 4O ] l,OOO
Detroit, lich, 125 1,313 60 1,155
Fort Yorth, Tex. - - 15 293
Houston, Tex, - - 60 1,855
Indianapolis, Ind, 25 - 263 30 600
Xansas City, Mo. 55 578 L0 1,200
Los Angeles, Calif. 50 525 200 6,000
Memphis, Tenn, C - - 50 1,125
Milwaukee, “isc. 50 525 40 960
Newark, N. J. 50 525 1Co 2,300
New Orleans, lLa. - - 50 : 925
New York, N. Y. 220 2,310 250 6,250
llor folk-Portsmouth, Va, . - - Lo 8CO
Philacelphia, Pa, 200 2,100 100 2,300
Pittsburgh, Pa. 50 525 5C 1,100
Richmond, Va. - - 3 600
San Francisco, Calif, 70 735 70 2,450
St. Louis, Mo. 175 1,838 &0 - 1,410
9/15/69
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R. J. Reynolds

NEGRO MARKET STUDY

IV. Advertising Planning

A.

Nature of the Market

Few fields of marketing are in so pronounced a state of
confusion as that of selling to the Negro consumer. Some
firms even seem uncertain about how to proceed. They

are unsure of choice of media, type of appeal, mode of

presentation, and above all, the element of good ‘taste.

Systematic market studies are scarce and much of what

is available comes from Negro media and‘so may serve
specialty interests. In addition, Negro consumers them-
selves are responsible for confusing many potential adver-
tisers in Negro-oriented media. For instance, some demand
to be referred to as black, another group is sensitive

to any name other than Afro-American, another group wants

to be called Negro, and some still insist on "colored”.

Despite these handicaps, some guidelines can be set forth

which reveal some very important distinguishing characteristics.

This market can be defined as two predominant groups,
the "haves" and the "have-nots". The Negro middle class,
the haves, is socialogically farther removed from lower

income Negroes, the have-nots, than middle class whites

€826 8610¢




are from low income whites. The five million Necgro mem-
[ -

«

bers of the middle class (often defined as those with
family incomes of $6,000 or more) not only control a large
fraction of Negro discretionary spénding, but also are
sensitive to poor taste and willing to do someihing.about
it. This middle class, while only about 22% of this
Ethnic group, comprises the most influential buyers among
Negroes. Usually, these people are the elders and more
often than not follow the teachings of the late Dr. Martin
Luther King and, in addition, pattern their living on white

norms.

The middle-class Negro has little in comﬁon with the
‘E:¢ | low income one. The gulf between poor and prosperous
widens as white collar and professional jobs open up
faster than the much-needed blue collar jobs. ?he Negro
market is very young with a median age of 21 as compared
with 29 for the white market. TQe younger segment of
the Negro population, the low class, is divided. One
group wants only to leave the ghetto. Theﬂother pre-
fers to stay in the ghetto and go "militantly Black".
The youngster who idolizes Stokely Carmichael or goes
all out for the "natural Afro look" does not identify

. with his elders.

It should be understood, however, that there is a trend

Qég toward "blacks getting together”. This is evidenced

heZ6 86105
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in some identifiable forﬂs. Membership in ethnocentric
organizations is on the "increase. More magazines and
newspapers serving black readership have been initiated.
One of the most successful contests held recently was
the "Miss Black America” Contest. This is not.to indi-~
cate that efforts to eliminate discrimination in the
Miss America Contest are being-abandoned, but rather
that the Negro community collectively will accept and
support a Miss Black America. Organizations are being
created, such as the National Housing Producers Asso-
ciation, which is comprised of black contractors,'join-

ing together to achieve certain goals.

The Negro society today is essentially a matriarchal

one with the woman of the house making most of the deci-
sions. One out of four Negro families has a fem§1e
head-of-household as compared with one out of ten white
families. They play a more importént role in holding
families together than their white counterparts. 1In

the District of Columbia, 53% of the potential Negro women's
work force is employed; Florida is second with 52% and

the greater metropolitan New York market is third with

50%. With the average employed Negro woman contribut-
ing about 32% of the average median income, her consumer

] .
advice is heeded. However, as employment opportunities

(S 4]
o
P~}
open up for the Negro male, he is beginning to play a 3
N
[e <]
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more important part in family life.

In addition to the emergence of the Negro male to become
an influential decision maker, is the search of the Negro
female for her real identity. In the typical sociologi-
cal diagram of American power and prestige, the Negro
woman is at the bottom of the heap. Above her is the
black male, then the white female, and, at the top, stands
the white male. The majority of Negro women are still
imitating the styles and attitudes of white women who

are considered more sexy and attfactive. The white image
is deep inside them, planted there by a lifetime 6f
exposure to white standards of béauty as reflected in’
the media. Now a movement is underway to elevate the
Negro woman, to reshape her vision of herself from broad-
beamed kitchen laborer and head-of-household to svelte
femininity, to make her a target of male desire and to
give her a separate identity that'is black, warm, and
cherishable. Although her role is beginning to change
rapidily, today it is the Negro male who dominates the
movement, venturing along new paths, and presenting

an image of defiance and resolution.

The Negro market means many things to many people.
To some firms, the Negro is a consumer like anybody else.
To others, he is among many special markets in the demo-

graphic spectrum. But to an increasing number, he is
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one of several Ethnic groups that deserve special con-
.

sideration. Mr. H. N. Fitzhugh, Pepsi Cola Vice Presi-
dent for Special Markets says, "If companies treated

Negroes as they do everyone else, there would be no

Negro market". What he means is that the Negro is indeed

a separate and distinct market when seen by a marketer
but not so from the point of view of the Negro himself,

Business Week says it this way, "They just want to be

part of the mainstream. Every guy in the street wants
what whitey has. They want the opportunity to live the

life that TV says everybody lives”.

Although Negroes have the same wants, desires, and needs
as any other group, there is one significant difference.
He sees America through a prism of 350 years of discrim-
ination. As a conseguence, he has a great need for
recognition as part of U. S. society. This makes him
hypersensitive to real or fancied slights, whether in
advertising, the retail outlet, or in employment prac-
tices. As a result of this, Negroes generally express
greater national brand loyalty than do whites. They
are sceptical of private label and associate national
brands with quality. Because of this association, they
put more confidence in these brands thereby attempting
to avoid the embarrassment of "being took". From a

marketing point of view, it is important to remember

L4826 g6L0S
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trat loyalty associated-with quality or brand image is
.

stronger than loyalty associated with low prices or
bzrgains; white consumers tend to be low pricé and bar-
gzin shoppers. Another reason Negroes consistently buy
the brands that are nationally advertised is that they
are the ones that have the prestige connotation. Negroes
zv7e deep psychological needs and often feel left out
or foréed outside. Often the association of a name
product with themselves provides a l1ift. However, this
brand loyalty discussion is not intended to imply that
Negroes 4o not switch brands, because they do. The dis-
tinguishing characteristic is that, rather than their
brand preferences being spread-over six or seven brands
in a given category, their selections tend to cluster
arong two or three brands within a particular product
group. And within these two or three brands, they can
be influenced to switch. Joe Biack, former major league
pitcher and now a Greyhound viée president, has stated:
"One can safely say that the Negro'market is a general
market in itself. It has teenagers, females, million-
aires, paupers, mass and class facets, and the common
denominator that unites it is the psychological inferi-

ority complex that has been generated through fallacious

and outmoded stereo-types".

Reaching (Strategy Development)

In trying to reach this market, there are three operating




(/)

modes: Negro-oriented advertising, Neutral advertising,
-

and Integrated advertising.

1.

Negro-Oriented Advertising

Negro oriented advertising is that advertising which
uses Negro models in realistic Negro situations, is
placed in media oriented to Negroes, and is executed
so to primarily establish conviction and believability
in éhe minds of the Negro audience. This is believed
to be the most effective technique for influencing

the Negro consumer because it reassures him that the
product is meant for him. Effective advertising should
reflect realistic considerationsvof the Negro consumer
as a Negro, be placed in media oriented to his inter-
ests, and ustally should not be white-oriented cam-
paigns with Negro model substitutes.

Neutral Advertising

Product advertising, sometimés referred to as pack-
age advertising, is consideréd neutral, since it

does notlhave people, and it can be used generically
in any customer-oriented media. There is another
form of neutral advertising which is the use of regu-
lar advertising in all media, white and Negro, count-
ing on the basic appeal of the product to sell it,

wherever it is placed.

Neutral advertising is not as influential with Negroes

68Z6 8610¢
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 consideration. There was no thought at the time,

as Negro-oriented advertising because of its neutrality.
L .

Because he is so aware and proud of his highly visi- "

ble and different outward appearance, he prefers
advertising keyed to him,.

Integrated Advertising

There is much debate about whether integrated ads,
no matter what the medium, help sell products to

Negroes. Integrated advertising is that which is

prepared primarily for white-oriented media, that
includes Negroes either in starring, featured, or

walk-on roles. It is more a public relations strat-

egy than a marketing strategy. .Negroes and sometimes

other non-white models are used with whites in tele-
vision commercials and print ads primarily to "secure
a more realistic portrayal of the role of minority
groups in our national life" and in the companies
which use them, Its use is brimarily to fulfill an
official or unofficial commitment to include Negroes
and identifiable members of other minority groups

in advertising. Although it is doubtful that this

is an effectiQe technique to influence Negro consumers,
white reaction generally has been favorable. How-
ever, W. L. Evans, President and Editor of Tuesday
pagazine says that "inclusion of Negroes in TV com-

mercials was part of a social crusade and political

0626 86105
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nor since--to my knowledge--of any relationship between
the use of Negroes in TV ads and sales stimulation.
What the hell does integrated advertising have to

do with motivation of sales? No one knows. And

there is no evidence that there is any basic increase

because of it".

Influencing (Execution Development)

To advertise most effectively to this market the key con-
sideration is to determine the decisive versus the non-
decisive motivations of this segment of the market. It
generally is not as effective to aim at the Negro consumer
as such, as it is to aim at his decisive motivations.

The question, then, becomes what are his decisive moti-

-

vations.

Newly-acquired pride and self-confidence are changing

his buying habits. .Advertising must be structured to
appeal to this priée, keeping in mind that this is a
segment of the population which is only beginning to

emerge out of economic doldrums. General media messages
are aimed at the white masses who have "arrived" at a‘
comfortable economic level. Negro masses are only at

a point in time when economic security is a possibility.
They have only beguﬁ to feel the freedom of economic
security. OQuality rates as a cherished attribute. Negroes

buy the best Scotch as long as the money lasts, most

marketers agree.
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There are changing moods in the Negro national community.

In both fashion and outléok, there is no single Negro

market and, as has been discussed, there are attitude

differences between age and economic groups.

One of the
most significant changes evolves around the word "black"

Blackness is more of a feeling than color description;
and it is especially felt in major urban markets today

and particularly among the younger Negro.

The desire
for blackness, or soul, as part of solving their iden-
tity crisis is something that must be understood. A
sense of identity is being accentuated because today,
as never before, Negroes are taking pride in themselves.

Another motivatiaqn is the emerging images of the dominant
male and the romantically desirable female.

As has been
the decisions.

pointed out, Negro society has essentially been a matri-
archial one with the woman of the house making most of

However, with more career opportunities
available to the male than ever before, plus his increased

education level, his role is changing and supplanting

that of the dominating female; she is beginning to find

her standards of Negro feminine beauty and has begun to
strive to attain them.

But perhaps one of the most important decisive motivations
of the Negro consumer is best reflected in the results

of a regional study about beer among white, Negro, and

10
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Puerto Rican consumers. “Reaction to product benefits

(lightness, body, color, etc.) were about the same,
Differences occurred, however, when personal versus social
motivations were considered. Negroes placed very little
emphasis on the social interaction associated with drink-
ing although Puerto Ricans placed much emphasis on it.

On the other hand, Negroes placed great emphasis on the

personal satisfaction of drinking beer and Ruerto Ricans

did not.

Obviously, the point here is that personal satisfaction

derived from a product is perhaps one decisive motivation

of Negroes and any attempt to sell them had better take

this into primary consideration.

The strategy for advertising to Negroes through their
media is to create "Negro upscale situations” and to
make these consumers feel that tﬂe advertising is dir-
ected to theﬁ. Negro principles should be used against
the background of identifiable setﬁings and situations

in which they might find themselves. When considering
settings, the "outdoors" (hunting, skiing, sailing) is
not felt to be suitable, as these are still considered
unfamiliar to the Negro in general, and part of the luxu-
ries afforded only whites. Ho&ever, there are settings
which could be universal to both white and black consumers

(i.e., Pepsi's commercial showing an integrated football

€626 86105
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team at work). Effectivgness depends upon the degree
of Negro realism captured in the situations in which
the Negroes are principals. Negroes are primarily urban
dwellers, and as such, settings and situations used should
reflect this. Examples of urban situations that could
be used are:

*A scene outside a telephone booth on a busy street;

‘A ﬁight out at a cocktail lounge;

Driving an automobile in a traffic snarl;

*Just missing a bus; and

*Leaving a motion picture theater.
There should be no hard and fast rules for hair styles
and mode of dress. Rather, each execution should be viewed
G;’ individually to determine which would be most4appropriate;
whether models should have "bush", "Afro", or "straight"
hair styies.(each of these are distinctively different);
and whether the models should weér the latest Negro fashion
(currently a dashiki), the lateét Mod fashions oOr some

other style.. The deciding factor in fashion considera-

tions should be "good taste".

Copy strategy should not necessarily be different from
that developed for general media. This is particularly
true as long as the benefits of the proauct the copy

. alludes to have universal appeal (taste, satisfaction,

flavor, etc.). A change in éopy is not recommended to

12
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include slang or "in" expressions unless there is suffi-
-

cient reason, based on the particular situation developed.-

There are different levels of "in" expressions which
qfttimes can have a rapid change in usage, and such expres-
sions could be misread as "patronizing” or have other
negative influences. Rather than using "in" words or
phrases commonly felt peculiar to the Negro, it is more

importan£ to correctly and tastefully execute the Negro's

identification in the setting.

The audio execution should provide the music and talent
reflective of the media used. There are different "sounds"
heard in radio today--rock and roll,'semi-classical, top
40, good music, country and western, the British sound

and mix£ures of these. Importantly, there is the sound

of the Negro's rhythm and blues, gospel, and the "Motown"
sounds and mixtures of these. Interestingly enough,

the rhythm and blues of Negro artists have been under-

taken by white artists, and while some of this is very

~good, music in this "distilled" form rarely is heard on

Negro-oriented radio stations.

Any good strategy will create the music for the campaign
theme in the sound of rhythm and blues, which is the pri-
mary ,format of Negro-oriented radio stations. The beat,
the tempo, and the "feeling" of the "Soul" music is almbst

instinctively identifiable to the Negro ear which is

G626 8610S
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accustomed to this sound, To use radio commercials and

music that does not reflect this has to be less effec-

tive than the blending of campaign theme music with the

"black sound".

However, there can be exceptions to commercials only hav-

ing the "black sound". For example, the mystique of the

Count Basie sound is universally motivating. Paul Moriat's

"Love is Blue", another example, had a good play on Negro
stations. Most important to advertisers was the result
of the "EMBRA" commercial when played for ten Negro-pro-
grammed radio stations in five major Negro markets, to
determine how it might be accepted by the audiences.

Air personalities and station personnel, including men
and wohen,<at ééﬁh station listened to the commercial

and overwhelmingly approved it. While some felt it was

a good change of pace, others pointed out that the music

to them reflected "Negro upscale”, "class", and romance.

They concluded that the EMBRA mood is universally appeal-

ing.

Disc jockeys, who for the most part consider themselves
entertainers, often are the best for the delivery of
commercials, provided they do not have a "screaming"
delivery often associated with Negro announcers. Manf
companies provide copy to be read live; others provide

only an outline and allow the announcer to use his own

14
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ability to communicate the sales message.

have proven to be successful.

15

Both of these
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B.

c.

D.

E.

“using one advertisement that reflects equal employment

EXHIBIT I

R. J. Reynolds

[ .
NEGRO MARKET STUDY

Guidelines for Negro-Oriented Advertising

Select models with extreme care. Skin tones and facial
features must be given careful consideration.

Models must be iﬁmediately identifiable.

Individuals need not be chosen for their beauty alone.
More important, they must be good representatives of

the community.

When preparing group advertising, avoid look-alike models.
Circumstances, situations and photographic backgrounds

must be created with realism and believability to the

'-Negro.

Backgroﬁnds, situations, and models must create’a sense
of pride and dignity, especially of the male image.
Costuming should be reflective of the consumer whom you
are trying to influence.

Slang expressions and phrases, popular in the market,

are not recommended but may be used with discretion.

Relate product message with minimum copy that is easy

to read and is in understandable terms.

Consider image-building in preparing prin£ advertising.
Use language that is realistic to Negroes. Avoid expres-
sions such as pale, lily-white, light and bright, etc.

Once a Negro campaign has been established, consider

8626 86L0S
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EXHIBIT I (Cont.)

opportunities.
f .
Scheduling radio commercials at key times is of prime

M.

importance.

N. When possible radio advertising copy should be kept to
a minimum, allowing the local broadcast personality to

sell the product, in his own way.

When selecting music or jingles, avoid Stereo-type quality.

0.
Select the "sound" that is reflective of the market.




T T

EXHIBIT II

R. J. -Reynolds
.

NEGRO MARKET STUDY

Guidelines for Integrated Advertising

Advertising must portray Negroes and identifiable members
of other minority groups in a realistic manner.

Models should be selected with extreme care, especially
when choosing for television commercials. Facial features
and skin coloring should be of primary concern. Extremes
of either "too light" or "too dark" should be avoided.
Unless it is a "public service" television commercial,

it should be kept in mind that the primary audience is the
majority population--white.

Avoid showing Negroes and other minority group members in
stereo-type settings.

Avoid suggestion of "interracial couples" and social
settings that would not be accurate portrayals.

Avoid physical conéact across male/female lines between
majority and minority group members, unless in realistic

setting (i.e;, hand shake, crowded elevator, etc.)

(B)
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R. J. Reynolds

NEGRO MARKET STUDY

Competitive Advertising Expenditures

P. Lorillard's 1969 Negro market budget was increased 87%

over 1968. Most of this increase was due to the advertis-

ing entry of Newport in this market and the addition of the
outdoor medium. In 1968, Newport was not advertised to Negroes
and True was spending one-half P. Lorillard's Negro adver-
tising budget. However, in 1969, the Negro market budget was
increased 87%, up to $1,128,000 from $601,000 in 1968.v Newport
received 58%, or $658,000, and Kent-received 34% or $383,000,
of the 1969 Negro market budget. True, on the other hand,

experienced a 71% budget cut, from $300,000 in 1968 to $87,000
in 1969. o

British American also had a spectacular budget increase from
$427,000 in 1968 to $1,139,000 in 1969. This was due primarily
to a 70% increase in Kool's radio effort and the addition

of Viceroy commercials on Negro radio.

R. J. Reynolds had the highest Negro advertising budget in
1968. After reducing it by almost 30% in 1969, Reynolds now
has only about 57% of both P. Lorillard's and British American's

expenditures aimed at this special market.

Total WINSTON's 1969 Negro market budget was decreased by .

$104,000, from $469,000 to $365,000. WINSTON SUPER KING

1
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Menthol's budget was reduced by over 25% and its radio bud-

get was cut almost in half; WINSTON SUPER KING radio was

dropped cbmpletely: also, SALEM's budget was reduced by

$132,000.

In 1968, Marlboro had a Negro magazine budget of $45,000 but

in 1969 they spent only $1,000 in Negro newspapers. Phillip

Morris' only other 1969 expenditure in this market was $90,000
for Benson & Hedges, all in Negro magazines. American Tobacco,
also in 1969, is supporting Tareyon, $42,000 in magazines

and $96,000 in radio, and Pall Mall,.$48,000 for magazines.

No company is advertising on the one television station and

only Kent and Newport use billboards.

Negrd Advertising Expenditures

(By Company/By Year)

(000)

1968 1969
Total WINSTON $469 $ 365
R. J. Reynolds 900 640
P. Lorillard 601 1,128
British American 427 1,139
American Tobacco 212 209
Philip Morris 53 100
Liggett & Meyers 25 115
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R. J- Reynolds

WINSTON Negro Advertising Expenditure History

By Year/By Brand/By Media

(000)
Year Brand Mag. News. TV  Radio 0d. Total
1965 w85 § - § - § - §$ - - $ -
.~ WSKS - - - - - -
wM - - - - - -
Total § -~ s - $ - $ - - $ -
1966 W85 §$ - § - ¢ - $ - - $ -
WSKS - - - - - -
wM - - - - - -
Total § - $ - $ - $ - - $ -
1967 w85 § - § - $ - § - - $ -
WSKS - - - - - -
WM - - - - - -
Total § _-. $ - $ - $ - - 8-
1968 W85 § - § - § - $158 - $158
WSKS - - - 105 - 105
WM 51 - - 155 - 206
Total $ 51 '$ - $ - $418 - $469
1969 W85 § 60 $ - $ - 8177 - $237
WSKS - 33 - - - - 33
WM 12 - - 83 - 95
Total $105 § =~ $ -  $260. - £365
CGH/dm
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Year

Brand

1968

1969

Year

Kent
Newport
True
Century
Erik
0ld Gold

Total

Kent
Newport
True
Century
Erik
0ld Gold

Total

Brand

1968

1969

@

Kool

Viceroy

Raleigh/
Belair

Total

Kool

Viceroy

Raleigh/
Belair

Total

c :‘::/(‘i:l‘.

8/27/69

Negro Advertising Expenditure History

Lqews'

Theatres

By Year/By Brand/By Media

(000)
Mag. News. TV Radio  0d. Total
$ 33 $ 48 $ - $210 $ - $291
30 60 - 210 - 300
- 10 - - - 10
$ 63  $118 $ - $420 § - $601
$ 47 $ 2 $ - $187 $147 $383
65 176 - 269 148 658
- - - 87 - 87
$112 $178 $ - $543 $295 $1128
British American
Negro Advertising Expenditure History
By Year/By Brand/By Media
(000)
Mag. News. gg‘ Radio  04. Total
$53 $20 $-  $350 § - $423
- 4 - - - 354
$ 53 $ 24 $_- $350 $_- $427
$ 87 $ 31 $ - $599. §$ - $717
68 S - 349 - 422
$155 $ 36 § - $948 $ - $1139

G0E6 86105
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Year Company & Brands
1968 RJR Brands

VINITON 85
VINSTON SKS
WINSTON MENTHOL'
SALEN (85/3K3)
caEL (R/F)

R, J. REYNOLDS TOBACCO COMPANY

1965~1969 ESTIMATED MAJOR COMFETITIVE ETHNIC ADVERTISING EXPENDITURE HISTORY

BY YEAR/BY BRAND/BY MEDIA
000

flincludes National Publioations.

sIncludes Temas.

~/11/69
Anvinet 9/17

L0E6 86L0S

Lources_for conmtitive information
Jewish

He

e

Mazazine (Ebony)
P o B SRRV A L
Moo :0n =

loaepkr. Jacobs Urganization

Matia itepresental ives

Negro g_q_wxyifl é;::\hh Total  Hegro J,m:”ﬂm Total  Nesro chzi:ﬂ;mm Total  Necro Jeulsﬁld;;anhh Total  Hegro quiggwggg_gg To%al gzg
$- $6 $- $ 6 $ - 325 $4 $29 $- §- $ L5 $ L5 g158 335 S8 $21 $- §$- $- $ - $ !
- 6 - 6 - 2 L 29 - - " W 205 38 W 186 - - - - 263
51 - - 51 - - - - - - - - 155 - - 155 - - - - 206
42 10 9 61 - 17 7 2, - - 16 16 7 - 61 4,08 - - - - %9
L2 - - A2 — = = — - = = = - = _ —_ — = = - X
3135 $22 $9 $166 $- 867 315 $a2 $- $- $105 $105 $765  $70 $155 $990 $- §$- $- $- $1,30)
.3 $- $ - $33 $L8 $20¢ ST $7s $ - ’- $2a s 20 S~ $u 2% | $ - $ - $- $ 1w
- - - - - 2w ™ 2 - = 2 2 - - u “ - - - Ir'- %
2 - - 2 60 208 79 &7 - . 2 2 20 - s 254 - - - - e
- - - - 10 - - 10 - - 2 2 - - 43 43 - - - - 7

- - - - - - - - - - 2 20 - - - - - - - - 20
$63 $- $ - $63 t11s . $60¢ S $199 $- $- $104 $204 %0 $- $175 545 $- $- $- 8- $ 968
$53 $- $ - $53 $20 i $- $ $4- 8- $) $29 $950 §$- $ 39 $389 $- §$- $- $ - $ M
- - - - L Lop - L - - - - - - 38 18 - - - - &
= = - - =~ o = 2 S - - - - = = = = X
$53 $- 8- 8§53 S22 $0f $- S $- $- $19 $19 830 - 7T 7w $- $- $- - 3 m
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R._J. REYNOLDS TOBACCO COMPANY

EXMIBIT 11 (Com.)

1965-1969 ESTIMATED MAJOR COMPETITIVZ ETHNIC ADVERTISING EXPENDITURE HISTORY

! , BY YEAR/BY BRAND/BY MEDIA
! (000) .
for Comuny b brents T Tl i B e e Tl e e e Tal TS e e el o
1968 Amsrican Tobacoo : _
Cont.,
Tareyton 3L $-  $- $ U $- %o/ $- $10 $- $- S$1  $1 s $- fu sy $- $- S- $- 8 104
Pall Mall 35 - - 3 L8 04 - 58 - - 12 12 w0 - n 5 - - - - 8L
Carlton . e - - - - . - 1e B § - - - - - - - - - - - - b
Lucky Strike 15 - - 15 - - - - - - - - - - - - - - - - 13
Siiva Thins = = = - - = = N = e = = _ = = = - = = = =
ToTAL S $- $-  San S48 $20f 81 869 $- $- $2 823 880 $- 82 o2 - $- $- $- s
Lirgett & Wrere
an $- $- $ - $- $- §$- $ - $- $- 8- $ - $- $25 ¢ - $204, $229 $- 8- $- S $ 229
Lk - - - - - - - - - . - - - - - - - - S A -
Chasterfield - = = =~ = = = = = = = N - = = - _ = = = =
TOTAL ‘8. $- $8- $- $- $- t- $- $- t- S $- $25 §$- 8200 3229 $- ¢- 8- $- & 2
™lip Morrls .
Alrine $ §- $ - $ - $- §$- $- $ - $- ¢t $- t t- 8§ 5 32 $ 25 $- 8- $- $- $ 23
Marlboro S - - L5 - - - - - - - - - - - - - - - L5
Denson & Hedges - - - - e - - s - - - - - - - - - - - - [
P rliament - .;.- -— — — — P — — — — - — —— —— — — — — — ..
TOTAL s $- $ - $ LS $ 8 $- $ - $ 8 $~- 8- $ - t $- 85 82 $ 25 $- ¢- $ - $ - $ 7

Sources, for. cospetitive information

Jewiah - Joseph Jacobs Organization
Yerro ¥apazine (Ebory) - Pl
fincludes National Aublications. A e ey )
LI TR L e O T AT ALY 1Y

#1lnclnd~+ Temas,

8/11/6%
Reviset 9/17

80€6 8610S
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R,_J. REYNOLDS TOBACCO COMPANY FIMIRE 11
1965-2969 ESTIMATED MAJOR COMFETITIVE ETHNIC ADVSRTISING EXPENDITURE. HISTORY . .
! BY YEAR/SY BRAND/BY MEDIA
\ ' (000}
\\
' Magazines Newspapers Television Radio Outdoor CRAMD
Year Cowpnny & Brands  Negro _Jewish Spanish Total  Negre Jewish Spanish Total  Negro Jewish Spanish Total  Negro Jewish Spanish Total  Nerro Jewish opanish Total — TOTAL
1969 RJR Brands '
WDISTON 85 $0 $7 $- $67 $- 7 87 S 8- $- s 17 fir 835 %86 I¥m S~ $-  $- $- $ wn
WINSTON SXS 3 7 - 4 - 44 1 28 - - 30 »N - 3% 7 .2 - - - - W0
WINSTON MEWTHOL . 12 - - 12 -, = - - - - - - 8 - - 8) - - - - 9%
SALEM (85/5KS) 106 6 9 121 - W 7 2 - - 19 19 11 - 55 206 - - - - 37
DCUAL - 15 13 - 21 - 2 - - - - - 12 - 12 - - - - L8
oot (Vr) 1 = _=  _18 - = = ST S ST SENE S S S S
TOTAL $229 8§35 $9 27 $ - %89 5 $104 $- - 812 17N 411 382 FARR 6Lt $¢- &~ $ - i - 3,102
Loews' Theatres
Kent, Y 8- $- $u7 $ 2 3 $2 $ w7 $- - sn s 87 § - $ 8L m iy - $3 - %1% $ s
Eowport 6 - - 65 1% a3 2 = - - m n o % - 30 s - 3 ng (79
True - - - - - - 9 9 - - n ™ 87 - A n - - - - 257
Cantury - - - - - - - - - - - - - - - - - - - - -
Erik - - - - - - - - - - - - - - 22 2 - - - - 2
014 Col4 - - - -— - = = - S T ume = S e i - e . -~ —
TOTAL 2 §- - 112 $178 886 23  Fegl $- 8- $231’ ' $231 $s5u) & - [ 7458 $81L 29 § - $6 320 3,73
A4t { ah-Amsrican
ool se7 8- $- . $& 8N $- 8-  SW $- - i $u6 59 $- S22 $ M1 $- - - - s e0s
Vicoroy é - - 69 s - 32 - - L L6 n - L » - - - - 5%
RalefghfBelalr  _= = =0 = S 2 2 S S = S = B T S
ToTAL $155 $- $- $1ss  $3% s §- $63 $- $- $92 $92 sus $. $66 0% - $- $- $- $1,308
/.' : .t J"b‘ - N ' A | ol il-;_‘:.- lnﬂr’_'_l__: Jerein , e .
Ytevr. Mugesine .(l-.houv) . P8
8/11/69 : ' : e ';..' ' . o Wt Gepre 08 6 Lpe

Revieed /17
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' EXHTRIT 17T (Comt.)
P, J, KEYNOLDS TOBACCO COMPANY

1965-1969 ESTIMATED MAJOR COMPETITIVE ETHNIC ADVERTISING EXPENDITURE H1STORY

! . BY BY BRAND/BY MEDIA
: 000
\
. Magazines Newspapers Television Radlo Outdoor ol

Yoar Company & Brands  Negro Jewish Spanish ZJotal  Negro Jewish Spanish Total  Negro Jowish Spanish Total  Nepro Jewish Spanish Iotal — Negro Jewish Spanish Total  ICTAY

1969 American Tobacoo ‘

St rareyton $42 $- $- %42 $- $10 $- &1 $- $- S8 $18 39 $- $- $9% $. $- $- - $- 316
Fall Mall m - - L8 8 10 - 91 - - b1} 18 - - - - - - - - 197
Carlton . - - - - - - - ' - - - - - - - - - - - - - -
Lucky Strike - - - - - - - - .. = - - - - - - - - - - -
S{lva Thins A2 = = k2 = = = = == B B = = = = = = = =

TOTAL 12 8- $- $132 $e1 s$20 §- 110t $- §$- $5. 85,  $9% $- $- $96 $- 8- ¢- $- $ 8
Ligrett & Myers
144 $- $- 8- $- $3 §- 8- $3 $- $- $- 3. s1 $- $23 $% $- $- S- - & W
Lark L. - - - - . . - .. . .. . . .. r. .
Chesterfield = = = - = = = - _ = = = 1 = = B - E = 3

TOTAL $4- $- $- $- $ 3 %~ $- $3 $- 3o $- $- $12 $- $23 $35 $- 8- $ - $- $ ¢
PAlip Morris
Alpine $- §$- $ - $- $- §- $ - $- $- $- $ - $- $- 3- S - $- t- S $ - $- 3 -
Yarlboro - - - - 1 ' - - b3 - - - - - - - - - - - - -1
Nanson & Hedges 90 - - 90 - - - - - - - - - - - - - - - - 90
Farliament - - - bl - bl - - - - - - - - - = - - - - -
Lido - = = - - = = -~ _ = = o 2 = = 2 = = = - 2

TOTAL $90 § - $- $ 9 $ 1 §- $ - L § $- $- S - S - $ 9 - $- s 9 S S s . ¢ . $ 10

bourse fur enzjelALize anrnes tien
;,a:':::'m,-,.ﬁ.m (Giery s : :!?nph Jacobs Urganization
RY I R
Woa iger. = ket e ent i e
8/11/69
Yo rleed 5/17
8610S
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"ATLANTA, GEORGIA

Atlanta, which is the sixteenth largest Negro market in the United States,
is a '"new kind of city", and one of the most rapidly expanding cities in
the nation. The Negro market grows with its expansion.

POPULATION

The total non-white population in metropolitan Atlanta is 277,600, which
represents 22 percent of the total population.
- estimated 236,072 blacks make up 46 percent of the total city population,
an increase of 5.2 percent since 1960.
centers, a large proportion of the non-white population lives in the central
city. Long range trends indicate a continuous and substantial increase in
the non-white share of the City of Atlanta.

Percent Distribution expenditures for current consumption:

Expenditures for current consumption
Food, Total
- Food prepared at home

Food away from home
Tobacco )
Alcoholic Beverages
Housing, Total

Shelter

Rented Dwelling

Owned Dwelling

Other Shelter .
Fuel, light,refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal care
Medical care
Recreation
Reading
, Education
Transportation

Automobile

Other travel and transportation
Other expenditures

-
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In the City of Atlanta, an

As is the case in most metropolitan

NEGRO

100.0
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2. ATLANTA

INCOME o ‘ @)

The average non-white household income in metropolitan Atlanta is $6,700.
In Atlanta, 45,100 households are headed by males, with 20,100 households

headed by females. A total percentage income breakdown for 65,200 house-
holds is as follows: :

$10,000 - 14,999 1.

Under $3,000 50.1 % 5 %
$3,000 - 4,999 25.7 % $15,000 - 24,999 3%
$5,000 - 6,999 12.8 % $25,000 and Over 2.9 %
$7,000 - 9,999 6.7 %

MEDIA

Radiu Station WAOK The Atlanta Daily World

110 Edgewood Avenue, N, E. 210 Auburn Avenue, N. E.

Atlanta, Georgia 30303 Atlanta, Georgia 30303

Radio Station WERD C o The Atlanta Inquirer

330 Auburn Avenue, N. E. 787 Parsons Street, S. W.

Atlanta, Georgia 30303 Post Office Box 9215

Atlanta, Georgia 30314
Radio Station WIGO

Georgian Terrace Hotel
Atlanta, Ceorgia 30383 .

MARKETING CLIMATE

The marketing climate in Atlanta is considered good. More companies are

now using Negro-orjented media, communications, and sales techniques to

react the black consumer than ever before. Atlanta is believed to have

more Negro home ownership than any other city of comparable size. Atlanta
has an "Operation Breadbasket", which is the economic arm of the Atlanta-
headquartercd Southern Christian Leadership Conference. Many companies now
have Negro sales répresentatives and employees. Atlanta has a good and siz-
able black business community, and it continues its growth. Widening employ-
ment opportunities assure the Negro community's continuing economic growth.

Sources: See Appendix

€166 86105




«

BIRMINGHAM, ALABAMA

Birmingham is the nation's seventeenth largest Negro market.
over, one of the largest and fastest expanding markets in the South,

POPULATION

1n metropolitan Birmingham, the Negro population is estimated at 239,000,
comprising approximately 28.5 percent of the total metropolitan population.
In the City of Birmingham, there are 148,072 blacks, accounting for nearly
There are an estimated 77,784 Negro
households in the metropolitan area, 44 percent of which are owned by the

40 percent of the city's population.

inhabitants.

Percent Distribution expenditures for current consumption:

.Expenditures for current consumption
Food, Total
Food prepared at home
Food away from home
Tobacco
Alcoholic Beverages
Housing, Total '
Shelter
Rented Dwelling
Owned Dwelling
Other Shelter
Fuel, light,refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal care
Medical care
Recreation
Reading
Education
Transportation
Automobile
Other travel and transportation
Other expenditures

WHITE
100.0

22.4
17.1
16.4

MWVMWSN=SONNNMNNORNRNRONNN==ON

e« o o e e o o
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. Pt et
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eeles BIRMINGHAM

INCOME , T

———— [ -

Estimates show the Negro medium Family incbme in the Birmingham area to
have almost doubled since 1950, while the number of black families earn-
ing $4,000. or more annually has increased over 500 percent during the
same period. Nesroes had an effective buying income of more than $655

‘million during 1968. Estimated percentages of total income of households
is as follows:

Under $2,000 30.1 %
$2,000 - 3,999 J33.2 %
$4,000 - 6,999 31.9 %
$7,000 and Over 4.8 %
MEDIA
Radio Station WENN Birmingham Times
P. 0. Box 1469 P. 0. Box 1712
Birmingham, Alabama 35201 Birmingham, Alabama 35201
Radio Station WJLD Birmingham Mirror
. 109 North 19th Street 1517 North Fourth Avenue
Birmingham, Alabama 35203 Birmingham, Alabama

Birmingham World
P. O. Box 1968
Birmingham, Alabama 35203

MARKETING CLIMATE

The climate for market development in Birmingham is considered most favor-
able. Progress in employment and in other areas, including the appointment
of the first Negro city councilman, has had good effect on the black commun-
ity. Half of the Negro families in Birmingham own their own homes. Over 46
percent of black families own automobiles. They spend an average 80 percent
of their income on consumer commodities and services. There is a 'wait and

see'" attitude on future progress, but this does not seem to be affecting mar-
keting progress.

Sources: See Appendix
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CHICAGO, ILLINOIS

Chicago ranks second only to New York City in terms of the Negro market.
1t far outranks Los Angeles in this respect, although the latter is re-
ported to have supplanted Chicago as the United States' second largest
city in terms of general population. It continues to be a pace-setter
in the black market, whose effects are felt throughout t.e country.

PUPULATION

Chicago currently has an estimated black population of 1.02 millions;

this represents 30.2 percent of the total population within the city
limits. Of a total metropolitan area population of more than 7.3 millions,
Negroes represent 17.3 percent. Although the City of Chicago has had an
overall population decrease of 2 percent since 1960, the Negro population

has increased 6.6 percent during the same period.

Percent Distribution expenditures for current consumption:

WHITE

%
Q
-~
o

—
- N O

OWOWNMMNOOO

Expenditures for current consumption 100.0
Food, Total 24.7
Food prepared at home 2
Food away from home
Tobacco
Alcoholic Beverages
Housing, Total
Shelter
Rented Dwelling
Owned Dwelling
Other Shelter .
Fuel, light, refrigeration, water 4,
Household operations 5
House furnishings and equipment 4
Clothing, cloth, materials, services 9
2
6
3

NOONENOWVWOORNMEBOANDIOAOROWWOO

. ¢ e
* e o &

R )
NNWVO DO

.

.
NWOWMHONDIOOWOWNEHEODDIDONOONANO
— W

Personal care
Medical care
Recreation .
Reading _ .
Education .

)}

Transportation 15
Automobile 13.
: 2

1

-
N b I
9lte 86105

Other travel and transportation
Other expenditures

{(Over)




. Izl . C}iICAGO

INCOME < O

In the Chicago Negro community, the average family income, before taxes,
is $5,750 per year. This represents a total annual before taxes income

of 1.4 bjllion dollars. 26,800 black households have family incomes of
between $10,000 and $15,000 per year; 3.2 percent of all Negro households
have income over $15,000 annually. The percentage distribution of Negro
family income, before taxes, is as follows: '

Under $3,000 18.3 % $ 8,000 - 9,999 15.1 %
$3,000 - 4,999 24.7 % $10,000 -14,999 10.8 %
$5,000 - 7,999 27.9 % $15,000 and Over 3.2 %
MEDIA
Radio Station WBEE " Chicago Daily Defender
75 East Wacker Drive 2400 South Michigan Avenue
Chicago, Illincis 60601 Chicago, Illinois 60616
(Daily and Weekend)
Radio Station WGRT :
LaSalle-Wacker Building Chicago Courier
Chicago, Illinois 60601 417 East 47th Street

Chicago, Illinois 60653
Radio Station WMPP

Lincoln Hwy. at Ellis Avenue New Crusader
East Chicago Heights, Illincis 60411 6429 South Parkway (:)
Chicago, Illinois 60637

. Radiou Station WVON
3350 South Kedzie
Chicago, Illinois 60623

MARKETING CLIMATE

The growing affluence of Chicago's Negro market is reflected in the fact

that before 1960, there were only five black families living in 59 predomi-
nantly white suburbs; today, 543 black families are living in these same
suburbs, and most of them are buying homes. This trend will continue as
employment increases through plant relocations, job openings, and with more
lending institutions willing to lend money to Negroes. At present, an esti-
mated 70,000 Negro families are able to afford suburban homes, and will make
this move as housing opportunities open up. The Negro middle class continues
to expand. Chicago is the home of "Operation Breadbasket', economic arm of
the Southern Christian Leadership Conference, which continues to use techni-
ques of the boycott to achieve employment and black business expansion. Super
market chains are upgrading Negroes to management and sub-management .positions
Delivery trucks are either integrated or have black drivers in predominantly
black neighborhoods. Media executives feel that the attitude toward the Negrc
market is improving among marketing and advertising executives. Most of the
downtown stores are now using Negro-oriented media and promotions. 45.5 per-
cent of heads of households have at least high school education, with 18.5
percent of them having one or more years of college. In Chicago, 25.5 per-

LLE6 8610S
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» CINCINNATI, OHIO

Cincinnati Is the nation's nineteenth largest Negro market. As a market,
is is felt to be considerably better than other cities of comparable size.

POPULATION

At present, the metropolitan area population of Cincinnati is 13.2 percent
black, numbering 179,200 Negro residents. The Negro population of the City
of Cincinnati <is an estimated 150,300, comprising 28.5 percent of the total

city population. There are an estimated 47,800 black homes In metropolitan
Cincinnati.

Percent Distribution expenditures for current consumption:

WHITE NEGRO

Expenditures for current consumption 100.0 100.0
Food, Total 25.6 27.6
.Food prepared at home 2
Food away from home
Tobacco : ©o.
" Alcoholic Buverages
Housing, Total
Shelter ‘
Rented Dwelling
Owned Dwelling -
Uther Shelter
Fuel, light, refrigeration, water 4
Household operations b)
House furnishings and equipment 5
Clothing, cloth, materials, services 8
2
6
4

)
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e ® e .
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Personal care
Medical care
Recreation
Reading ’ .
Education
Transportation

Automobile

Other travel and transportation
Other expenditures ’
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N JA CINCINNATI

INCOME

The estimated median Negro family income is $5,925.00 per ycar. In the
metropolitan area, blacks have an annual spendable income of $288-milliomns.
A percentage breakdown of estimated individual annual income is as follows:

Under $3,000 34.8 %
$3,000 - 4,999 33.2 %
$5,000 - 7,999 21.6 %
$8,000 - 9,999 3.5 %
$10,000 and Over 5.7 %

MEDIA

Radio Station WCIN
106 Glenwood Avenue
Cincinnati, Ohio 45217

Call and Post
Post Office Box 867
Cincinnati, Ohio

Cincinnati Herald
863 Lincoln Avenue
Cincinnati, Ohio 45206 =

MARKETING CLIMATE

The climate for market development in Cincinpati is considered very good.
The stable socio-economic atmosphere of Cincinnati, and the relatively high
median income, together with the low unemployment rate, are reflected in an
increasing intcrest in', and development of, the Negro market. The city has
an "Operation Breadbasket' program that has focused even more attention on
the Negro market. An estimated 39.3 percent of black families own their own
homes; of these 67.2 percent are valued at $10,000 or more. Over 49 percent
of those employed are in skilled, white collar and professional occupations.

Sources: See Appendix
]
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CLEVELAND, OHIO

Cleveland is now the nation's fourteenth largest Negro market. Its size,

and the emphatic new '"Cleveland Now!'" program, of which a prime component

is the upgrading of the black community, coutinue to make Cleveland an im-
portant market with exciting potential.

.

POPULATION

The metropolitan population of Cleveland is 86 percent white and 14 percent
Negro; there are approximately 286,636 Negroes in the metropeclitan avea. In-
the City of Cleveland, there are an estimated 276,376 blacks, comprising 34.L
percent of the total city population. In April, 1940, there were 86,504 Ne-
groes in Cleveland, representing 9.6 percent of the total pcoulation.

Percent Distribution expenditures for current consumption:

"House furnishings and equipment

WHITE NEGRO

Expenditures fotr current consumption
Food, Total

Food prepared at home

Food away from home
Tobacco
Alcoholic Beverages
Housing,.Total

Shelter

Rented Dwelling

Owned Dwelling

Other Shelter
Fuel, light, refrigeration, water
Household operations
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Clothing, cloth, materials, services
Personal care
Medical care
Recreation
Reading
Education
Transportation
Automobile
Other travel and transportation
Other expenditures
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2., CLEVELAND : *

INCOME

In the 1965 Special Census of Cleveland, the median family income for blacks
was reported at $5,489 per year. An estimated percentage breakdown of
family income is as follows:

Under $2,500 20.32  $ 7,000 - 9,999 10.9%
$2,500 - 3,999 " 18.7% $10,000 and over 1.6%
$4,000 - 6,999 48.5% :

MEDIA

Radio Station WABQ

2323 Chester Avenue : The Call and Post

Cleveland, Ohio 44114 Post QOffice Box 6237

Cleveland, Ohio 44101
Radio Station WJMO .

11821 Euclid Avenue
Cleveland, Ohio 44106

MARKETING CLIMATE : (:>

The marketing climate is considered fair in Cleveland. There have been
civil distrubances; there is an active "Qperation Breadbasket", and there
are continuing problems. Cleveland, however, boasts the first 'big city"
Negra Mayor - Carl B. Stokes, and a Representative in Congress for the

first time - Louis Stokes. 1In 1960, 98.2 percent of all non-whites in the
Greater Cleveland area lived in restricted areas on the East Side. By 1965,
this number had been reduced to 80 percent, and the trend is continuing.

The percentage of owner-occupied units in 1965 was 16.2. Cleveland business
and industry is making a determined drive to continue opening the job oppor-

tunities to Negroes, which should reflect itself in continuing gains for
black income.

*
Sources: See Appendix W
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DALLAS/FORT WORTH, TEXAS

Metropolitan Dallas/Fort Worth is now the nation's ninth largest Negro

market. Illustrating its growth, this market was fifteenth largest in
1960.

POPULATION

The present metropolitan population of the Dallas/Fort Worth area is 83
percent white and 17 percent Negro. Negroes now number an estimated
358,428 in the metropolitan area. As of January 1, 1968, Dallas had a
black population of more than 187,800, and Fort Worth, a 69,100 Negro
population. There are an estimated 61,000 black households in the area.

Percent Distribution expenditures for current consumption (Dallas):

. . WHITE NEGRO

Expenditures for current consumption
'Food, Total
Food prepared at home
. Food away from home
Tobacco
Alcoholic Beverages
Housing, Total
Shelter
Rented Dwelling
Owned Dwelling
Other Shelter
Fuel, light, frigeration, water 4
Household operations 6
House furnishings and equipment 6
Clothing, cloth, materials, services 10
‘ 3
6
4

3
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Personal Care

Medical Care

Recreation *

Reading

Education

Transportation 1
1

Automobile

Other transportation and travel
Other expenditures
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ee2a, DALLAS-FORT WORTH

INCOME

The median income for non-whites in Dallas is $3,166. An estimated 17
percent of Negro families have incomes of more than $5,000 per year.
For the estimated 45,300 black households in Dallas County, the percent-

age distribution of income is as follows:

52.8 %

Under $3,000 $ 7,000 - 9,999 4.6 %
$3,000 - 4,999 30.2 % $10,000 - 14,999 1.6 %
$5,000 - 6;999 10.0 % © $15,000 and Over 0.8. %

MEDIA

Radio Station KNOK
P. 0. Box 432

‘Dallas, Texas 75215

Radio Station KNOK
P. O. Box 7116
Fort Worth, Texas 76111

The Post Tribune

. 3313 Oakland Street

The Dallas Express

2600 Flora
Dallas, Texas 75204

The Fort Worth Mind

805 Bryan Street
Fort Worth, Texas 76104

In Sepia Dallas

2700 Grand Avenue

Dallas, Texas 75215 Dallas, Texas 75215

MARKETING CLIMATE

High levels of economic activity in recent years, and the removal of cer-
tain discriminatory barriers, encouraged govermment, industry and commerce
to hire minorities in unparalleled numbers. Minority group federal empley-
ment in Dallas, according to figures released in 1967-68, increased from
13.6 percent to 15.4 percent during a three year period. Dallas' black
cormunity spends an estimated $143 millions annually for goods and services.
Approximately 50 percent of black homes in Dallas are owner-occupied. The
current marketing climate in the Dallas-Fort Wcrth Negro community is con-
sidered good. More and more emphasis is being placed on community relations

in local Governments. Both cities have black representation on City Councils.

Enployment outlook and increased earnings are most favorable.

Sources: See Appendix
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DETROIT, MICHIGAN

Detroit is the fourth largest Negro market in the United States.

ner city",

POPULATION

There are an estimated 738,000 Negroes in the Detroit metrcpolitan arez,

comprising 17.9 percent of the total metropolitan area population.

are an estimated 196,000 households of black families in the metropalitan

area. In the City of Detroit, blacks comprise 41 percent of the total city
population, with an estimated 600,000 Negroes.
Negroes in the City of Detroit; this represents an increasc of more than 3.0~

percent in the last two decades.

Percent Distribution expenditures for current consumption:

Expenditures for current consumption
-Food, Total

Food prepared at home

Food away from home
Tobacco
Alcoholic Beverages
Housing, Total

Shelter

Rented Dwelling

Owned Dwelling

Other Shelter
Fuel, light, refrigeration, water
Household operations
" House furnishings and equipment
Clothing, cloth, materials, services
Personal care
Medical care
Recreation
Reading
Education .
Transportation

Automobile

Other travel and transportation
Other expenditures

.
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Compared
with other cities, Detroit has a relatively high concentration of blacks.

In fact, it has proportionately more Negroes than most other Ncthern citi~s.
In Detroit, moreover, blacks have become even more concentratcd in the "ia-
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2., DETROIT _ - O

INCOME

In Detroit, the 1967 estimate of median family income for Negroes was
$6,540 per year. Effective buying income is estimated at over $800-
millions. Fifty-nine percent of all black households have incomes of
more than $5,000 annually, with forty-one percent earning between $5
and $8-thousands, and 18.2 percent earning more than $8,00G. A per-
centage breakdown of family incomes is as follows:

Under $3,000 19.0 % $10,000 - 14,999 6.1 %
$3,000 - 4,999 19.3 % $15,000 - 24,999 1.1 %
$5,000 - 7,999 40.5 % $25,000 and Over I
$8,000 - 9,999 10.5 % No Data Available 3.0 %

MEDIA

Radio Station WJLB The Michigan Chroniclg

3100 David Broderick Tower 479 Ledyard

Detroit, Michigan 48226 Detroit, Michigan

Radio Station WCHB The Detroit Courier

32790 Henry Ruff Road 1111 Webb Street

Inkster, Michigan 48141 Detroit, Michigan 48206 (:)

Radio Station WCHD-FM
278 East Forest
Inkster, Michigan 48201

MARKETING CLIMATE

The present marketing climate in Detroit is considered very good. 66.2
percent of the total income of Negro households is spent in retail stores,
representing approximately $587-millions in retail sales. Although the

1967 Detroit civil disturbances did cause some concern in the business comm-
unity, with some backlash, a very positive climate exists today. The dia-
logue between business, industry and the black community is at an all-time
high and the overall situation shows marked improvement. Interest by adver-
tisers and agencies continues to show strength not previously felt in the
Detroit Negro market, which is considered one of the best in the United
States. Examples are the gains in two areas: 1in 1960, Negroes spent an
estimated $132-millions on food, and in 1967 $245-millions; in 1960, Negroes
spent an estimated 131-millions on housing, and in 1967, this had also 1in-
creased to $245-millions.

Cszss 861L0S

Sources: See Appendix
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HOUSTON, TEXAS

Houston has jumped in position to the eighth largest Negro market In the
United States, both in terms of metropolitan area and city populations.
This reflects the general growth of the area.

POPULATION

There are an estimated 378,325 Negroes living in the Houston metropolitan
area, comprising 22.4 percent of the total metropolitan population. BRlacks
number an estimated 368,934 in the City of Houston, representing 20.4 per-
cent of the total city population. There are approximately 94,581 Negro
households in present-day Houston,

Percent Distribution expenditures for current consumption:

WHITE NEGRO
Expenditures for current consumption 100.0 100.00
Food, Total 20.9 22.5
Food prepared at home 16.1 17.3
Food away from home 4.8 5.2
Tobacco 1.7 2.3
Alcoholic Beverages 1.3 2.1
Housing, Total 29.9 32.5
Shelter 13.4 16.5
Rented Dwelling 4.1 12.0
Owned Dwelling 8.4 4.3
Other Shelter .8 .2
Fuel, light, refrigeration, water 4.2 4.7
Household operations 6.9 7.4
House furnishings and equipment 5.3 3.8
Clothing, cloth, materials, sérvices 10.2 11.7
Personal care 3.0 4.4
Medical care 6.5 6.5
Recreation 4,2 2.8
Reading .7 .6
Education : .9 .8
Transportation 17.7 12.5
Automobile 17.0 10.1 W
Other travel and transportation o7 2.5 S
Other expenditures : 2.9 1.2 ©
- 0
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024, HOUSTON

INCOME s

=

The Negro median family income in Houston is $4,821 annually, represent-
ing a total spendable family income of more than $455-millions per year.
The percentage distribution of black income is as follows:

Under $5,000 6
$ 5,000 - 9,999 3
Over $10,000

N
LR IR ]

MEDIA

Radio Station KCOH
S011 Almeda Street
Houston, Texas 77004

The Houston Informer
2418 Leeland Avenue
Houston, Texas 77003

Radio Station KYOK The Forward Tiwes

613 Preston Avenue 4411 Almeda Road
Houston, Texas 77002 Houston, Texas 77004

MARKETING CLIMATE

The present climate for market development in Houston is considered good.
Employment opportunities-have helped to Increase black income., In 1950,

Negro family income was only $1700 per family per year; it is now nearing
$5,000 per year. The petroleum and chemical industries are large employ-
ers of Negro labor, and other industries continue to provide opportunity.

The Houston Negro market represents the "fourth largest total” market in
Texas. )

Sources: See Appendix
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KANSAS CITY, MISSOURI

Metropolitan Kansas City is the twenty-first largest Negro market in the
United States.

POPULATION *

There are 156,736 blacks residing in the Kanszs City metropolitan area,
comprising 12 percent of the total metropolitan population. There are an
estimated 145,800 Negores living within the city limits of Kansas City,
representing 20 percent of the total city population.

Percent Distribution expenditures for current consumption:

WHITE NEGRO -

Expenditures for current consumption 100.0 - 100.0
Food, Total 21.7

Food prepared at home

Food away from home
Tobacco g
Alcoholic Beverages
Housing, Total

Shelter

~Rented Dwelling

Owned Dwelling

Other Shelter
Fuel, lights, refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal Care
.Medical Care
Recreation
Education
Reading
Transportation

Automobile

Other travel and transportation
Other expedditures
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2., KANSAS CITY

INCOME . | .
. . ]

The average Negro family income in Kansas City is $4,600 per year. An

estimated percentage breakdown of annual income of black families is as

follqws:

Under $2,500 27.6 % $ 7,000 - 9,999 6.9 %
$2,500 - 3,999 20.3 % $10,000 and Over 4.0 X
$4,000 - 6,999 41.2 % '
MEDIA *
Radio Station KPRS The Kansas City Call
2301 Grand Avenue 1715 East 18th Street
Kansas City, Missouri 64108 Kansas City, Missouri 64108

" MARKETING CLIMATE

The climate for market development in Kansas City is considered good. 1In
the area, unemployment among Negroes is one-half the national average. With-

in the city, black students make up 48 percent of the total school population.

There are no economic withdrawal programs in the market, and relations seem
to be improving between business and industry and the black community.

Sources: See Appendix
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LOS ANGELES, CALIFORNIA

Los Angeles is the sixth largest Negro market in the United States, and
it continues to increase in population.

POPULATION

The Los Angeles metropolitan area population is 89.8 percent white and 10.2
percent Negro. Negroes number approximately 722,943 in the metropolitan
area. In the City of Los Angeles, blacks, who number an estimated 533,600,
represent 18.9 percent of the total city population. These figures repre-

sent percentage increases of 57 percent and 59.5 percent, respectively,
since 1960.

Percent Distribution expenditures for current consumption:

WHITE

Z
8
~
o

Expenditures for current consumption 100.0
Food, Total 23.7
Food prepared at home
Food away from home
Tobacco
Alcoholic Beverages
Housing, Total
Shelter
Rented Dwelling
Owned Dwelling
Other Shelter
Fuel, light, refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal care
Medical care
Recreation
Reading
Education
Transportation
Automobile
Other travel and transportation
Other expen%itures
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co2.. LOS ANGELES - ) o C

INCOME

The average income per black family in the Los Angeles area is $6,448
annually. The percentage breakdown of family income is as follows:

Under $4,000 20 % $10,000 - 11,999 20 %
$4,000 - 5,999 16 X $12,000 - 14,999 20 X
$6,000 - 7,999 5% $15,000 and Over 9 X
$8,000 - 9,999 10 %

MEDIA

Radic Station KGFJ Los Angeles Sentinel

4550 Melrose Avenue 1112 East 43rd Street

Los Angeles, California 90029 Los Angeles, California 90011

MARKETING CLIMATE

The marketing climate in Los Angeles 1s considered very good, and continues
to improve. Over 65 percent of family adults have at least a high school
education or better, with 40 percent of these having some college trainming. <:)
Sixty-six percent of Negro households have more than one person employed.
Five percent of all workers have additional part-time employment. Fifty-
five percent of Los Angeles' black families own their owi homes, with an
average home value of $18,900. Seventy-scven percent of black households
own asutomobiles, with eighteen percent owning two or more. Fifty-one per-
cent of Negro families have charge accounts, with nearly ail of them in
current use, Most major companies have Negro sales and marketing represent-
atives in lLos Angeles. Sixty-two percent of employed black women are either
protessionals vr government employees.

Sources: See Appendix
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MEMPHIS, TENNESSEE

Memphis is the fifteenth largest Negro market in the United States; it is
the key market to the populous black mid-South.

POPULATION

The black population of metropolitan Memphis is presently 280,176; they re-
side in some 80,004 households. In the City of Memphis, according to a 1967
Special Census, there are 213,037 Negores, comprising 39.7 percent of the
total city population.

NEGRO SPENDING (By Categories)

Food $125,081,214,
Clothing $-48,189,929.
Housing $ 35,433,772,
Furnishings and Equipment $ 27,638,343,
Fuel and Light $ 18,779,899,
Automobile Expenses $ 18,425,561,
Personal Care $ 13,110,495.
Household Operation $ 13,464,833,
Recreation $ 14,527,846
Medical Care $ 12,047,482,
Tobacco $ 9,212,781,
Miscellaneous f $ 18,425,561,
INCOME .

The median family income for Negroes in the metfopolitan Memphis area 1is
$4,429.00 per year. The total spendable income for black families is esti-

mated at more than $355,000,000.

MEDIA

Radio Station WDIA The Memphis World

Post Office Box 12045 . 546 Beale Avenue

Memphis, Tennessee 38112 JMemphis, Tennessee 38103 _
Radio Station WLOK The Tri-State Defender

363 South Second Street 236 Danny Thomas Boulevard
Memphis, Tennessee 38103 Memphis, Tennessee 38126

(Over)
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2. MEMPHIS

MARKETING CLIMATE

The market climate in the metropolitan Memphis area is considered good. There
are no current company boycotts extant in the market. What is happening in the
market today is a more concentrated effort on the part of all types of businuss
both to increase the percentage of their black employees in relation to tota)
personnel, and to upgrade those jobs currently held by Negroes. This activity
should insure a continuance of the growth and of the importance of tine hlack

segment of the Memphis community.

Sources: See Appendix
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: Expenditures for current consumption
Food, Total

Housing, Total <.

*. MILWAUKEE, WISCONSIN

Milwaukee is the twenty-fourth largest Negro market in the United States.

POPULATION

At present, the metropolitan population of Milwaukee is 93.1 percent white,
and 6.9 percent Negro. Within the City of Milwaukee, however, blacks make

up 12.7 percent of the total city population. There are approximately over

100,600 Negroes in the metropolitan area, living in some 25,150 households.

Percent Distribution expenditures for current consumption:

WHITE NEGRO

100.0
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Food prepared at home
Food away from home
Tobacco
Alcoholic Beverages

N

o o o o

- N

Shelter

Rented Dwelling

Owned Dwelling

Other Shelter
Fuel, light, refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal Care
Medical Care
Recreation
Reading
Education
Transportation

Automobile

_ Other travel and transportation

Other expenditures
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Y 2 MILWAUKEE

1NCOME

The projected average of spendable income per black family in the Milwaukee

area is $6,800. to $7,200. per year. Consumer Spendable Income for all black
families should be in the $170-millions to 3200-millions range.

MEDIA

Radio Station WNOV The Milwaukee Courier

208 East Wisconsin Avenue 3866 North Teutonia Avenue
Milwaukee, Wisconsin 53202 Milwaukee, Wisconsin 53206
Radio Station WAWA Milwaukee Star

12700 West Bluemond Road 2334 North Third Street |
Elm Grove, Wisconsin 53122 Milwaukee, Wisconsin 53212

MARKETING CLIMATE

Marketing conditions in Milwaukee are considered excellent. The business com- (:>
munity is starting aggressively to show interest in black trade. The commurnity

is involved in many self-determination business projects, including a black-

owned shopping center. Income and employment are relatively high in soft lines

and manufacturing trades. Lines of distribution to the black community are

clearly drawn for many consumer products and services, and product flow is easily
determined.

Sources: See Appendix
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NEW ORLEANS, LOUISIANA

New Orleans is the tenth largest Negro market in the United States.

It

promises to be one of several of the nation's largest cities which will

have black population majorities within the next decade or two.
POPULATION

In metropolitan New Orleans, there are 339,500 Negroes, living in approxi-

mately 84,500 households. 1In the City of New Orleans, blacks comprise 41.6

percent of the total city population, numbering 274,500,

“EGRO SPENDING (By Categories)

Food

Clothing

Housing

Furnishings and Equipment
Automobile Expense
Fuel and Light
Household Operation
Personal Care

Medical Care
Recreation and Travel
Tobacco

Miscellaneous

INCOME

$145,417,533. -

DD ADADDOWDDDDDDWAD

56,024, 855.
41,194,769,
32,131,919,
21,421,280,
21,833,337,
15,654,012,
15,242,064,
14,006,221,
16,889,855,
10,710,640,
21,421,280,

The median family income for blacks in the New Orleans metropolitan area

is $4,497.00 annually,
$411,947,685.

MEDIA

Radio Station WYLD

Post Office Box 19124
2906 Tulane
New Orleans

Radio Station WBOK
505 Baronne Street
New Orleans, La. 70113

La. 70119

Louisiana Weekly

640 South Rampart Street
. New Orleans, La.

Negroes have a total spendable family income of
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e 2. NEW ORLEANS

[

MARKETING CLIMATE

The climate for market development is considered most favorable in the New
Orleans area. With the general growth and improvement which has taken place
in New Orleans in the past few years, there has also been upgrading in the
black community. Downtown stores have begun to make approaches to the market,
reflecting the increasing importance of the central city's black population.
New Orleans has long had one of the most affluent business communities of any
black community in the United States, particularly in the insurance field.
Home ownership and auto ownership are both good. With a membership of more
than 3,000, the General Longshore Workers Union, Local 1419, is considered
the largest Negro union in the nation. 1In all, some 30,000 Negroes in the
New Orleans area are members of labor unions.

Sources: See Appendix
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NEWARK, NEW JERSEY

Newark is the thirteenth largest Negro market in the nation.

It is one of

the few cities in the United States to have a Negro population definitely

in the majority.

POPULATION

Newark has 20§,916 Negroes within the city limits, comprising 52.2 percent
of the total city population. In the metropolitan area, thecre are approx-
imately 293,355 blacks, representing 42.3 percent of the total populaticn.

There are an estimated 52,229 black households in Newark.

In 1365, the

Negro percentage of the city population was 47 percent; this reflects the

rapidity with which this market is growing.

21.7 percent of all Negro resi-.

dents over the age of 16 have resided in Newark less than five years.

Percent Distribution expenditures for current consumption:

NORTHEASTERN NEW JERSEY
Expenditures for current consumption
Food, Total

Food prepared at home
Food away from home
Tobacco :
Alcoholic Beverages
Housing, Total
Shelter
Rented Dwelling
Owned Dwelling
Other Shelter
Fuel, light, refrigeration, water
Household operations
House furnishines and equipment
Clothing, cloth, materials, services
Personal Care
Medical Care
Recreation
Reading
Education
Transportdtion

" Automobile )

Other travel and transportation
Other Expenditures
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..2.. NE“ARK

INCOME

Median income in households where males are the head is $6,892 per year.
In households where women are the head, the figure drops to $3,120 per
year. Males head 65 percent of the black households in Newark, with
females heading the remaining 35 percent. An estimated percentage break-
down of family income is as follows:

Under $3,000 . 19.5%
$3,000 - 4,999 22,.8%
$5,000 - 6,999 21.5%
$7,000 - 9,999 21.8%
$10,000 - 14,000 11.3%
$15,000 - and over 3.1X
MEDIA
Radio Station WNJR : New Jersey Afro-American
Post Office Box 1258 ~ -~ 190 Clinton Avenue
Newark, New Jersey 07101 Newark, New Jersey 07108

MARKETING CLIMATE

The marketing climate in Newark is considered good. Since the civil
disturbances of '1965, the business community of Newark has instituted
many programs that have resulted in increased employment and the race
relations climate has shown marked improvement. Strong efforts are
being made to help Negroes get into business, and to become a more
important part of the city's economy.

Sources: See Appendix
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NEW YORK, NEW 7ORK !

Metropolitan !y York remains the nation's largest Negro market, and, as
such, is the prime market for sales of products and services.

POPULATION

There are 1,44, 700 Negroes in the New York metropolitan area (the

five boroughs -f New York City, Westchester, Nassau, Suffolk and Rockland

counties. Ion lew York City, there are 1,294,400 blacks, making up approx-
imately 14.7 pcrcent of the total city population. Within two of the five
boroughs of lcy York City, blacks make up a large percentage of the total

population: i, Manhattan they comprise 24.6 percent of the population, and
in Brooklyn they represent 23 percent of the population.

Percent Distrfhution expenditures for current cinsumption:

NEW YORK WHITE NEGRO
Expenditues fur current consumption 100.0 100.0
Food, Total ) 26.5 26.7
Food pri-pared at home 20. 20.
Food aw.ay from home 6.
Tobacco . 2:
Alcoholic Beverages . 3.
Housing, Total 31. 32,
Shelter 16. 17.
Rented bwelling ¢+ J. 14
Owned Uwclling . 2

Other Shelter
Fuel, light, icfrigeration, water
Household opitriations
House furnishilngs and equipment

Clothing, cloth, materials, services
Personal Care

Medical Care
Recreation
Reading
Education
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Other travel and transportation
Other expendlitures
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2. NEW YORK

INCOME

P

In metropolitan New Yérk, the median household income for black house-

holds headed by males is $5,252.00 per year;

the median income in black

households headed by women is $3,817.00 per year. A percentage break-
down of income in each of these categories is as follows:

HOUSEHOLDS HEADED BY MALES

$2,080 or less .7 %
$2,080 - 2,808 2.7 %
$2,860 - 3,588 4.1 %
$3,640 - 4,368 13.0 %
$4,420 - 5,148 22.5 %
$5,200 - 6,448 22,7 %
$6,500 - 7,748 13.6 %
$7,800 and Over 8.2 %

MEDIA

Radio Station WLIB
310 Lenox Avenue
New York, New York 10027

Radio Station WWRL

Box 1600, Woodside Station
41-30 58th Street
Queens,. New York 11377

The New York Courier
315 West 125th Street
New York, New York 10027

The Amsterdam News
2340 Eighth Avenue
New York, New York 10027

MARKETING CLIMATE

HOUSEHOLDS HEADED BY FEMALES

$2,080 or less 8.0 %
$2,080 - 2,808 14.4 %
$2,860 - 3,588 21.6 %
$3,640 - 4,368 25.2 %
$4,420 - 5,148 16.0 %
$5,200 - 6,448 11.2 %
$6,500 and Over 3.6 %

The Queens Voice

170-11 Hillside Avenue
Jamaica, New York

The Westchester County Press

585 Warburton Avenue
Hastings-on-Hudson, New York

The marketing climate in New York is considered very good. 22.7 percent of

all males heading households earn more than $100 per week, with 8.2 percent
of these earning $150 a week and up.

Most companies have Negro sales repre-
sentatives working this territory, and this seems to be a trend in non-tradi-

tional lines (tobacco, liquor and beer companies were the pioneers in this
area) which increases with the continuing growth of the market. Boycott

activity in the New York area is spotty.

There is a consumer education coun-

cil which is seeking to help the community to overcome shoddy merchandising
practices. 42.5 percent of families have savings accounts. 35 percent of

the families take extended vacatiomns.

Some 89 percent of the families shop

in supermarkets, and 32 percent have department store charge accounts.

*

LhEe 8610S

\N /7

R R B A R S SEEEEI—D———.




NORFOLK, VIRGINIA

Norfolk and its surrounding area, including Portsmouth, Chesapeake and

Virginia Beach, comprise the twentieth largest Negro market in the United
States.

POPULATION

At present Norfolk's metropolitan population is 75.5 percent white and
24.5 percent Negro. Blacks comprise 26.4 percent of the total Norfolk
city population, and 34.7 percent of the population of the City of Ports-
mouth. 1In the metropolitan area there are some 163,433 Negroes, living
in approximately 41,000 households.

1NCOME

Norfolk was one city for which no income data was available at the time
of publication. However, all signs tend to indicate a substantial increase
in the median income for black families over 1960. Employment for both

males and females is at an all-time high; although Negroes comprise 24.5

percent of the metropolitan area's population, they comprise 23 percent of

the area's labor force. The average black family's income in 1960 was
$3,460.00 per year.

MEDIA

Radio Station WRAP . Norfolk Journal and Guide
Post Office Box 598 719 East Olney Road
Norfolk, Virginia 23501 Norfolk, Virginia 23501

Radic Station WHIH
Post Office Box 2640
Norfolk, Virginia 23501

MARKETING CLIMATE

The climate for market development is considered excellent. Negro employ-
ment is good, and earnings have increased. Diversified industry, and the
major naval installations, contribute to an improved Negro market. Urban
renewal has improved conditions substanttally, and new projects are still
in the offing. 38 percent of all blacks have high school educations or
better. Virginia State College at Norfolk has nearly 8,000 comnuter-stu-
dents. 38 percent of Negroes own their own homes, with a mediau house
value of approximately $7,000. XNo najor problems in marketing seem to exist

ZnE6 86105
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A J NORFOLK

at this time, and there is no boycéit activity.

Sources: See Appendix
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‘Expenditures for current consumption

PHILADELPHIA, PENNSYLVANIA

Philadelphia is the nation's third largest Negro market. One of America's
oldest cities, it is currently undergoing a period of rejuvenation and this
is being keenly felt by the city's black population. .

POPULATION

The metropolitan population of Philadelphia is currently 81 percent white
and 19 percent non-white. There are an estimated 640,000 Negroes within
the city, comprising 32 percent of the total city population. In Phila-
delphia's metropolitan area, there are 926,000 blacks, living in approxi-
mately 195,000 households. They represent 12 percent of the total metro-
politan area population.

Percent Distribution expenditures for curren® consumption:

WHITE

=
5
o

[
(=]
o

Food, Total
Food prepared at home
Food away from home
Tobacco
Alcoholic Beverages
Housing, "Total
Shelter
Rented Dwelling
Owned Dwelling
Other Shelter
Fuel, light, refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal Care
Medircal Care
Recreation
Reading
Education
Transportation
Automobile
Other travel and transportation
Other expenditures
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I PHILADELPHIA

INCOME

The median family income for black families in the Philadelphia area has
been estimated at $5,248.00 annually., An estimated percentage breakdown
of Negro income is as follows:

*Under $4,000 '30.67%

$4,000 - 6,999 . 59.2%

$7,000 - 9,999 6.4%

$10,000 and Qver 3.8%
MEDIA ,

- Radio Station WDAS The Philadelphia Tribune
Belmont Avenue and Edgely Rd. 524 South 16th Street .
Philadelphia, Penna. 19131 Philadelphia, Penna. 19146
Radio Station WHAT The Philadelphia Afro-American
3930-40 Conshohocken Avenue 427 South Broad Street
Philadelphia, Penpa. 19131 Philadelphia, Penna. 19147

MARKETING CLIMATE

The marketing climate is considered very good in Philadelphia. There is an
affluent and growing middle class in the black community. There are no major
boycotts going on in the market today, although this is a city in which the
most successful such activity in recent years took place. There 1is a new
shopping center - Progress Plaza - where stores are either black-owned or
black-managed. Downtown stores are making determined efforts to attract cen-
tral city's black population, using black male and female models in advertise-
ments, Negro mannequins; and through other means. More companies are profit-

ably utilizing localized follow up to national programs aimed at the Negro
market,

Sources: See Appendix
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PITTSBURGH, PENNSYLVANIA

The Greater Pittsburgh area is the nation's eightee¢nth largest Negro
market, and is one which is rapidly growing in size.

POPULATION

At present the mefropolitan area's population is 91 percent white and

9 percent Negro. There are an estimated 128,684 blacks within the city
limits, comprising 20 percent of the total population. In Pittsburgh's
metropolitan area, there is a black population of 184,600, residing in

approximately 46,150 households.

Percent Distribution expenditures for current consumption:

WHITE NEGRO

Expenditures for current consumption 100.0 100.0
Food, Total 25.6 24,2
Food prepared at home 21.06 20.9

Food away from home 3.9 3.3
Tobacco 2.0 1.7
‘Alcoholic Beverages - 1.9 1.8
Housing, Total 26.7 25.7
Shelter 12,3 12.7
Rented Dwelling 4.8 7.1

- Owned Dwelling 6.8 5.4

- Other Shelter .7 o .1
Fuel, light, refrigeration, water 4.8 : 5.0
Household operations 4.6 4.9
House furnishings and equipment 5.0 2.8
Clothing, cloth, materials, services 10.8 12.0
Personal care ' 2.7 3.8
Medical care 6.0 5.4
Recreation 3.8 6.5
"Reading .9 .7
Education 1.2 .0
Transportation 15.6 15.7
Automobile 13.7 13.0
Other travel and transportation 1.9 2.7
Other expenditures . 2.6 2.3.

’

(Over)
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.2, PITTSBURGH  ° :
INCOME e (::

-Median income for black families in Pittsburgh is $5,177;00 per year.
The estimated gross spendable income is $300-millions annually. An
estimated percentage breakdown of Negro income is as follows:

Under $4,000. 49.4 %

$4,000 - 6,999 40.0 %

$7,000 - 9,999 6.4 %

$10,000 and Over 4.2 %
MEDIA '
Radio Station WAMO The Pittsburgh Courier
1811 Boulevard of the Allies Post Office Box 2939
Pittsburgh, Penna. 15219 Pittsburgh, Penna. 15230

Radio Station WZUM
201 Ewing Road
Fittsburgh, Penna. 15205

MARKETING CLIMATE

The climate for market development in Pittsburgh is considered good. While

somu local merchants did not reopen following civil disturbances, the over- (:)
all effect has been positive. Food, department and variety store advertis-

ing efforts to the Negro market have been increased, as has automobile dealer
advertising. Among the black population there is a 44.7 percent home owner-

ship, with 60 percent living in single dwelling units; four out of ten home

owners are under age thirty-five. Negro self-help and poverty programs seem

to be producing a favorable climate for black-oriented marketing efforts.

Avareness of company responsibility and action is at high pitch in the black
community, and far-sighted business leadership is making good headway.

-

Sources: See Appendix
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RICHMOND, VIRGINIA

Richmond is now considered the twenty—third largest Negro market in the
Unfted States. 1t continues to be the hub city of the upper South, ser-

ving as the funnel for the highly active Washington-New York-Boston cor-
ridor.

POPULATION

The present Richmond metropolitan area population is 73.6 percent white

and 26.4 percent black; this represents a slight increase in the distri-
bution. Negroes are generally acknowledged to represent 50 to 52 percent
of the total Richmond city population. This is an increase of 8 to 10
percent over the 1960 census figures, in distribution. There appears to
have been a decrease in total black population since 1960; presently, there
are an estimated 107,836 persons residing in 23,013 households.

INCOME

Meore than 26 percent of Negro families in the Richmond metropolitan area
earn $5,000 or more per year. 3.3 percent earn in excess of $10,000 per
year. It is estimated that blacks have in excess of $30-millions in sav-

"ings, much of it in the black-owned Consolidated Bank and Trust Company.

MEDIA

Radio Station WANT . Richmond Afro-American
Third and Grace Streets 301 East Clay Street
Richmond, Virginia 23219 : Richmond, Virginia 23219

Radic Station WENZ
111 North Fourth Street
Richmond, Virginia 23219

MARKETING CLIMATE

The climate for market development i{s currently considered very good, and
improving. While Richmond represents a highly lucrative black market, it
is also a highly sensitive and selective one. Black consumers question
whether a business is for or against "the movement'; they are alert to the
hiring of black employees on all levels, and respond to black-oriented ad-
vertising in black media.

Rdce relations are considered to be generally good and the atmosphere- has
been relatively tranquil; there have been no incidents that could be con-
sidered riots. There has been an increasing awarencss of the black commun-
ity's needs, and positive steps have been taken to begin to mee: them.

~

(Over)
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RICHMOND

> 2.

MARKETING CLIMATE (Continued)
Last Summer, for example, the Richmond Chamber of Commerce sponsored a
Ten of the city's banks, including

job program for the disadvantaged.
Consolidated Bank and Trust, recently pooled $5-millions to make loans
available to black businesses, in cooperation with the Small Business

Administration.

Sources: See Appendix




ST. LOUIS, MISSOURI

St. Louis is the twelfth largest Negro market in the United States. This
represents a drop in position for the '"Gateway City" in its standing among
Negro markets throughout the country. Howevever, this market has actually
grown measurably in this decade, and its potential is excellent.

POPULATION *

At present, the metropolitan population of St. Louis is 85 percent white

and 15 percent Negro. Within the city limits, blacks constitute 37 percent
of the total city population. The Negro population of metropolitan St. Louis
is estimated to be 319,600; in the city there are approximately 300,000 Neg-
roes. In East St. Louis, Illinois, on the opposite bank of the Mississippi
River, there 1s an additional 40,000 black population.

Percent Distribution expenditures for current consumption

WHITE NEGRO

Expenditures for current consumption 100.0 100.0
Food, Total . : '
Food prepard at home 21,2 22.3

Food away from home 4
Tobacco 1
Alcoholic Beverages 1,
Housing, Total : 29.
Shelter 12
Rented Dwelling 3

Owned Dwelling 7

Other Shelter .

Fuel, light, refrigeration, water : S
_Household Operations 6
House furnishings and equipment 5
Clothing, cloth, materilals, services 10.
2

6

3

Personal Care
Medical Care
Recreation
Reading
Education
Transportation
Automobile
Other travel and transportation
Other expenditures
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..2.. - ST. LOUIS

INCOME

ri

In metropolitan St. Louis, the non-white median income is $3,034.00 per

year. Between 35-44 years of age, this figure increases to $3,715.00.
An estimated percentage breakdown of black income is as follows:

Under $4,000.
$4,000 - 6,999.
$7,000 - 9,999,

' $10,000 and Over

MEDIA

Radio Station KXLW
2735 Bompart
St. Louis, Missouri 63144

Radio Station KADI-FM
2735 Bompart
St. Louis, Missouri 63144

Radio Station KATZ
812 Olive Street. :
St. Louis, Missouri 63101

MARKETING CLIMATE

The ciima;e for market development in St. Louis is considered good.

47.1%
41.3%
6.5%
5.1% .

The St. Louis Argus
4595 Easton Avenue
St. Louis, Missouri 63113

The St. Louis Sentinel

3000 Easton Avenue
St. Louis, Missouri 63106

The St. Louis American

3608 Cozens Street (::
St. Louis, Missouri 63113

Income

and opportunity are up but, as in other cities, so are tensions. St. Louis
has a large middle-class black population. There is a movz to the suburbs,

but to existing housing. New sub-divisions are often all black. There have
been more threats of boycotts than actual boycotts, but such threzts are ac-
complishing the objective of more jobs for Negroes. The Negro newspaper, the
St. Louis Argus, is the oldest black business venture in the State of Missouri;

it has published every week since 1912.

Efforts at minority businesc dzvelop-

ment are getting underway. St. Louis has its first black Congressman - Willian

Clay. Local government employment of blacks is up.

good. °

Sources: See Appendix

In general, the outlook is
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SAN FRANCISCO/OAKLAND, CALIFORNIA

The metropolitan San Francisco-Oakland area is the nation's eleventh
largest Negro market. It is the second largest black market on the
West Coast, and it continues to expand rapidly.

POPULATION

At present the 'metropolitan Negro population, comprising the seven-county
metropolitan area, stands at 332,745, much of it concentrated in Oakland
which has a black population of 134,995, or 34.5 percent. San Francisco
has 93,000 blacks, or 12.3 percent of that city's total population. Berke-
ley has 36,000 (30 percent); Richmond has 34,600 (30.3 percent); and the
balance is in the remaining counties, which are beginning to show some
growth, In San Mateo County, for example, there is a present Negro popu-
lation of 19,840, which represents a 356 percent increase over 1960.

Percent Distribution expenditures for current consumption (San Francisco):

WHITE ~ NEGRO
- Expenditures for current consumption -
Food, Total _

Food Prepared at Home

Food Away from Home
Tobacco .

Alcoholic Beverages
Housing, Total

Shelter
- Rented Dwelling

Owned Dwelling

Other Shelter .

Fuel, light, refrigeration, water
Household Operations

House Furnishings and Equipment
Clothing, cloth, materials, services
Personal Care i

Medical Care

Recreation

Reading

Education

Transportation

“Automobile

Other Travel and Transportation
Other Expenditures
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N SAN FRANCISCO-OAKLAND &

INCOME

The effective buying income of blacks in the metropolitan area in 1968
is estimated at $440,444,000, The median Negro family income in Oakland.
is $6,456., while iu San Francisco this figure is set at $5,271. OUf a

total 49,131 black households, the percentage distribution of income is
as follows:

Under $5,000

45.5 % $10,000 - 14,999 10.7 %
$5,000 --7,999 24.0 %X $15,000 and over 9.9 %
$8,000 - 9,999 9.9 %

MEDIA
Radio Station KDIA California Voice
P. O. Box 8432 814 - 27th Street
Oakland, California 94608 Oakland, California 94607
Radio Station KSOL The Post
150 Eighth Street 2973 Sacramento Street
San” Francisco, California 94103 Berkeley, California 94705
- The Sun—ReporEer T (:>

1366 Turk Street
"San Francisco, California 94115

MARKETING CLIMATE

The marketing climate for the seven-county metropolitan area is considered
very good. Black family income in the Bay Area is considered to be one of
the best in the nation. Negroes are employed in a wide range of business
and industry, and opportunities continue to grow. 43 percent of the Negro
families own their own homes; 68 percent own an automobile; and, 51 percent
have savings accounts. Negroes spend an estimated $317 millions in retail
buying annually. Downtown stores in both Oakland and San Francisco are the
prime areas for shopping by black families. Race relations, for the most
part, have improved in the Bay Area, and local governments are working with

black leadership to improve relations and to continue the current climate,
which is favorable,

\

Sources: See Appendix
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WASHINGTON, DISTRICT OF COLUMBIA

Washington, D. C., the nation's capitol, is the fifth largest Negro market
in the United States. Its designation as a prime market takes on added
meaning because of the large number of Federal jobs, permanent and with
good salaries, which are available. Further, Washington is perhags unique
among the nation's major cities in that blacks comprise an overwhelming
majority of the city's total population.

POPULATION

The present black population of the District of Columbia (City of Washington)
has passed the half million mark, with an additional estimated one to two
hundred thousand comprising the total metropolitan area's black pecpulation.
There are an estimated 725,895 Negroes in the metropolitan area, comprising
approximately 27 percent of the total metropolitan area population. The
latest, unofficial city government figures show that the non-white population
of Washington is now more than 71 percent, or more than 575,000. The city's
non-white population advanced 4.5 percent over the previous year, as of July,
1967. No other city in the country matches the more than 90 percent that
blacks represent in the District's school enrollment.

Percent Distribution expenditures for current consumontion:

WHITE NEGRO

Expenditures for current consumption 100.0 100.0
Food, Total 22.7

Food prepared at home

Food away from home
Tobacco
Alcoholic Beverages
Housing, Total

Shelter

Rented Dwelling

Owned Dwelling

Other Shelter
Fuel, light, refrigeration, water
Household operations
House furnishings and equipment
Clothing, cloth, materials, services
Personal Care
Medical Care
Recreation
Reading
Education
Transportation

Automobile

Other travel and transportation
Other expenditures
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2., WASHINGTON

< | @
INCOME

A percentage brcakdown of houschold income of metropolitan Washington's
Negro homemakers®, is as follows:

Under $5,000 50.1 %
$ 5,000 - 7,999 31.8 %
$ 8,000 - 9,999 7.6 X
$10,000 and Over 10.5 ¥

*
The female 18 and over who usually does most of the shopping for the

household.

MEDIA

Radio Station WOOK
5321 First Place, Northeast
Washington, D. C. 20011

Radio Station WOL-FM
2000 "P" Street, Northwest
Washington, D. C. 20036

Radio Station WUST

The Afro-American

1000 "U" Street, Northwest
Washington, D. C.

The Observer

811 Florida Avenue, Northwest
Washington, D. C.

The Washington Informer (:)

815 Vee Street, Northwest 715 "G" Street, Northwest
‘Washington, D. C. 20001 Washington, D. C.

MARKETING CLIMATE

The climate for market development in Washington, D. C., is considered
good. Negroes are worth more than $500-millions in retail salcs annual-
ly. Federal employment of blacks is over 25 percent of the total, and
this continues to grow. Some 5,000 blacks have moved intc the suburbs in
the past year. The civil disturbance of the last year did affect market-
ing to Negroes in the District, but the situation has improved. In nearby
Montgomery County (Maryland), at least 400 Negro families have moved into
previously all-white or slightly integrated neighborhoods within the last
four years. WOOK-TV, the nation's first, and believed to be only, Negro—
oriented television station continues operations.

Sources: See Appendix
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APPENDIX I

RANKINGS BY METROPOLITAN AREA AND CITY POPULATIONS
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RANK OF CITIES SURVEYED -

BY METROPOLITAN AREA NEGRO POPULATION

NO. MARKET NEGRO POPULATION PERCENTAGE
1. New York 1,460,700 10.5 %
2. Chicago 1,262,900 17.3 2
3. Philadelphia 926,000 19.0 %
4. Detroit 738,000 17.9 X
5. Washington, D. C. 725,895 27.0 %
6. Los Angeles 722,943 10.2 %
7. Baltimore 457,000 13.7 %
8. Houston 378,325 22.4 %X
9. Dallas/Fort Worth 358,428 17.0 X
10. New Orleans 339,500 31.5 2
11. San Francisco/Oakland 332,745 12.0 X
12, St. Louis 319,600 15.0 2
13, Newark 293,355 42,3 %
14, Cleveland T 286,636 14.0 X
15. Memphis 280,176 35.0 X

- 16. Atlanta 277,600 22,0 X

17. Birningham 239,300 28.5 %
18. Pittsburgh 184,600 9.0 X
19. Cincinnat{ 179,200 13.2 X
20. Norfolk/Portsmouth 163,433 24.5 %
21, Kansas City 156,736 12.0 %
22, Boston 130,273 5.0 %
23, Richmond 107,836 26.4 2
24, Milwaukee 100,600 6.9 2

*

Note: This listing does not include Columbua, Ohio or Indianapolis, Ind.,
since no current, reliable information was available at the time of
publication. '
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RANK OF CITIES SURVEYED - BY CITY NEGRO POPULATION

-

Note: This listing does not include Columbus, Ohio, or Indianapolis, Ind.,
since no current, reliable information was available at the time of

publication.

NO. MARKET NEGRO POPULATION PERCENTAGE
1. New York 1,294,400 14.7 2
2. Chicago 1,020,000 30.2 %
3. Philadelphia 640,000 32.0 %

-4, Detroit 600,000 41.0 X
5. Washington, D. C. 575,000 71.0 2
6. Los Angeles 533,600 18.9 X
7. Baltimore 382,000 40.0 X
8. Houston 368,934 20.4 %
9. St. Louis 300,000 37.0 2

10. Cleveland 276,376 3.1 %

11, New Orleans 274,500 41.6 X

12, Dallas/Fort Worth 256,900 g

13. Atlanta 236,072 46.0 %

14, San Francisco/Oakland 227,995 kk

15. Memphis 213,037 39.7 %

16.- Newark 209,916 52.2 X

17. Cincinnati 150,300 28.5 %

18. Birmingham ; 148,072 40.0 X

19. Kansas City 145,800 20.0 2

20. Pittsburgh 128,684 20.0 X

21. Norfolk/Portsmouth 123,027 *k

22. Boston 104,700 17.0 2

23. Milwaukee - 99,822 . 12,7 %

24, Richmond 92,331 52.0 X

*
k&
Dallas/ 187,800 13,1 2
Fort Worth 69,100 10.2 2
San Francisco/ 93,000 12,3 X
Oakland 134,995 34.5 2
Norfolk/ 82,043 26.4 %
Portsmouth 40,984 34,7 2
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APPENDIX II

REFERENCE SOURCES
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‘The following reference sources were generally used throughout the

preparation of the Revised MetroMarkets Report:

Bureau of Labor Statistics, U. S. Department of Labor

Bureau of the Census, U. S. Department of Commerce

In addition, ihformation was garnered from the sources listed below

in each of the following cities:

ATLANTA

The Atlanta Inquirer

The Atlanta Journal-Constitution

The Atlanfa Chamber® of Commerce

BALTIMORE
Radio Station WEBB
Radio Station WWIN

The Afro-American Newspapers

Baltimore Chamﬁer of Commerce

The Baltimore SUNpapers

BIRMINGHAM

Radio Station WENN
Radiq Station WJLD

Birmingham World

- Birmingham Area Chamber of Commerce
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BOSTON

O

=
United Community Services of Metropolitan Boston

The Boston Globe

Greater Boston Chamber of Commerce

CHICAGO
Radio Station WBEE
Radio Station WVON

The Chicago Tribune

Chicago Sun-Times

Chicago Daily News

University of Illinois, College of Business Administration

Chicago Association of Commerce and Industry

o .
}(“) CINCINNATI - .

Radio Station WCIN

The Cincinnati Enquirer

Greater Cincinnati Chamber of Commerce

CLEVELAND

Radio Station QABQ

. The Call and Post

The Plain Dealer

Greater Cleveland Growth Association
Ohio Bureau of Employment Compensation

_  City of Cleveland Annual Report, 1967-68
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(’—) . DALLAS/FORT WORTH

r !

Radio Station KNOK
Dallas Negro Chamber of Commerce
The Urban Leesgue of Greater Dallas

The Dallas Morning News

- DETROIT

Radio Station WCHB
Radio Station WILB
The Detroit Urban League

The Detroit News

Detroit Regional Transportation and Land Use Study

@

HOUSTON o

Radio Station KYOK

The Houston Chronicle

The Houston Chamber of Commerce

KANSAS CITY

Radio Station KPRS

The Kansas City Star

The Chamber of Commerce of Greater Kansas City

LOS ANGELES

-

Radio Station KGFJ

(:;-‘ The Los Anceles Times

Los Angeles Chamber of Commerce
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(V)

MEMPHIS

r !

Radio Station WLOK
Radio Station WDIA

Memphis Press-Scimitar

Memphis Area Chamber of Commerce

‘MILWAUKEE

Radio Station WNOV

Metropolitan Milwaukee Association of Commerce

NEWARK

New Jersey Afro-American

Greater Newark Chamber of Commerce

NEW ORLEANS

Radio Station WBOK

Total Community Action, Incorporated

The Times—Picqyune

New Orleans States-Item

Chamber of Commerce of the New Orleans Area
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(\J . NEW_YORK

Radio Station WLIB

The Amsterdam News

The New York Times

The New York Daily News

NORFOLK

Radio Station WRAP

Radio Station WHIH

The Norfolk Journal and Guide

(V

-

Southeastern Tidewater Opportunities Project
PHILADELPHIA

ARadio Staiion WHAT

Radio Station WDAS

The Philadelphia Tribune

The Philadelphia Inquirer

Greater Philadelphia Chamber of Commerce
PITTSBURGH

The New Pittsburgh Courier

The Pittsburgh Press

-

Chamber of Commerce of Greater Pittsburgh

-

Tidewater Area Council for Community Imprbvement, Incorporated




™ RICKOND

The Richmond Afro-American

ST. LOULS

| Radio Station KXLW

The St, Louis Argus

St. Louils Globe-Democrat

St. Louis Post-Dispatch

The St..Louis Sentinel
|
|
|

Chamber of Commerce of Metropolitan St. Louis

SAN FRANCISCO/OAKLAND

(‘3 ] Radio Station KDIA
Radio Station KSOL

- 0Oakland Tribune

The San Francisco Chronicle

Greater San Francisco Chamber of Commerce

WASHINGTON

Radio Station WOL

The Washington Post

The Washington Evening Star

l Metropolitan Washingtdn Board of Trade
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I.

R. J. Reynolds

Spanish-Language Market Study

The Market - Profile of the Spanish-Speaking Consumer

A.

Population

The Spanish—speaking population in the United States

is estimated at about 10,185,000. The U. S. Census
population projection indicates that by 1975 it will
total 15 million. The current population is more than
three times that of Madrid. About one out of every 17
inhabitants of the U. S. are Spanish-speaking and/or
have a Latin surname. According to the U. S. Census,
fhe éverage ﬁ: S. Spanish-speaking family has slightly
more than four people per household. These families
have their own traditions énd customs influencing their

consumer habits.:

Although representing only about 5% of this country's

total population, they make their presence felt because
most of this group is concentrated in a few sharply defined
areas. Of the more than 10 million, almost half live in
the Southwest (Texas, New Mexico, Arizona, Colorado),

th?ir families having crossed the Mexican border to set-

tle in the area several generations ago.

VThe New York metropolitan area, fifth largest Spanish

market in the world, has a Spanish-speaking population
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of over 2 million, aldet half of which are Puerto

Rican (42%). About 37% are Cuban, 14% are from Spain,
12% from the Dominican Republic, and the others are
South American immigrants. This is the only market that
is represented by all major Spanish—speaking_nationali-

ties.

Los Angeles, the world's sixth largest Spanish market,

has one and a half million Spanish-speaking Americans,

primarily of Mexican origin, making it the third lar-

gest U.S. area in sizing up this market. Northern Cali-

fornia has another half-million Mexican-Americans.

Florida's Cuban dominated Spanish-speaking market has

grown to almost half a million people most of whom have

settled in Dade County and Tampa.

Chicago has 300,000 Spanish-speaking people made up of
a mixture of Mexicans, Puerto Ricans, and Cubans. There

are other population pockets in Connecticut, Ohio and

other states.

Income/Employment

According to a survey conducted by First Research Cor-
poration, the U.S. Spanish-speaking consumers spend al-
most a million dollars a day on goods and services alone.
Although most of them may be classified as "lower income"

(the average annual Latin family income in New York is

0LE6 8610S

approximately $4,800, about 10% below that of "all othexrs"),




the employment rate is generally high and both family

income and the numberAQainfully employed is steadily
rising. The highest average annual family income is

in Los Angeles where it is approximately $5,900 per
Year. Because they had more money to spend, national
advertisers were first attraéted to this area. Pro-
jecting 1960 U.S. Census figures, Latin American fami-
lies living in a nine-county* Northern California area
have ; median income of $5,710 per year. In this area 92%
of the male labor force is employed as compared to 96.7%
of the total U. S. white population and 92.7% of the
total U.S. Negro population. The Latin-speaking fe-
male labor force of 33,258 accounté for 33% of the total

female population.

The Mexican-American Study Project at UCLA reported that
in 1967 the annual median income for Spanish-surnamé
workers (primarily Mexican-Americans) living in Califor-
nia and the Soutﬁwest Cresent totaled $1,000 less than
that for their Anglo counterparts. This difference is
due, in paft, to a greater ratio of this @opulation be-
ing concentrated in government work which usually péys
less than a like position in private industry and, in
part, to less experience and seniority in the Spanish-
surname populatioﬁ as a whole.

-

* T .2 nine-county area includes Alemeda, Contra Costa, Marin, San

Francisco, San Mateo, Solano, San Joaquin, Sacramento, and Santa

C_.zra.
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In Miami, 92.8% of the household heads are employed,

with an average annual family income of $5,400. Approx—.
imately 25% of the fémily heads earn more than $600 a
month. The Latin population of Dade County has grown
tremendously in the past few years due to the influx of
Cuban refugees. They resisted resettlement in other

areas in the hope that they would return home again.

In the Miami metropolitan area, a combination of Cuban
dexterity and American enterprise has created a big gar-
ment industry. Some 350 clothing factories, from large
technologically advanced plants to small, sparsely
equipped family shops, are opefating in the metro area.
They are employing more than 12,000 workers and 85% are
Cubans. Spanish business in New York City also is formi-
dable. There are more than 4,000 bodegas (Spanish grocefy
stores), 756 drug stores, 26 theaters, several weekly and
daily newspapers, and at least £hree radio and two tele-
vision stations fully programmed in Spanish. Spanish
grocery stores serve about 40% of the Spanish market. Only
60% of the Spanish—speaking housewives in New York shop in
supermarkets, though 85% say they prefer them, reflecting

the non-welcome the Latin groups feel they get.

The’'Mexican-Americans in the Southwest Cresent (this
excludes California, whose Latin inhabitants generally
hold more "urban" and higher paying jobs than do their

rural counterparts in "the Cresent") have the highest




rate of employment and the lowest median income among

the U, S. Spanish-speaking peoples. As expected, when
they enter the employment world from the unemployed
ranks they fill initial jobs slotted in the lowest-

paying positions.

Education

Accord;ng to the 1960 U. S. census figures, the median
school years completed by Spanish-surname males in the
Southwest Cresent was 8.1 compared with 11.8 fér whites.
Seven percent (7%) of the Spanish-surname population in
this area had completed one year of college as compared
with 24% ofvthe white populatibn. Nationwide, 75% of

the white population between ages 25-29 have finished

high school. In New York City, only 2% of those people

who are 18 or 19 years of age are in college and 92.2% of

all Spanish-speaking New Yorkers currently are not study-

ing, learning a trade or being trained. Of these, 31% are

elementary grade dropouts and 18% are high school drop-

outs. While there are no figures currently available on the

educational levels of Spanish-speaking people in the other

locations, the statistics for the Southwest Cresent and

the metropolitan New York area are indicative of the educa-

tional levels and academic pursuits of these people in
other sections of the country, excluding the Cubans. As

a group, the Cubans were much better educated when they

arrived in the United States and, unlike all other Spanish-
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speaking groups, nearly, 80% of them have been here less

than eight years.

Language

The key element that defines a U. S. Spanish market is
language. Clinging to the native tongue by Spanisﬁ peo-
ple of all ages in the United States has done more than
anythiﬁg else to impede their education and, therefore,
their financial progress. While it is recognized that
there is some spillover from English-language media, it
should be remembered that 38% of all Puerto Ricans (and
there are 950,000) in New York speék no English at 511
and bilingualism among the remainder is often of a token
nature. Surprising to most advertisers, the same facts
hold true with the Cubans. There is a misconception that
since they are better educated, they are also bilingual
and therefore are. reached by the general media. However,
these people continue to speaklspanish by choice, although

many are bilingual.

of 230,000 Puerto Rican pupils in the New York City school
system, NYC Board of Education officials estimate 31% can't
even speak passible English, much less read or write it.
This is true even though most of these students were born
in the U.S. Teachers say i£ is hard to instruct Puerto
“Ricans in ﬁnglish because most of their parents use Spanist
exclusively at home. By the same token, getting Puerto

Rican, Mexican or Cuban adults to use English rather than
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Spanish also has proveﬁLextremely difficult. The

Puerto Ricans in New Yérk, the Mexican-Americans in the
Southwest Cresent, and the Cubans in Florida, all have
varying cultural ties and economic stability, but the
language is the same, and these people are in no hurry
to abandon it through assimilation. Most authorities
agree that it will take generations for the Spanish-
speaking immigrants to become assimilated as the Italian,

Jewish, Hungarian and other immigrants have.

The political, social and economic power structures
around major population centers inhabited by large numbers
of Spanish-speaking people accept the fact that as far as

the language barrier is concerned, it is a fait accompli.

No longer does a Spanish-speaking voter have to know how

to read or write English in order to vote in New York

State. Report cards are'noﬁ being issued in Spanish for
the parents of children coming from Spanish households.
The yellow pages of telephone books contain information in
Spanish. The major airlines have recognized the language
situation by priﬁting instructions iﬁ both English and
Spanish for emergency procedures, restroom directions and
seat occupied cards. Police and welfare workers in cities
with large Spanish-speaking populations are continuing

to be given instructions in Spanish.

—

In the mid-1960's, Quaker Oats had a study conducted in

SLE6 8610s

the Southwest Cresent and found that while 70% of the




respondents were Amerigan born, only 24% used English

in the home. About 40% used "only Spanish" at home and.
the remaining 30% used both English and Spanish equally.

Pulse Incorporated in New York found that only 7-8% of the

Puerto Ricans use English at home. Another study of the

New York market shows that of the total Spanish-speaking

population, 89% generally think in Spanish, 71% speak

English only enough "to get by," and 91% speak Spanish at

home.
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R. J. REYNOLDS

U. S. SPANISH SPEAKING MASIZ=TS

(By Regions)

Southwest ' v 4,910,000
Texas 1,920,0C:
Border (Mexico) 1,890,0C:
New Mexico 290,0C:
Arizona 280,0C:
Colorado 260,0C:
Other 270,002
West ~ 2,200,000
California 2,200,00°
(Jﬂ‘ Northeast ' f 2,195,000
New York 2,100,007
Other 95,007
Southeast . ' 480,000
Miami 275,007
Tampa 125,007
Other . 80,00~
Midwest . 300,000
Chicago 300,000
Other U. S. . 100,000
’ '
TOTAL . 10,185,000 "
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O
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) v
CGH:jh 3
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The origin of the Spanish Speaking Populatlon in tte U. S. can be

TOP 17 SPANISH SBEAKING

R.

J. REYNOLDS

SPANISH SPEAKING POPULATION

METRO MARKETS

New York, New York
Los Angeles, Calif.

El Paso/Juarez, Tex.

San Antonio,
San Fran.,
Chicago,

Miami,

Tex.
Calif.

Albuquerque, N. Mex.
Corpus Christi, Tex.

Houston,

Fresno,

Phoenix,

Philadelphia/Camden

Tampa,
Denver,

Dallas, Tex.

Washington, D. C.

*Metro area.
**A nine county area that includes Alameda, Contra
San Francisco,
Sacramento,

Costa,
San Joaquin,

U. S.

San Mateo,
and Santa Clara.

2,100,000*
1,500,000

700,000
586,600

500,000**

300,000
275,000
200,000
200,000
175,000
175,000
150,000
130,000
125,000
110,000

90,000

45,000

7,361,600

SPANISH SPEAKING POPULATION ORIGINS

traced to four major countries:

More than 225,000 Spaniards from Continental Spain.

Over 6,000,000 from Mexico,
eration Mexican-Americans who continue to speak Spanish,

mostly in the Southwestern crescent.

Over a million from Puerto Rico most of whom reside in New York.
Recent efforts have been made to funnel the Puerto Rican migration
awdy from the New York Metropolitan area.

Almost 1,000,000 from the other Spanish speaking Republics of
Central and South America,
American countries has swelled the number of people from these
countries who now live in the U. S., mostly in Florida and New

York.
Source:

CGH: ih

U. S. Census

including Cuba.

including many second and third gen-
residing

Unrest in many Latin

Solano,
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II.

R. J. Reynolds

Spanish-Language Market Study

Marketing Results of U. S. Companies

When a good choice is available, reports the Téd Bates
Agency, Spanish-speaking people tend to favor and are in-
fluenced by Spanish-language media. In support of this
position, when brand standings were compared between Puerto
Rico and New York in a recent study by Needham, Harper, &
Steers, some dramatic shifts were‘apparent. Advertisers
who paid particular attention to the'New Yo?k Puerto Rican
market seemed to have received a good return on their in-
vestment while others who took that community for granted

(particularly if they already had a dominant share of the

‘market in Puerto Rico) have suffered. The Pepsi Cola Com-

pany has always paid a great deal of attention to these
consumers. They have constantly used Spanish media and, as
a result, Pepsi Cola outsells Coca-Cola in the New York
Spanish market, although Coca-Cola outsells Pepsi Cola in
the general market and also in Latin America. Although the
Spanish market is only about 10% of the New York metro-
politan market, sales of Pepsi Cola in the Spanish market

]
account for about 30% of Pepsi Cola's sales in the metro-

politan area.

A similar situation exists with Shaeffer beer, which was

unknown to Spanish-speaking people until they came to New
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York, with the exception ef those coming from Puerto Rico,

where Shaeffer has an insignificant share of market. Afte;
four years of unrelenting, effective Spanish advertising
and promotion, Shaeffer is number one in Spanish-speaking
New York and has gained such a position within this market,
that these sales represent about 40% of their total sales

in the metropolitan area.

In Los Angeles, there are numerous examples where brands
using Spanish radio topped all competition in the Latin market.
One of the most outstanding examples is the 90% usage of

Best Foods' Hellmann's Mayonnaise, asvcompared to Kraft

-Mayonnaise which has less than 5% of the Los Angeles Spanish

market. - .

These are good examples that the buying habits of Spanish-
speaking people can be changed from their traditional buying
habits, but this cannot be done with the English spill-over,

for we are talking about a market with different backgrounds,

environments, personalities, tastes, sense of humor, and

even with different concepts of family and country from its

counterpart, the American market.
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R. 'J. Reynolds

Spanish-Language Market Study

II1I. Media Planning Implications and Advertising Execution

A.

Spanish-Language Media Usage Rationale

Most Yesearch indicates that there is no mathmatically
impelling reason to use Spanish-language media merely
to reach the Spanish-speaking consumer. However, most
media basically reflect the interests, desires, and
aspirations of their primary audience, which is largely

middle-class white. Classificatibn of these media as

"white oriented" media would be far more accurate and

functional than their most frequent classification as
"general" media. Therefore, to be effective, advertisers
should u§e customer-oriented media in which 10,000,000
Spanish-speakiné Americans can truly identify with in
the same manner as white consumers do with media oriented
to them. There are three clear-cut reasons why Spanish-
language media is important and influential in theiU. S.
Spanish-speaking consumer market. This media
. is the only media available on a day-to-day
basis, for the most part, which specifically
and effectively influences the Spanish con-
sumer,
. supplies the listener with advertising in

which he is confident is meant for him, and
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+ supplies avCEmmunications media which plays

the music they most prefer and apprises them

of daily happenings throughout the nation

and world of particular interest to them as

Spanish-speaking Americans.
The péint is that the wide-spread assumption that "general"
media reaches the Spanish-speaking consumers anyway and that
special campaigns directed to them are not necessary, is
a doubtful premise. Although English-language media pro-
bably reach more Latins than the Spanish-language media, .

"reached”" and "persuaded" are two entirely opposite market-

ing objectives. Spanish-language media is not important
for coverage. Its strength lies in the emotional influence

it has on its audience. Spanish-language media should

be viewed by marketing strategists on the basis of "audience

delivered" (this one numbers 10,000,000) rather than, as

often is the case, a guestionable adjunct to general media.

Media Analysis

Significant current developments in the buying, seliing
and programming of Spanish-language media include the
growing influence of UHF television, major inroads at

the advertiser and agency levels, the more youthful ap-

n8E6 86105

proach being taken by radio, and the increased attention

being given to the major problem of Spanish-language

~atdience measurement. Many companies employ Spanish-speak-

irs salesmen to call on stores in areas heavily populated

by Spanish-speaking customers. Virtually every major

2




advertising agency now:has someone who might be termed

the ethnic market specialist and many have people who can

write commercials in Spanish.

Among the agencies that have formally recognized the
scope and potential of the Spanish-speaking market are

the following: Compton, Grey, Young & Rubicam, Dancer-

»Fitzgerald-Sample, and the Louis D. Albertini Agency.

Albertini, a specialist in this field, handles the
Spanish-speaking market advertising for such advertisers
as P. Lorillard and Colgate-Palmolive. Increased aware-
ness among national advertisers may be attributed in
large part to Spanish—lanéuage television, which is
épreéding thfohghout the United States.
1. Radio
It is an acknowiedged fact that Spanish-language
radio is the pfincipai means of reaching and

influencing the Spanish consumer in this country.

It is relatively inexpensive, it can pinpoint
the consumer neatly, and is available on an
around;the—clock basis in many areas. Pro-
grams range from music-and-news shows to soap
operas and increasingly consist of public ser-
’ vice programs. In New York City( 99.6% of all

the Spanish-speaking families have at least

S8€6 8610G

one radio and 85% have two or more in their home.

The most notable change in Spanish-languige radio
has been its program.format providing forsmore

2




and more music and being directed toward the

young adult listener, in contrast to the once
extremely popular novellas (Spanish soap operas)
which appeal primarily to older Latins. Although
novellas are still featured on Spanish-language

radio stations, the trend is sharply toward music.

For years, many Spanish-language radio stations,
wise to the local Latin idiom, have been aiding
local and national advertisers in reaching the
Spanish market effectively. Radio stations such
as KCOR, San Antonio, KWKW, Los Angeles, WADO
and WHOM New York and WMIE, Miami, have been do-
ing on-the-spot adaptations of commercials as
well as recorded spots utilizing the personal
sell of the local station personality, who still

remains the most effective salesman and adver-

tisexr it can have.

Spanish—language radio has shown spectacular gains
in listenership and market penetration. Eduafdo
Caballero, a sales executive with.WBNX radio, New
York, points up the influence of Spanish media in
the Spanish-speaking market.
"In a recent survey conducted in New York
émong Spanish-speaking people, results

(S )
[~4
-
O
showed that 95% listened "most often" to *®
v}
Spanish radio while only 4% listened to ‘c‘g
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American radio "most often". The result

of this is the fact that in every study
conducted in the Spanish~speaking market,
those products advertised in Spanish media
have a bigger share of the Spanish market
than those not using Spanish-oriented media.
This market is higbly individual in its
product and brand preferences -- and these
brands, if marketed in the proper way, can
produce very good dividends to smart adver-

tisers."

Television

Television possesses great potential for reach-

ing the Spanish population. Although its

growth was initially hampered by its audience's

inability to receive UHF signals, the all-
channel law passed in April, 1964 has given

‘this ethnic medium the impetus for success.

Nationally there is a 95% TV penetration of
the Latin population, with a range of 57-75%
of all-channel sets in those areas which have
full-time Spanish-language UHF stations.

There are currentiy four full-time and nine
'part-time Spanish-language television stations
in the U.S. While once considered only an

ethnic medium, Spanish-language TV is now com-
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*The New York Times reports that"its reports are accepted
by the television industry and advertising agencies."

peting in many locations, particularly in the

Southwest, on an equal footing with "general".
TV for media dollars. Spanish-language UHF
stations in the country's top three markets re-
ceived consistently higher audience shares among
the Spanish surname population than their VHF
competitors according to findings of Med-Mark,
Incorporated,* a media and marketing research
firm specializing in UHF and ethnic analysis.
Survey results showed that in nearly one-half
the time slots polled for station KMEX-TV in

Los Angeles, the share was double or more than
that of the leading English-language VHF station.
In‘t;o—thirds of the time periods polled for
WNJU-TV in New York and WCIU-TV in Chicago, the
audience share was twice as large as the highest

English-language VHF station viewed.

Popularity of these Latin appeal stations was

also indicated by a high degree of UHF penetration
in the areas polled. 1In Los Angeles, UHF pene-
tration is 80% ahead of the national average

while New York supercedes this average by 60%.
Chicago with a UHF penetration of almost 60%,

is 18% more than the 42% national figure recently
released by the U. S. Census Bureau. Al Petgen,

President of Med-Mark, Inc., said that larger

g8c£6 86105
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families and*more loyal viewing patterns among,
Spanish-Americans are the two most important
factors in the impressive statistics for Spanish

UHF.

However, while Spanish-language television has
good penetration, its reach figures provide a
different perspective. Med-Mark reports

"There are 527, 350 Spanish-speaking households
in the 17 county New York viewing area. Of
these, 501, 458 have TV sets, and of those

with sets, 406, 181 have sets equipped to
receive UHF signals. With four people per
household, the potential Spanish-language UHF
audience is currently about 1.6 million people.
The New York area's two stations are watched
nightly .by an estimatéd total of 481,000 Spanish-
speaking people. Therefore, New York's two
stations reach only one'quarter of the potential

audience.

The most popular TV show is the Novella. More
than 1,500 half-hour episodes are produced an-
nually,,.These shows run to a maximum of 60
episodes but usually end after 13 weeks -- the
aévertiser's package. They cost an estimated
$1,500 for each half-hour to produce. Like

movies, Novellas have their own theme music, and
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some become hit records heard over and over

on Spanish—lénguage radio stations. Next in
popularity is the musical variety show -- a

la Ed Sullivan. Folklore programs tend to be
traditional, with the emphasis on the dances
which are as familiar to tourists as they

are to Mexicans. After soap operas and music,
Spanish audiences like sports best. Pre-eminent
are the bull fights taped every week of the year
in Mexico City with an additional 20 weeks from
Tiajuana. Next to bull fighting, soccer is
probably the most populai sport on Latin TV.

It is broadcast from Mexico City, the world's
largest soccer stadium, where 105,000 people can
watch not only the Mexican teams, but also-
visiting stellar teams from Russia, Madrid,
Turin, Yugoslavia, Brazil, England, and else-
where. Other programming centers on children's

shows and special news shows.

William Esty reports that "Most markets are
not adequately covered by Spanish-language
newspapers,"” and that "There are only two
Spanish magazines worthy of noting in the
entire country.” They further state that

"A restricting weakness of the Spanish magazine
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may well be its inability to attract certain

select segments of the Latin audience."

Newspapers

New York has the best coverage of all major
Spanish-language population centers. Both

El Diario - La Prensa (78,476) and El1 Tiempo
(45,000) serve this area. However, since
there are over 500,000 families in New York
City and the combined circulation of these

two publications is 123,476, the Spanish-
language newspapers reach less than 25% of the
potential audience.. Other areas have even
less circulation per Latin. For instance,
Diario Las Americas (Miami) has a circulation
pf 30,265 and La Opinion (Los Angeles) 14,600.
Chicago, has three sm&ll weeklies and the "Cresent"

is served by a few small Mexican papers.

Magazines

Temas and Pimienta are the two best Spani§h-
language magazines. Temas' total circulation

is 76,140 but 50,600 of it is in the New York
area. Therefore, its ability to reach Spanish-
speaking consumers in other locations is ineffec-
éive. Pimienta has a national circulation of

65,000 and a New York circulation of 20,000.
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A study by Dr. Martin Velilla, founder of
~

Persuasian Research, supports Esty's position.

He found that the Spanish-specaking people were

not attracted to Spanish media, when in

search of entertainment or information.

Program
quality is the primary factor that determines
their selection.

"I have found a strong percen-
tage of people who do not read English but buy
the Daily News three to seven times a week and

regularly purchase Look and Life magazines.

Our research shows that there are not really good
Spanish-language U. S. magazines or newspapers.

They are generally poorly edited and printed,
according to my survey.

I recommend that in
advertising in print to the Spanish New Yorkers,

for instance, advertisers do so in Spanish in

the New York Daily News and TV Guide, as they

have the largest circulation in Spanish house-
holds."

4, Transit

The New York Subways Advertising Company reports

a steady increase in the amount of Spanish-lan-
guage advertising in the Subways.

English/
Spanish ads, all Spanish ads, and split-run ads

(where an advertiser will run three English ads

to each Spanish ad) are the pattern favored by
such advertisers as Pan American Airways, Bacardi,

Canada Dry, El Pico Coffee and Campbell's Soup




who are out td influence the 600,000 Spanish-

speaking sybway riders.

5. Outdoor

Billboards are considered an effective medium
especially when used to execute brand awareness
strategy. It allows for showings keyed to
Spanish-speaking areas tailored to specific

markets.

The fabt remains that radio is the most effective Spanish
medium. While 75% of the Spanish-speaking New Yorkers
prefer to tune in "Spanish radio only", 81% prefer to
view English-language TV, only 12% buy "only Spanish”
newspapers, and only 11% frequently buy "only Spanish"
magazines. This is borne out again in a Benton & Bowles
study of the U. S. Spanish-language consumer., It is stated
that the principgl and most effective means of reaching
and influencing the Spanish consumer is still Spanish-
language r%dio, although UHF-TV is becoming an important
factor in reaching this market. The significance of live
media is partly due to the limited availability and

questionable quality of Spanish-language print.

11
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R. J. Reynolds

Spanish-Language Market Study

Mcdia Directory

Iroadcast media represents the most efficiént and effective
wcans of reaching the Spanish market, with Spanish radio
Leing universally available, and Spanish television, although
available to a lesser degree, none the less an important
factor in certain markets. Spanish newspapers are not an

important media factor, except, perhaps in New York, and

Spanish magazines are limited and questionable because of

1on audited circplation. We beliecve that Spanish-language

Jutdoor can be an effective reminder medium,

Tclevision
~here are fourteen Spanish 1anguagé television stations,
cleven of which are located in the Southwest and/or on the

Wwest Coast. Of the remaining three Spanish language television

'stations, two cover the Metropolitan New York Market and the

third operates in Chicago. Exhibit I outlines by market the
total Spanish-speaking population, % of Spanish-specaking
vopulation to total market, the Spanish-language TV stations

located in the market, as well as their channel number, time

96t6 8610S

on air and an.estimate of the TV homes able to receive them.

Senerally, the programming on the stations consists of sports

(Boxing, Wrestling, Bull Fights, Soccer), musicals (Variety and




N

c~:edy), novellas (adult soap operas run as serials) and drama,

&=z well as Spanish movies,~local live programs, news, public

gervice and special events (such as live telecasts from Mexico

ity).

Q

sinée most Spanish TV stations are UHF transmissions, motivation
fcr Spanish-speaking homes to convert to UNF is significantly
hizhner thqn that of the general public. 1In New York, for
czzmple, UHF penetration in Spanish specaking homes is estimated

at 73% compared to 29% for all television homes.

padio

Fadio represents a primary means of reaching the Spanish
market. Although there are over 250 stations in the U.S.
vith one or more hours of Spanish-speaking programming
cach week, there are 47 stations which can be considered as
a major influence on the Spanish market. Exhibit II shows

by market the pertinent media information on these stations.

The programming format of these stations, generally, over the
past few years has been moving more to music appealing to the
Qoung—adult listener, as compared to the former programming
crnphasis which relied heavily on the novella, appealing to

the older age groups.

Noewspapers
“spanish-language newspapers, with but few exceptions, are

limited in circulation and provide a relatively low houschold

coverage in their respective markets.

L6E6 8610¢
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There are 14 newspapers tohbe considered in reaching the
Spanish-language population in the U. S. El Diario-La Prensa
in New York is the most widely read of all these newspapers,
yet this publication only provides coverage of approximately

20% of the Spanish-language households in the New York Metro

Area.

Exhibit III lists, by markets, these Spanish language news-

papers.

Magazines

There are only three Spanish-language publications worth

considering at this time, for providing coverage of the U.S.

Spanish market —;'&emas, Pimienta and Vanidades. None of these

has an audited circulation. (Exhibit IV)

Outdoor

Outdoor advertising represents an effective means of delivering

reminder messages to the Spanish market, since showings can be

-tailored to locations in Spanish neighborhoods. (Exhibit V)

Cinema

Cinema advertising opportunities in New York, like outdoor,
can be tailored to specific neighborhoods. However, there
are reservations about the use of this medium due to lack of
demographic data on the movie audiences, and because of ques-

tionable verification techniques.
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Exhibit VI lists Spanish-lmnguage theaters in the metro-

politan New York area, as well as estimated weekly audiences.

6656 86106




€

rd

Farkel

Chicaego, I1l.

%) Puso, Tex./Juarez, Mex.

Fraaro, Calif.

“reria) Valley Tox./
. LN 2
o

teretat, Moz,

Vieedp, Tew./duevo Laredo, Yex,

v . ”, b o
Lae Anceles, Calif.

00h6 86105

. "“,‘ o @
)

I

. .
e o

LEYNOLIL Tuballe CUidald

SPANTSH THIMVICION MAMETS

Spanish
b, 4

(G

250 i

LLS PP

9C6 %0

ALY or part of Adr Time is Spanish Propramedng

e
c*
W]
*
)
O
3

WCIU-TV

e~V
Eril-TV

KAIL-TV .

ICU-TV

XHBC-TV

XEFE-TYV
KEX=LY

KLXA=TV

- S .

Casvi el onoAalr¥

KRS L5 oA-s
.

40 (UHF)  5:(Crn-ll:Cii

pXA,!

26 (UKF) 5:00Ps=T:CUPX
(Sat.-Sun.)

5:00Pi-11:00P:4)

5 (vee)
2:00P:2.8:008% )

53 (UHF)  5:000it-11:00P: )
{Sun.-Fri.) )

15008 1=1 2 :GOP#)

Sata‘; ,\

L3 (UAF)  2:00P1-1):30P4 )
(Msn.-Fri. )
7:302:4-11:00P4 )

(S&t»} )
G:00ML=T:00P )

c(sun.i )

3:3024-12:004
(Sun.<Ba%.)

Ié e - .
2 {V4F) 24 hours

RIS INDES 9 31
Mem.-rris
10:COL~23 2
{Eut =dun,

¢

a—

(oni.~Fri.)
Qe Cd=11: 0k
(Set.~Sun.) )

Yere

AL A



€ - -

' . " . N Y.}
; /'Y'f-/!~flf ."14 '3'1;:1'(:(4’1 (:’I!"] I’-'v !

(LR ~ o

v‘vﬂ( In ™
Pace Two

SPANLLE PRIV ISTON GALRETS

¢

\

\

. may .

K N, S e @ A H‘\?‘-"‘

AN NEONN auanisan AV ach s}

. . , “ ' Conen Sl o Y w iy TP ey
R 2T > 3 o vIlLeh Vievieei e LD oAt NSRS P Y
A - ———

) (%)
New York, N, Y. 11,687 1,800 13 WXTV L1 (UNF)  6:COFM=11:30F

)
(mon.=¥Fri.) )

L:CCHL=31:30M )

N (Cut.-Swn.) )

WNJU-TV 47 (UHF)  5:30Rx-12:(Ch )

‘ ' (¥en.~8at.) )
' L s (CYA=22:CCH(Sun)

Phoenix, Arize 874 131 15 KPAZ-TV 21 (UHF)  10:002.4-12:004 L, , LU0

(Sen,=S=t.)

San Antonio, Tex. 1,023 392 33 XWEX-TY 41 (UHF) 3

:0CPH~12 100 81,200

{Yon.~Fri.) -
12:C0N=12:00¥¢

(50t =Sun, )

Szn Diego, Calif./Tijuanas, Mex, 21,578 ne9 3 XEWT=-TV 12 (VHF) . L :00Pi4=2:00A4 79,63C
: . (suﬂ . éat' ® ) :

~loter ALY ovr part of Air Time is Spanish Prograrmming

/15759 L0n6 8610S

s/



- - - VG
- - - VIl
- - - Vi
"z i T2 8961
52 3 07 *K0X="320
- - - Vi
- - - vida
= - - Vil
- - - Vil

(4 Y oo
i

[ea Yo}
-

- - - Vi
- - - v:',"r
Kkl 95 16 LV".; {
34 Z Le TIACY

FaCOt e VOO0l aSTd
L0007 =AV00:9  ysTueds

ouT3ATq

auryLeQ

sutyATg
onurgydT

“6aH 6T

“exy 8T
"SIy 02

sut3hed

*s3d 6T
auTyLed

"SIH T2

suts4ed

085T
0T 008

OCET
CL'Tt

cssT
C96

000°T/002%¢
co2‘¢

00946
000“T/000¢¢
o3t 00S/C00'T
0€ST cooot/oceies

309
0024

05T
09T

~F ey

‘Jae
000 0T
CO0° 24T

(o) A
oLb
08

oo T

00t
0sTX

062/0C0°*T
cCo‘T
c6'rt 052/cCo‘1T

0Co‘s

ONOX

100X
VA

oavx

W TN/ Ay

£8 g 00T %9t

- 50198 9402

0T st 00T
0T 20069606

8€ 1t 0OL TL
YT O OIS

YL o COCTTLT

vz g 007 IOV
L 00961

Wy
winla

6 11008 0T

T§ b 006351

. 6Twee COL*M9

€€ o CO6°40T

i'ﬁ. -
? ..I:OJ‘ 'h"‘:\'!l-h-;-‘

A 330 formns

N ey

X,
cxoy FETAUN SUAE L
.xl& O Ly @ Ly AN

. v $oevan o

Pud Kfiw {..:\.l_{ L ER RN

corny e

) “RL F3STRYY LRk

Co iy vos wm oo
i PO
PR MAOINE RN

*JTTLO

YW N fenbasnin

SV

0GET . |
Bod; | fi30m0g W % dad ; T
- 0130} .
G TURGS

SITNAVA CLIVYE HEINVAS

INVIZH0T 0UGNETDT

D

v ST ey 7
STICN Al o d




(a K. do DEINCLYS '3'(.(\"0 C(.‘.\'.P;';NY ASIN IQ\’

Fare ‘INro
SPANISE RADTO MARKETS T

Spanich .
Metro ' Spanish  6:00AM-  10:008%-  3:C0FM
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- —— b s . n ity

\
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- WLTO 250. 1220 Daylime 1967 - - -
WQBA 10,000/5,000 11,0 24 Hrs: ‘ 11 A 5

e Orleons, Lo, WIMR. 250 990 Daytime DNA - - -
Nar York, N, Y. / 1,800,0C0 v+ 15 WADD 5,000 1230 24 Hrs. Jan.-Feb. 64 L7 AR
RS 5,000 . 2360 20 Hre. 1969 7 0 20

Voo 5,000 14E0 19 Hrs. ‘ 26 20 2
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SPANTSH
' H
Criterion = 3 Cheey Jumior Posters - 6 Sheet

Narket Fumber of Vosters Fenthly Cost Number of Posters Yonthly Cost
fibuquerque, N. Mex. - voo- 15 + 200
Amarille, Tox. - S - 20 200
Austin, Tox.. - - ¢ 200
Eakersrield, Calif, - ' - 15 450
Carden, Y. J. 10 : 100 X 240
Carlsbad, N, Mex. L - - 8 135
Chicago, 111, 5 © 155 50 1,150
Cliveland, Chio : £ ‘80 15 360
'(30:‘0 25 C"l"'latl, Tex. - . - ‘ 15 als
Lallus, Tex. : - - 15 L0O
Zenver, Colo. - - 20 5CO
Cetroit, Mich. 10 ‘ 105 10 290 ,
1 Paso, Tex. - - 25 . L35 r
For: Worth, Tex. . - ' - 1e : - 200
Fresno, Cdl f. - - - 15 L5C
'-ouJLOn, Tex. - - 25 T
taredo, Tex. - o - 5 303
los fingeles, Calif. 50 515 175 5,250
Lubbock, Tex. : - - , 15 . 250
*iaxi, .l“. - : - IRY) 52
“idland, Tex, - - 5 20
Lw Orleans, Lad _ - - 20 370
New York City, N. Y. 300 3,075 200 5,000
Cdessa, Tex. - - - 6 110
thiladelphia, Pa. 100 105 - 20 LR0
Phoeniz, Arlz. - N 30 _ 7:0
®ueblo, Celo. - - 10 . 250
Tiio Grunde Valley Mxt., Tex. - - lg 360

$/15/69
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Exnitijt VI
Page (ne

REYHCINS TORACCG COMPANY

SPAN1SH- S. A LG NOYTE TREAINES
TR TAN MY YOHK |

Approx,

locztion Ihenirs hddress Lklzahezienns
Manhattan: Aztece 1492 khadison Avenve 1,240
Cosno 176 rast 110tk Street 3,900
Edison 2704 Broudway 2,600
Jefrerson 214, Bast .Lth Street 5,00
iew Delaneey 62 Pelznﬁay b, 7,300
0)ympia Breuduny & 107th Stract 5,100
S Juzr, 3950 broudvey 7,420
Tepic broadvay & 1L?th Street 1,900
. Bronx: Art 1077 Southern keulcvird 2,800
bouluvard Southierrn bkoulevard & westciester 9,000

: Ave.

: Freercn Freensn & Southern boulevurd 500D
Presicent 827 lestciester Lvenue L,500
. Prospect 851 Frospect Avenue £,2320
. Puerto Rico L90 East 138th Sircet 9,560
(" ‘Brocklyn: Colisewn Lth Avernve &t 5Zrnd Street 3,200
Frooiere 502 Sulter .venue 5,£00
‘Rio Picdrac Broadvay ¢ hyrtle Avenue 6,900
Teriminal Lth Avenue & De:qn Sircet 3,500
LQusens: Pluze . 103-14 keosevelt Avenue, Corera 1,939

Celeny

S 14,0 /,84Y Street, Unicn City Z,L00
Fords £35 K. krunswizi: kve., Yords, T,200
) P. Amblcy
Iyric Lardieville 730
Teny 1212 Sunr it avenuo, Union Gty 1,400
Treat Orenge & Zread Shrects, hewern 1,670
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R. J. Reynolds

Spanish-Language Market Study

Advertising Execution

Although the national origin of the Spanish-speaking group
is different in New York, Miami and the "Latin Cresent",
advertising need not be specifically tailored for each
segment. At least the major soap and detergent makers,
and proprietary drug producers (home remedies to this mar-
ket) usually advertise in a generic fashion to all the
Spanish-speaking groups. However, if commercials are
executed to appeal specifically to Cuban/Americans it does
not follow that the same commercial would be effective
with Mexican—Americaﬁs. The Benton & Bowles study noted
that "patterns of usage among the Spanish-speaking people
tend to differ from those of the total market, stemming
from a basic reluctance on the part of the Spanish per-

son to surrender his identity or traditions."

Spanish-speaking consumers are extremely loyal to brands
advertised to them. But to win them takes more than
simple translations of product labels from English to
Spanish. It requires gegular advertisiﬁg in order to
build up confidence in the product but once that confi-
dence is gained, they can be éxpected to be loyal forever.
Several studies indicate that the typical Spanish-speaking

buyer prefers advertising to have copy with colorful

LLb6 8610S




adjectives, presented in a*friendly and warm tbne; that

use of easily remembered symbols for the products help
sell them; and that he seeks the prestige and confidence of

nationally advertised brand products.

Literal translations or the wrong music can set brand

loyalty back for years. Adaptation, not translation, is

of utmost importance. Copy must be carefully written to

avoid é degenerate Spanish/English idiom. While this is
usually acceptable when spoken, it is objectionable when used
in print ads or as announcer copy. The musical idioms of

the United States and Latin America are poles apart. The
Spanish listener, whose radio or Té dial is loyally fixed

at his Spanish-language station, is responsive primarily to

the Latin sound. American sounds are ineffective.

Finally, to advertise most effectively, the key consideration
is to determine the decisive versus the nondecisive motivations
which influence this segment of the market. It generally is
not as effective to aim at the Spanish-speaking consumer as
such, as it is to aim at his motivation. The question then
becomes what is his decisive motivation.. Perhaps this can

best be answered by the results of a beer study among white,

Negro, and Puerto Rican consumers. Reaction to product bene-
] .

Zin6 86105

fits (lightness, body, color, etc.) were about the same. Dif-
ferences occurred, however, when personal versus social moti-
vations were considered. Puerto Ricans apparently placed little

emphasis on the personal satisfaction of drinking beer, although




On the other.hand, Puerto Ricans placed

Negroes did.
great emphasis on the social interaction associated with

drinking beer, and Negroes did not.

Obviously, the point is that "social interaction" is per-

haps one decisive motivation of Puerto Ricans and any attempt

to sell them had better take this into primary consideration.

€186 86105
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VI.

R. J. Reynolds

Spanish-Language Market Study

Competitive Advertising Expenditures

In 1969, P, Lorillard increased their budget by 73% over

1968. This increase was due primarily to the additional
weight they placed in Spanish-language broadcast media

and the use of billboards. On radio, they almost doubled
and on TV they more than tripled their 1968 spending levels
on Kent, Newport, and True. They reduccd their Spanish-
language newspaper expenditures by. 40% and continued to have

no advertising in magazines or billboards.

British American also increased their 1969 Spanish-language
market budget. Their increase was 85% over 1968. -Like P.
Lorillard, the increase was in broadcast media. Radio ex-
penditures were increased by about 20% and then TV effort

was almost quadrupled. Kool's budget was more than doubled
and Viceroy, while not advertised to this market in 1968, re-

ceived the same weight as Kool in 1969.

American Tobacco, while slightly increasing its budget, elimi-

nated its radio effort and put all its 1969 budget in TV.

R. J. Reynolds increased its Spanish-language media budget,
from $277,000 to $296,000. Media weight was redistributed

in 1969 so that Spanish-language radio received the heaviest

weight.

SLhe g6tLos




puring the same two-year %ériod, total wiNSTON's budget in
this market increased by $15,000. The additional money was
placed primarily in TV. Weight distribution among the media
also changed. 1In 1969, WINSTON spent more in Spanish-language
TV than in radio. 1In 1968, slightly more was spent in radio
than TV. Also, in 1969, WINSTON Super King media weight was

reduced by 65% and this effort was reassigned to WINSTON 85.

Philip Morris had no 1969 Spanish-language advertising effort.
There were no 1969 expenditures by any cigarette firm in the
magazines and only Kent and Newport utilized billboards. Other

spending in the Spanish-language media appeared to be tokenism,

Spanish-Language Advertising Expenditures

(By Company/By Year)
(000)

1968 1969
Total WINSTON $191 $206
R. J. Reynolds 2717 296
P. Lorillard 300 521
British American 96 178
American Tobacco 46 54
Philip Morris 20 =
Liggett & Myers 204 23

9ih6 8610S




R. J. Reynolds

WINSTON Spanish Advertising Expenditure History
By Year/By Brand/By Media
(000)
Year Brand Mag. News. TV  Radio od. Total
1965 W85 $ - $ 6 S$11 $47 § - S 64
WSKS - - - - - -
‘WM - - - - - -
Total § -~ $ 6 $ 11 $ 47 $ - $ 64
1966 w85 $ - $ 6 $ 50 $ 50 $ - $106
' WSKS - - - - - -
WM - - - - - -
Total § - $ 6 $ 50 $ 50 $ - $106
1967 w85 $§ - $ 4 $ 55 $ 37 $§ - $ 96
WSKS - 4 6 . 26 - 36
WM - 1l - 10 - 11
Total § - $ 9 $ 61 $ 73 § - $143
1968 W85 $ - $ 4 $ 45 $ 48 §$ - $ 97
WSKS - 4 44 46 - * 94
WM - - . - - - -
Total $ - $_ 8 $_89 $_94 $__~- §191
1969 w85 $ - $ 7 $ 75 $ 86 $ - $lee
WSKS - 1 30 7 - 38
WM - - - - - -
Total $§ - $_8 $)105 $. 93 S$S_ - $206
CGH/dm
8/22/69
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Spanish Advertising Expenditure History

Loews' Theatres

Brand

Kent
Newport
True
Century
Erik
0ld Gold

Total

Kent
Newport
True
Century
Erik
0l4 Gold

Total

*Includes Temas.

By Year/By Brand/By Media

Brand

Kool

Viceroy

Raleigh/
Belair

Total

Kool

Viceroy

Raleigh/
Belair

(000)
News. TV Radio Total
- $ 7* $ 21 $ 44 $ 72
- 7* 21 44 72
- 7* 21 44 72
- - 21 43 64
- - 20 - 20
- $ 21* $104 $175 $300
- $ 2 $ 77 $ 84 $166
- 2 77 81 163
- 9 77 84 - 170
- - - 22 - 22
$ 13 $231  $271 $521
British American
Spanish Advertising Expenditure History
By Year/By Brand/By Media
(000) .
News. TV . Radio Total
$ - $19 $ 39 $ 58
- - 38 38
$ - $ 19 $ 77 $ 96
$ - $ 46 $ 42 $ 88
- 46 44 . 90
$ - $ 92 $ 86 $178
P ————{ b ————— E——— S —

Total

CGH/dm
8/27/69

8Lu6 86L0S



« €

R J. REYNOLDS TORACCO OOMPANY

b 23 ESTIMATED MAJOR ITIVA ETHNIC ADVERTISING EXPEMOTTURE MLISTORY

BY YEAR/BY BIAND/BY MEDIA
000

w Rewvapapars Yo Radlo Ovtdoor @A
Iy Oovnawyv & Brandy dovish Spnish Total Nesro Jewish Spinish Total  Negro Jewish Spanish Nezro Jordsh Spanisn Total Nero Jewish Smwniah Toral  JOTAL
1963 P22 _Prands
VIRSTON 85 $26 87 $- $33 $- M1 86 $47 $- $< S N 3T 53 347 $267 §§- 3- S $- $ e
wmm - - - - - - - - - - - -~ - - - - - - - - -
mm - - - - - - - - - - - - - - - - - - - - -
SALEY 83 % 7 49 - 6 0 - - n n L 3 4 10 - - - -
™00 - 9 - 9 - % - 56 - - - - 2 - 3 - - - - e
L 2 = - 2 - = - - - = = = - 4 pL7] - = - - b}
TOTAL ® 2 $6 $11 t- 11 $12 123 $~ $- $ 22 'Oa &S 139 $566 $- $- $- 8- $ o
1966 E7R Previs .
WIFSTON 85 91 se $- $ > $- X $6 $ 40 $- $- $ 5 $5 $227 s $ % 9N $- S $- F"- s VO
IsmTON S8 - - - - - - - - - - - - - - - - - - - - -
WINSTOS PEYTROL - - - - - - - - - - - - - - - - - - - - -
SaLEX 23 8} 7 6 5% - 16 6 2 - - 0 0 653 7 51 ™ » - - 5 %06
=0 - 2 - 9 - 22 - 22 - - - - - & & - - - 3 .
CUE- (RF) 2 - - 2 - = - = - = L £ = 46 20 = - - 1%
TOTAL swo % 86 $0  $- 2 2 $R 8- $. S8 Moe  son S f157 NN g9 $- s 8y LW
39.01 IR Drande
wIsTON 85 $17 12 8- 829 8- 2 8 $28 8- $- $55 $55 $- 319 $3;¥ $5% $- $- S t. 8§ e
YIITCE =X - - - - - 12 [y 73 - .- 6 6 (D1 2% '3 s - - - - ”
VIXSTON MEYWOL ? - - 17 - A 1 5 - - - -{mam a 10 Ne - - - - b
sairm (83/502) Y] 8 [ 6 - 6 7 3] - - » 25 10 - 33 X 6n - - &8 N
- - - - - - - - 2
000 - 2 - 2 - - - - - - -
cozL (V/F) = - Iy T S S - . T e N = -t
TOTAL $109 $22 $8 $1? - b 816 3'62 $e $a 8N $91 $598 366 1)1 s %6 S $a F7Y) 2,1

1 1a) Segre effore - Oh!
m frronit-Bet A X

e/12/ AInsTon wrowe  85,477.00

& 111) WAz Tt $£:01,0.2,.5% (acial Kagro)
Rovised

9/12/67
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Jo RETNOLDS TOBACCO COMPANY

1965-1969 ESTHUTED MAJOR COMTTTITIVE ETRNIC ADVERTISING EXPEVDITURE HISTORY -

BY YEAR/BY o\D/BY MTL
(o)

o prepives EETES aE RN e e em T S T e T e T s Tl G Tl aelh Tl o
1968 PIX Pready
ITeS 8% $- 86 $- $ 6 $- 825 $4 $29 $- $- $ LS L Y $158 835 848 $20) $- §$- $- $- $
MO SvS - 6 - 3 - 25 4 29 - - » »m 05 35 L 186 - - - - 263
IETOn ETTROL n - - 5 - - - - - - - - 155 - - 155 - - - - 26
e (es/s13) A2 10 9 61 - 17 7 2 - - % 1% n? - a Lo8 - - - - b
carzi (s/7) 2 = = L2 = = = B T T S = = = _ = 2 = = R
TC2AL 135 22 89 $166 $- 867 $15 ] s - $- $105 8765 $70 8158 $990 $- S $- $- 1,03
lort Thvetrg -
Lot .83 8- $- '8 S48 27 S 875 8- $- $2 $23 20 $- $M 2 $. $- t t- 8§ w»
Sevport - = - - - o 7 . - a a - - - - - r. “
Tree 2 - - b ] 6 208 ™ L - - a 2 20 - u 254 - - - - b1
Contury - - - - 1 - - 10 - - 2 n - - 43 X ] - - - - 3
& - - - - - - - - - - 2 b - - - - - - - - F)
04 Gala - = - - R -— T = - = = -— - I ST .
: TOTAL $5) $- $- $63 $us 360/ sa°  $19 $- $- KW % 0 $- N5 BT - $. S $- 8 %
Syitierdewriom
Zeal 853 8- $- $5 820 S $- $ $- $- $9 $219 %0 $ 'y $309 $- 8- $- t $ 0
o - - - - LW e “ - e - - . - ) T - = - - )
Ralatgn/Balaty = = = S . S T S e e S S S .
TOTAL 53 8- $- 33 s Sof - $% $- 8- $19 319 $330 . ST N 8- $- $-° $- $3m
: Ms.!x.sm&.l.'s.&f'gs.w y
fMaciades Yekisnal Ablieations, Jowish « Joseph Jacobs Organization
*2aclades Tome. ’ lvrr:md;m(f,h:v) -
e/ | _TPRTRE N ¢« Retla Hepresemtstives
Anvions $/17
(1Y4 1 86106

e L L TILLD) S/ VVVVVVL ITIUUSLTY GO CUITIC




(4 @

R._J, REYNOLDS TOBACCO COMPANY

b3 X ESTIMATED MAJOR COMPETITIVZ ETHNIC ADVERTISING PXPEND HISTORY
DY YFAR/BY DRAWD/BY MEOTA
(o)
1968 Arv=tenn Yobacoo
Cont,

Tareyton X 8- $-  $% $- $10/ $- $0 $- - $W S $0 $. $U  $3  $- $- $- S~ $ 108
Fall M) s - - » W 20 - s8 - - 12 12 L0 - n 5 - - - - 156 o
Carlton - - - - - - 1e 1 - - - - - - - - - - - - 1
Lacky Strike 1 - - 1s - - - - - - - - - - - - - - - - 15
MMiva Thins -— — — — — -— -— — — —— -— — — — -— — — — — — —

TCZAL @ 8- . §$- $e, S8 S0 $2* 369 $- $- $23 $23 $80 $- $22 @ $- 8- $- $- s
Lirzett & Frere :

L3 $- $- $- $- 8- $- $- $= $- $- $- $- $25 $- S0 $29 $- $- $- $- S22
Lark - - - - - - - - - - - - - - - - - - - rl -
Chosterfiedd . T e — = - - -~ = T e -— - = - - I e —_— et

ToraL $- $- $- $- $- $- $- $- $- t- $- $- 825 f- $0. 329 $- $- 8- $- $
DMy Yorrie

Alptne $- 8- 8- 8- 3. $- $- $o $- $- $- $- $- $5 32 $25 $- $- 3- $-. $ B
" Marivere s - - 13 - - - - - - - - - - - - - - - - a8
Beneen & Nodges - - - - e - - e - - - - - - - - - - - - ¢
Parliament - - I R — ate e e -— B I . N -— T e emSam

ToraL Qs $- 8- i 86 8- $- 38 $- $. %- $- $- 35 $20 $3 $- $- $- - s ™

Sources for_competitive informalion

Jewiah - Joseph Jacebs Organisatien

Nerro Magazine (Ebory) - Pl

£ gl PR .
Fincledos Sationa) Nbliestions, % .-‘-ml-"- - N L O e

*lneluion Tomas,

a0/
Rovised /17
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) EXNIBIY 12T (Cwm.)
P, J, REYNOLDS TOBACCU COMPALY .-

1965-1969_ESTIMATED _MAJOR COMPETITIVE FTHNIC ADVERTISING EXPENDITURE HISTORY

BY BY BRAND, MEDIA
00V,

Television
Negro Jewish Spanish Total

Newspapers

Magazines
Nepro Jewish Spanish Total

Out.door
Regro Jowish Spanish Total 3

Negro Jewish Spanish Total

Radio GRAND
Yoar Cowpany & Brands Negro Jewish Spanish Total TOTAL

1949 Amarican Tobacco
Cont,

Tareyton $42 $- $ - $ 42 $- 89 $- 8¢ $t- $- $18 $218 $9 §- $ 96 $- 8- $ - $- $ 164
Fall Mad1 s - - 18 a1 - o - - 1 18 - - - - - - - - 157
Carlten - - - - - - - - - - - - - - - - - - - - -
Lucky Strike - - - - - - - - - - - - - - - - - - - - -
Silva Thine A2 = = 42 = = = = _ = 2 2 _— = = - = = = - X
TOTAL 2 $- $- $132 tel $20 §$- r101 $- §- S 5 $ 5L $9% $- $- $ 9% $- $- $- $- $ 3
Ligrwe & Mrery
Lax $- 8- 8- $- $3 8- $- $3 $- $- $- $. s1 $- $23 % $- $- S$- 3- & ¥
Lark - - - - - - - - - - - - - - - - - - - ri- -
Chesterfield = = —_ - = = - = = = = } = = - —_— o = = =3
TOTAL . $- §$- $ - $- $ 3 8- $ - $ 3 $- $- $ - $ - $12 $- $23 $3 $- $- $- $- $ »

Alpine $- $- $- $- $- $-. §- $- $- - $ - $- $- - $- $- - §- $- $- 3 -
Marlbore - - - - 1 - - 1 - - - - - - - - - - - - -1
Benson & Nedges % - - 90 - - - - - - - - - - - - - . - - %
Parliasent - - - - - - - - - - - - - - - - - - - - -
Lids = = = - LI T - = o = - -2 = = -2 B . I —

$-1 8- $- $ 1 $- $- $- $- $
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Jewish Market Study

Profile of the Jewish Market °

The large majority of Jewish people in the United States today

are the progeny of emigrants from central and eastern Europe

who arrived in great waves at the turn of the 20th century.

Like Jews who migrated to many other lands, they possessed
unbounded energy and ambition but no money—a combination
which led them in;o low-investment business such aé food

and drug wholesaling and retailing, real estate operations

and all phases of the garment industry where they and their

families have prospered.

Jewish passion for education and professionalism is, of
course, historical; and as this passion found expression
in their children, the next generation brought forth a

proliferation of lawyers, doctors, dentists, accountants,

and teachers.

A. Population

The latest Jewish population count in the United States
in 1967 was estimated at about 5,800,000: wIn 1966, thg
total Jewish population in the United States was esti-

mated at 5,720,000. The avérage annual growth rate for
the decade 1956 to 1966 was just under one percent (1%).

This compares with the average annual growth rate of

1.5% for the U. S. general population in the same decade.

L2h6 86105




N ~ More than 953% of the estimated U. S. Jewish population
\~) is distributed in urba; areas. More than a quarter of
the city population of New York is Jewish and over half
(54%) of the estimated total Jewish population in the
U. S. resides in the New York/Northeastern New Jersey
standard consolidated area.* The 971,700 Jewish families
represents 22.8% of the 4,261,800 families in the area
and the largest single cultural group. This huge concen-
tration of Jews - 3,150,000 - is the greatest that has
existed in thousands of years of Jewish history and
accounts for 25% of the world‘é Jewish population. While
. the city and surrounding suburban counties togethér in-
clude over half of the natiop's Jews, almost all the rest
t:j have once lived in the city, will at some time live there,
or have parents or children who live there. It becomes
obvious, therefore, that the success or failure of a
brand in the New York marketplace is closely related to

its acceptance within the Jewish community.

Adding this area's population to the estimates for the
nine next largest Jewish communities, we find the com-
bined total to be over 4,934,500 or 85.5% of the total

estimated Jewish population in the United States.

8Zn6 86106

o *10-county area (source: U. S. Bureau of Census) New York, Bronx,
&/ Kings, Queens, Richmond, Westchester, Nassau, Bergen, Essex, Hudson.
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JEWISH POPULATION

TOP 10 JEWISH URBAN AREAS

January 1, 1968

Rank Area Pop..
1 New York, N. Y. 3,14,
2 Los Angeles, Calif. . S0
3 Philadelphia, Pa. 33¢,
4 Chicago Metro Area 269,
5 Boston, Mass. ' 185,
6 Miami, Fla. 130,
7 Washington, D. C. 100,
8 Baltimore, Md. 100,
9 Cleyeland, Ohio H5, .
10 Detroit, Mich. __B5,¢

Total: 4,9 4,5

Income/Employment

As the Jewish population, in large pait, becan

t

born and college-oriented, there was .n upwaiw

their.occupational status. ConverselyY., statint "
the U. S. Census show that the foreiyn-born SR
have a much larger percentage with luwer eduvAi‘”““i
attainments and occupational levels than the ket
The latest estimated median income for Jewish |¢mt\\t“'
in 1964, was about $8,500. This compares with '!" f‘°°
median income of $7,700 for the total U. S. rUP“'“'\o“

as reported by Fortune.

*See Footnote, Page 2
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In addition to its size and concentration in the New

York area, the Jewishkﬁarket is a high income group.

For example, the 1969 Pulse report stated that 29.2%

of the New York Jewish households reported incomes of
$15,000 and over as compared to only 9.6% of the non-
Jewish households; 59.9% have incomes over $10,000 a
year versus 26.8% of non-Jewish families. At the lower
end of the economic span, only 19.7% of the Jewish house-

holds reported incomes less than $7,500 as compared with

49.1% of those in non-Jewish households.

U. S. Census tables show that college-educated Jews pre-

" fer to enter occupations where self-employment was possible,
e.g. doctors, lawyers, and accountants. Similarly, an
analysis of Jews in the managers, proprietors, and offi-
cials categories as defined by the Census also show a
disproportionately large number of proprietors (in many
cases, proprietorship may have been on a relatively modest
economical level, e.g. small retail stores) rather than
managers and officials. However, the distinctions of
occupations preferred by Jews are most significant when

.the professional category is separated by "salaried workers"
and "self-employed". 1In the "employed college graduate”
category 39% of the Jews are salaried professional workers
as compared with 53% of the total population. While 19%

of the Jews were "self-employed" professionals, only 10%

of the total population was self-employed. Similarly, an

analysis of the managers and proprietors category showed
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virtually identical proportions of salaried and self-
employed for Jews while for the total population the

salaried proportion was twice that of the self-employed.

The median income figures'and the high levels of education
and professional occupations indicate that Jews are a high
income group.

Education

A characteristic of Jewish communities, which appears to
be independent of their size or location, is the high
leyel of secular education. As a minority group, they

have perhaps the highest level of educational attainment;

" education levels, of course, are highly correlated with

socio~-economic status. For the younger age group, which
may be indicative of future trends, Boston estimated that
78% of those between the ages of 21 and 29 have attended
college; Milwaukee estimates that 83% of those aged 20

to 34 attended. 1In New.York, more than 80% of those of
college age are currently enrolled in college, and while
more than 25% of the population of New York's central city
is Jewish, they constitute 50% of all college graduates

in the New York area.

A Jewish Renaissance

The founding of the State of Israel 21 years ago was a
]

profound event which touched off a "renaissance" in Judaism.

The more recent 6-day war and the continued unrest in the

Middle East have undoubtedly contributed to a further
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awareness and pride among Jews of their heritage.

.

Significant evidence that Jewish customs and traditions
are undergoing a revival }s found in Jewish homes. Thereo
has been a vast growth in the enrollment of Jewish school
children which is indicative of a greater involvement by
younger Jewish families with Judaism. 1In 10 years, Jewiul,
school enrollment, estimated to be 600,000 in New York in
1968, has doubled while the Jewish population growth has
been less than 1%. There also has been expanded con-
struction of ;ynagogues and community centers. The lattu, .
serves Jewish families from childhood throughout their
adult lives and provides nursery school facilities, reliqi.,g
education, scouting activities, teenage and young adult
programs, cultural activities and organizational work in-

volving Hadassah, B'nai B'rith, and others.

The Kosher food business has grown rapidly in the past
few years. This is evidenced not only by the growing
number of‘supermarket items with various Kosher signs on

the labels but also by a growing number of Kosher caterers

in the large metro areas.

The 1969 Pulse Study also provides some indication of the
growth/continuation of Jewish customs and traditions:
. 56.4% of Jewish Families maintain 2 sets of
dishes and utensils for meat and dairy meals.

. 77.4% purchase Kosher meat and poultry.
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. 55.1% observed the lighting of candles on
| .
Friday night for the Sabbath.

. 85.3% light candles in December on Chanukah.

There are other trends evolving among American Jews which
at this point, cannot be fully assessed in terms of their
effect on Jewish traditions and religious observances.

The most important change is perhaps the Jewish population
movement from the central cities to the suburbs. Many
feel that it is inevitable that they will assimilate with
the general pépulation through social contacts and inter-
marriage and the old barriers among Orthodox, Conservative
and Reform groups will gradually be eliminated. However,

most feel that the "Jewish spirit" will never be extinct

as Albert Vorspan wrote in the preface of My Rabbi Doesn't

Make House Calls,

"Every few months a national magazine comes out
with a bombshell article on how American Jews are
vanishing. The article always cites the low Jewish
birth rate, the growing rate of intermarriage and
the alienation of Jewish college students. The
reaction is always the same. Jews panic. The
magazine sells out by morning. Jewish masochism
is briefly gratified. For months, the synagogue
pulpits of the land resound with dire sermons on
the imminent disappearance of the Jews while the
congregants, experiencing a mild sensation of

deja vu, sigh sadly, facing the end-once again-
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with resigned fortitude. Then the article
.

<:5 vanishes; the Jews plod on.

"This has been going on for three thousand years.

It will go on for another three thousand years. If

) you are a gambling man, put your chips on the Jews.

No people has been counted out so often-and always

outlives those who bet against them. Believe it-

Jews are here for the duration. They are the greatest

survivors in history. (Have you seen any Babylonians

lately?)"
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'*10 county area - New York, Bronx, Kings, Queens, Richmond,

[

R. J. REYNOLDS

JEWISH POPULATION

TOP 30 JEWISH URBAN AREAS

Area

New York, N. Y.

Los Angeles, Calif.
Philadelphia, Pa.
Chicago Metro Area
Boston, Mass.

Miami, Fla.
Washington, D. C.
Baltimore, Md.
Cleveland, Ohio
Detroit, Mich.

San Francisco, Calif.
St. Louis, Mo.
Montgomery County, Md.
Pittsburgh, Pa.
Cincinnati, Ohio
Hartford, Conn.
Buffalo, N. Y.
Milwaukee, Wisc.
Indianapolis, Ind.
Denver, Colo.

Kansas City, Mo.
Minneapolis, Minn.,
Rochester, N. Y.
Prince Georges Co., Md.
Dallas, Tex.

Houston, Tex.

New Haven, Conn.
Providence, R. I.
Oakland, Calif.
Atlanta, Ga.

Population

3,150,000%
500,000
330,500
269,000
185,000
130,000
100,000
100,000

85,000
85,000
73,000
57,500
52,700
45,000
27,500
26,000
25,000
24,000
22,900
22,000
22,000
22,000
21,500
21,500
20,000
20,000
20,000
19,600
18,000
16,000

Westchester, Nassau, Bergen, Essex, Hudson.

Source:

U. S. Bureau of Census;

1968 American Jewish Yearbook
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R. J. Reynolds
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Jewish Market Study

S IT. Marketing Results of U. S. Companies

There is, of course, no question that general advertising in
the volume done by WINSTON is seen and/or heard by all groups,
including Jewish. However, there is clear evidence to show
that good advertising aimed exclusively at Jewish people bro—
duces far better results than general advertising is able to
obtain from those same Jewish families. Pulse figures* on
WINSTON in New York City bear this out. The following figures
indicate the excellent progress pf WINSTON in the Jewish market

Cf? as compared with the market remainder, as well as showing
WINSTON's overall growth in this area during the last four

years.

TOTAL WINSTON BRANDS

Year Non-Jewish Jewish
1966 6.3% 10.3%
1967 7.2% 11.4%
1968 7.6% 13.4%
1969 8.2% 14.5%

The following figures from a recent Pulse study show how other
products merchandised and advertised to the Jewish family do

so much better than their major competitors who do not use

Jewish promotion.

& A :
e, - P N [T . :
“ilse figures 2 ncceptable only when used to indicate market trends
«#nd brand relatironships,
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Non-Jewish Jewish

*MY-T-FINE PUDDING = 27.0% 70.0%
Jell-O Pudding 20.1% 14.1%
*MAXWELIL HOUSE . 32.5% 52.8%
Savarin 10.4% 11.9%
*ANACIN 35.4% 62.0%
Bufferin 27.8% 30.1%
*CHUN-KING 8.1% 12.5%
La Choy 6.4% 6.8%
* AEROWAX : 4.9% 13.4%
Beacon - 20.3% 11.0%

(*Advertised in Jewish Media)

WE _ .
"Gillette has been running a series of print ads featuring

well-known personalities. None of the men used are identified
as being Jewish, nor does the headline or text have any Jewish
connotation. Yet, the ads are creditéd with helping Gillette
improve its market penetration among the readers of these..
papers and magazines. According to a Pulse report, Gillette
Super Stainless Blades are in 39% of the Jewish homespin the

New York metropolitan area this year compared with 30% two

years ago. The share of its closest competitor in this market,.

Wilkinson, remained constant in this same period at about 25%.

There is definite evidence that those firms which have pur-

posely attempted to influence Jewish consumers with specialized

advertising and promotion have been successful in reaching and

selling them far more effectively than their competitors who

have been content to reach Jewish people only through general

media and promotion.
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R. J. Ré&nolds

Jewish Market Study

Media Planning Implications

Al

Jewish Media Usage Rationale

The 1969 Pulse study indicates that Jewish families watch
substantially less television than do non-Jewish families.
In addition, far fewer Jewish families watch TV at a key
hour of the day. Even more significant, 43% of those
families interviewed spent no time "watching television
yesterday" as compared with only 15.7% of the non-Jewish
families. These significantly lower viewing levels in
Jewish homes must, to a large degree, be a function of
higher income and educational levels rather than the fact
that they are Jewish. Nevertheless, the absence in 43%

of the JeQish homes of the sight, sound, motion advertising
medium, TV, makes it impossible to rely on TV as the

primary medium of reach or influence.

There is no quantitative rationale which demands the use
of Jewish-oriented media merely to reach the Jewish con-
sumer. However, most media basically reflect the interests,
desires and aspirations of their primary audience, which
is largely white, Anglo-Saxon, Protestant. Reclassification
of these media as "WASP-oriented" would be far more accurate
énd functional than their most frequent classification as

"general"” media. This is not to imply that Jewish
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audiences "turn off" general advertising. They don't.
j .

But to be influential, advertisers should use customer--

oriented media in which the 5.8 million American Jews

can _truly identify with in the same manner as other con-

sumers do with media oriented to them.

Jewish media serve the special needs and interests of
this large, culturally distinct and generally affluent
market. It fills the "information gap" which exists in
general market media by providing news, articles and
features .about Israel, Jews throughout the world, polit-
ical news of importance to Jewish families, and Jewish '
social news. This is information that Jewish people want

but cannot get from any other media.

Jewish nmedia also provide a platform for specially developed
Jewish copy appeals for maximum effectiveness in seliiné |
the Jewish market. More imporﬁantly, it provides 100%
non-waste circulation by its iéolation/penetration of
Jewish homes only. Jewish consumer media also function

to some degree as "trade" media since a substantial portion
of the grocery and drug trade are Jewish, especially in

New York; through the pages of the Jewish press they are

alerted to special Jewish promotional efforts.

If brand awareness is the primary advertising objective,
then national advertising does generally reach this audi-
. »

ence. This is especially true with brands which have the

media mix and advertising budget of WINSTON. However, if
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the key objective is t: sell more of Product A to more

[
Jewish consumers, then they must be communicated with, .

not merely reached.

The point here is that the widespread assumption that
"general" media reachz: the Jewish consumer anyway and
that special campaigns Jirected to theﬁ are not necessary,
is a doubtful premise. To the extent that it is true,
“reached" and "persuali:3" are two entirely opposite
marketing objectives. Jewish media is not important

for coverage. Its str=ngth lies in the emotional in-

fluence it has on its zudience. It should be viewed by

marketing strategists 2 the basis of "audience delivered"

(this one numbers 5,87 :,000) rather than, as often is the

case, a non-essential ::Zjunct of general media.

- Jewish media advertisi-.z through the use of specialized

copy not only brings <ie strongest possible message to
Jewish people, but it Z-es so in media where none of the
circulation goes to an: other group, and in media which

offsets the weakness ¢ television in Jewish hones.

Media Analysis

1. Print
Jewish media is al=ost totally print. There are
'approximately 100 -:blications and over 90% of them
are printed in Enclish.(10% are in Yiddish). There
are 69 newspapers :a2rving local audiences on a weekly

basis in 30 differ=znt states. Also, there are 31

Znn6 8610S
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national publications, mostly monthlies. Since

1948, the year Israel was founded, the combined
circulation of Jewish publications has doubled
every 10 years. This thriving media picture is

a direct reflection of the modern Jewish market
itself, growing in population quantity and in
"Jewish quality", as posﬁwar families were formed
with children to rear in the Jewish tradition and
in a national climate of general religious revival

and mass educational opportunities.

Recent studies have shown that Jewish publications
enjoy high readership and most of them meet the
highest standards of eéiting as well as print%ng.

Tﬁey deallintimately and in detail with the activi-
ties, hopes and aspirations of Jewish people—1locally,
nationally and internationally. Jewish print is not
a religious medium; rather, it is concerned with
Jewish culture and Jewish 1if¢. It offers Jewish
audiences (about 75% of all Jewish families are
reached with this medium) in a Jewish frame of mind
when they read the publications and who, as a result,
can be sold best with specialized, Qather than generic,
print executioqs.

Radio

Jewish radio programming is available in such cities
as Hartford, Philadelphia, Miami, Boston, and Los

Angeles, but the most effective programming is in

Ehn6 8610S
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While two New York stations have Jewish pro-

gramming, WEVD (Af & FM) does the major share, .
about 50%. They have regular Jewish programs
beginning in eariy morning and ending at 1:30 p.m.
five days a week and other Jewish programs on
Sunday. Daily messages and programs aimed at the
Jewish audience include Jewish music, including
liturgical; Jewish variety/entertainment shows;
women programs which feature Jewish home economics,
entertainment and interviews with people of special
interest to a Jewish housewife audience; and Jewish
talk and record shows.

Other

There are.no TV stations with Jewish-oriented pro-

gramming and outdoor/transit efforts are believed

to be ineffective.
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ij L R. J. Rgynolds

Jewish Market Study

Iv. Media Directory

Print vehicles (newspapers and magazines) are the primary media

available to reach this-ethnic market.

A. Radio
In broadcast, WEVD, New York is the only station worthy
of consideration, with specific programming directed to
the Jewish market. This station (5,000 watts, 1330 kc)
broadcasts 24 hours daily, with a variety of programming
appealing to all ethnic groups.(excludihg Spanish and
Negro). Particular programming emphasis is towards the
Jewish and Italian segments of New York's poéulation.

B. Newspaper |
Of the 69 newspapers with editorial directed téward the
Jewish market, 32 of them have a circulation of under
10,000 and an additional 11 havé circulations ranging

between 10,000 to 15,000.

Exhibit I lists, by market, the Jewish population and
the newspapers available, with publication day, circulation,
open line rate and milline rate.

C. Magazines
There are 31 Jewish‘magazines published in the U. S.
Most of these publications.are issued on a monthly or

C!’ bi-monthly basis.
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" most one out of every four Jewish homes.

Hadassah Magazine is the most powerful single Jewish
) [N

magazine. It is the official publication of Hadassah,

the largest Jewish women's organization. Hadassah maga-

zine has a national circulation of 349,000 reaching al-

(Median income
of $12,611 with 62.7% college educated.)

Exhibit II lists the Jewish magazines, frequency of issue,

open rate cost for a page B&W and a page 4-color, as well

as CPM circulation.
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R. J. Reynolds

Jewish Market Study

Execution Development

Advertising to the Jewish consumer can be adapted from most
general media campaigns. It can be used most effectively

by tying in some important facet of Jewish life and culture

to the national campaign.

Today's Jewish market is peopled with a very "in" younger

generation. They have the economic resources to buy and to
do what they wish. They take advantége of-the Kosher resort
areas in the Catskills, the Jersey, Florida, and Carribean
beaches, the theater, racetracks and favorite dining spots.
These upscale, social outlets offer a broad advertising envi-

ronment for selling to Jewish people.

Settings and situations should be current and "in" and be
readily identified as "Jewish". Photography should catch
reality and conviction. Principals, in appearance and
fashion, should be ;elected to reflect an upscale and "with
it" atmosphere. They should not be heavy "Jewish" types al-
though people who are obviously "non-Jewish" will be un-
acceptable also. Their.dress should be reasonably hiéh-
styled to fit the situation. Radio copy also should follow

the strategy described above.
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VI.

Reynolds uses the regular merchandising support offered by

Jacobs.

R. J. Réynolds

Jewish Market Study

Special Merchandising

Since 1961, R. J. Reynolds has recognized the existence and

importance of the separate and distinct Jewish market by
advertising its products with specially directed copy appeals,
promotions, sampling, and other merchandising activities.

This has been accomplished through the utilization of the

Joseph Jacobs Organization., While compensated as Jewish

media sales representatives, they have functioned as a

'Reynolds advertising agency at no extra cost.

Since 1919, they have served as a Jewish marketing/media
specialist and have worked with manufacturers, service orga-

nizations, and agencies to stimulate sales among Jewish con-

sumers, especially in New York City. They have capabilities

in creative and production efforts relative to distinct Jewish

directed copy appeals. They operate one of two ways:
Provide advice and counsel on creative approaches
with the regular ad agency producing the ad, or

. Create and produce ads billing regular agencies

for out-of-pocket expenses and taking no com-

mission.

In order to make Jewish media advertising more effective,

They maintain a fourteen man merchandising force
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that covers New York's major Jewish areas on a year-round
basis. They call on groce;y and drug chains, co-ops, and
independents to put up display material, maximize distribution,
and to assure consistent and effective promotional cooperation.
This unique manpower is available to all Reynoldé products
promoted in Jewish media at no extra cost. Jacobs' services
are available to no competitors. In addition to this regular

support, they offer complete merchandising services for a fee.

Joseph Jacobs men carry and put up regular display material
supplied by the advertiser. However, it is generally more
effective to prepare special display material if thé Jewish
media advertising carries a special Jewish theme. This theme
then can be reinforced in special display material which will
be prepared on request. The major Jewish holidays are excellent

subjects for special merchandising activities.

Due to the great volume of media space placed by Joseph Jacobs,
it has excellent relations with the Jewish publications and
continually gains free publicity. As a result, Jewish media
promoted products receive strong additional publicity, a

service provided by Jacobs at no cost.
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Exhibit I

® .
R. J. Reynolds

Jewish Market Study

Jewish Market Merchandising Options

Joseph Jacobs' Regular Merchandising Support

In order to make Jewish media advertising more effective, the
Joseph Jacobs Organization maintains two merchandising crews
who cover New York's major Jewish areas on a year round basis.
Each crew has six men, and a working supervisor. Each man in
his own familiar territory works on a storeAby store "down-
the-strect" coverage of retail outlets, grocery and drug
chains, cooperatives and independents. The men are stra-
tegically routed and closely supervised. This unique manpower
is available to all RJR products promoted in Jewish media at

no extra cost.

More specifically, the Joseph Jacobs merchandising men:

. Check stock.

. Rotate older stock.

. Pack out back room merchandise.

. Check price structure and obtain approval for corrections.
. Work for increased facings, floor and window displays.

. Put up display material.

. Talk up product stories and advertising efforts.

LGh6 86105
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your product.




Exhibit I
(Cont'd)

When stock outs exist in chains or co-ops, attempt

to set orders placed in chain book, or through co-
operative warehouse.

Submit conmnplete reports of all services rendered.




Exhibit II

R. J. Reynolds

Jewish Market Study

Joseph Jacobs Full Time Merchandising/Sales Option

It is possible to obtain the services of Joseph Jacobs mer-
chandising/sales crews on a full time exclusive basis for
special drives in New York's major Jewish marketing areas.
In effect, for the period involved,.a firm has a trained
full-time specialized selling organization. There a?e more
than 3,000 independents in these areas. Many of them are
more important than the chains but, because of their size,
seldom receive the merchandising attention that the Joseph
Jacobs men can provide, especially to back up Jewish media

advertising.

The Jacobs men pick up goods from whélesalers and sell for

cash off the car, either obtaining original distribution or
plugging distribution holes in established brands. These
activities are coordinated with the firm's division managers.
They perform a complete merchandising activity — arrange

floor and shelf displays, push preferred stocks, talk up the
Jewish media advertising'and put up available display material.
They also may be directed to do special work in chain outlets
invaddition to their off-car sales coverage. Here the men

attempt to enter orders into the chain order book, maintain

7
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Exhibit II
(Cont'ad)

correct shelf position, increase facings, put up display

material, pack out merchandise and, in general, effect a

better disposition of products. Prior to major Jewish
holidays they assist in erecting Kosher departments.

Written
reports of this work are regularly submitted to the client.

The charge for this service is $1,250 a week for six men and

a working supervisor, including automobiles, insurance and
taxes.

Whether or not Joseph Jacobs men are employed for the special

full time services described above, all products promoted in

Jewish media receive the regular Joseph Jacobs merchandising
backup.
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R. J. Reynolds .

Jewish Market Study

Competitive Advertising Expenditures

Two cigarette firms, Liggett & Myers and Philip Morris,
eliminated their Jewish advertising budget in 1969. British-

American reduced its budgeﬁ by two-thirds and is only adver-

tising Viceroy. While American Tobacco maintained its 1968

level, P. Lorillard increased its budget by 43%, or $26,000.

Advertisements for True were halted and the Kent and Newport

" budgets each were doubled.

R. J. Reynolds increased its 1969 budget by $57,000, most of
which went for the promotion of DORAL. Total WINSTON in-
creased its budget marginally. Part of the increase was due

to a Jewish radio effort for WSK-M in early 1969.

Marlboro had no Jewish effort and no firm used the outdoor

medium,
Jewish Advertising Expenditures
(By Company/By Year)
(000)

1968 1969
Total WINSTON -$132 $145
R. J. Reynolds ' 159 206
P. Lorillard 60 86
British American 70 27
American Tobacco . 20 20
Philip Morris 5 -
Liggett & Myers 48 -
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WINSTON

R.'d. Reynolds

Jewish Advertising Expenditures History

By Year/By Brand/By Media

(000) :
Year Brznd Mag. News. TV  Radio Total
1965 We:s 7 $ 4 - $ 53 $101
Ws7.S - - - - -
w‘v‘ - - - - -
Total 7 41 - 53 $101
1966  WeS 8 34 - 54 $ 96
WSS - - - - -
WM - - - - -
Total . 8 34 - 54 $ 96
1967 wes 12 24 - 19 $ 55
WSKS - 12 - 26 38
WM - 4 - 21 25
Total 12 40 - 66 $118
1968 W85 6 25 - 35 $ 66
WSKS 6 25 - 35 66
m - - - - -
Total § 12 50 - 70 $132
1969 W85 7 27 - 35 $ 69
WSKS 7 27 - 35 69
WM - - - 7 7
Total $ 14 54 - 77 $145
CGH/dm
8/22/69
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Loews' Theatres

Jewish Advertising Expenditures History

By Year/By Brand/By Media

p

(000)
Year Brand Mag.. News. ™v Radio  0Od. Total
1968 Kent $ - $ 208 § - $ - $ - $ 20
Newport - 204% - - - 20
True - 20¢% - - - 20
Century. - - - - -
Erik - - - - - -
0ld Gold - - - - - -
Total § - $ 608 $ - $ - $ - $ 60
- 1969 Kent $ - $ 43% $ - $ - $ - $ 43
Newport - 43% - - - 43
True - - - - - -
Century - - - - - -
Erik - - - - - -
0ld Golad - - - - - -
Total $ - $ 86 $ - $ - $ - $ 86
#Includes National Publications
British-American
Jewish Advertising Expenditures History
By Year/By Brand/By Media
(000)
Year Brand Mag. News, ™v Radio 0d. Total
1968 Kool $ - $ 108 $ - $ - $ - $ 10
Viceroy - 40% - - - 40
Raleigh/ - 204 - - - 20
Belair
Total $ - $ 70¢ § - $ - $ - $ 70
1969 Kool $ - $ - $ - §- $ - $.-
Viceroy - 27 - - - 27
Raleigh/ - - - - - -
Belair )
Total $ - $ 27 $ - $ - $ - $ 27

St

§Includes National Publications

CGH/dm
8/27/69
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EXHISTY T
R. J. REINOLDI TOBACCO ODIPANY .
1965-1969 ESTIMTED MAJOR COMPETITIVE ETHNIC aDVERTISING EXPEMDITURE HISTORY
BY YEAR/BY BoAND/BY MEDIA
) . {000)
(4
Rowmpapars Telavision Raglo Outdoor Qu

Mpag ines
Yoay Or—mwwy & Brands Negro Jowish Smanish Total Newro Jewish Spanien Total  Negro Jewish Spanish Total  Negro Jewiah Spanish Total  Negro Jewish Spenish Total — IOTAL
1965 P _Pranty

wINSTON 85 $26 §7 $- 3 $- $6 $ 47 $-.8- $ 1 $ 1 E372 2 13 $ 47 $267 $- - $- $- $ 358
41MSTON SXS - - - - - - - - - - - - - - - - - - - - -
VIITOR MOITROL - - - - - e - - - - - - - - - - - - - -
SN 85 3 ? 6 49 - 3 < - n n 47 38 45 10 - - - - el
™70 - 9 - 9 - % 56 - - - - - 23 - 2 - - - - es
cneL 2 = - 2 - = = = - = - - 2 = &2 us = = = - pr.)
70TAL e, 823 86 $113  $. 121 82 $33 $- $- $2 $2 U NU 1y  $% $. $-. §-. $- § %%
1966 "JP PrenAs ‘
VLISTON 85 o se $- $3 $- % $6 $ 40 $- §$- $ 50 $5% $227 s $ 50 933 $- $a $- 3-. $ VO
VISSTCH 8rS - - - - - - - - - - - - - - - - - - - ri -
WIYSTON PIITNOL - - - - - - - - - - - - - - - - - - -
SALEM 8% L) 7 6 54 - 16 6 2 - - 50 50 633 7 61 721 » - - 59 %06
o0 - e - 9 - 2 - 2 - - - - - & - 4 - - - 35
CEL (R/F) 2 = = 2 = = - = = = £ 2 1 = 4 250 = = = = b5}
ToTAL | 310U W/ 34 s 4~ ¢ 2 s $- - s - foe L 8s 8157 H,204 50 8- $- « 8§59 32,997
19.07 PIR Peands
WLITCY 85 $17 $12 §$- $29 8- S s $22 8- 8- $55 $s55 8- 319 $;¥ 856 $- 8- $- $- 8 W8
YIIT0N 3¢S - - - - - 12 4 pY3 - - 6 6 (N1 2% 2% k3 - - - - 75
VL0 VIYTHOL v - - 17 - A 2 s - - - <{mya2m 2 20 N - - 0
ar (85/S2) P e [ - 6 7 it} - - 2 23 0 - » ) o - - 68 3t
00 - 2 - 2 - - - - - - - - - - - - - 2
cozL (N/F) 2 = - s = = - - - e ? - - = A N - = = -t
TOTAL $109 22 L . $09 $- M5 818 $ 62 $- $- s8N t 32 $598 $66 s "oy %68 §- $- $%8 1,1
I) Special Yegro effert - o’
() YDETON 3 TTK. ad
NN/ aNSTON ErTHLL  $5,577.00
117) WIE3ICN MENTALL $271,020.0% (Trmcial Kagro)
Revised .
9/12/67
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R, J, REYNOLDS TORACCO COMPANY 1877 11

21965-1969 ESTIMATED MAJOR COMFETITIVE ETHNIC ADVERTISING EXPEVDITURE HISTORY

. BY Y. BAND/BY VEDIA
. 600,

tinns Newapapers Talevision Radio Oxtdoor. : QAD
Yorr Crewoy & Prends ewish Spanish Tot Nepro Jowdsh Spunish To ¥ogro Jewish Sponish Total  Negro dJewish omnish jotal Negro Jowish Spanish ZJotal — IOTAL
168 N Prendy

YIIION 85 $- 86 §- $ 6 $- $ $4 $29 S $. $4s $ L5 150 338 $ 922 $- §- $- $- $
VIO 8% - 6 - 6 - 25 4 29 - - 7N [N 105 L6 W6 - - - - 3
WITTON MTTHOL >3 - - s1 - - - - - - - - 155 - - 155 - - - - 6
La=v (85/503) 42 10 9 6 - 17 7 2 ; - 2% 1% W7 - 6y L08 - -- - - 509
oL -(v/r) B = = 8 = = = S et m E e e 2 e m em m w2
TOTAL $135  $2 $9 $166 $~- %67 $15 $82 $- $- $105 $105 $765 $70 $155 $9%0 $- §$- t $- $1,34)
Yrom? Tiwat,yen
ot .83 8- 8- $33 su8 $207 $7T* 8§75 $- $- $22 $2A $20 $. S ‘. $- 8- $- $- $»
Cmrrort - - - - - 20f ™ b1 - - 2 2 - - T m o - - - re ]
Tree b ] - - b ] 0 20 7 7 - - a2 2 20 - L 2% - - - - I
Cortary - - - - W - - 10 - - 2 2 - - 43 43 - - - - 3
“rx - .- - - - - - - - - 20 20 - - - - - - - - ]
24 Gala = = - - = = - - = = = = = = -— -~ = = = = =
TOTAL % $- - $63 $us s $2* $199 $- $. K  fw 0 $- 075 G $- $- 8- $- 8 %
Dritirhtewricen
Zosl $53 8- S~ $53 $20 $10/ $- $0 $- $- $19 319 8§50 $- $»H $¥ $- $- $- $- s
Ticeroy - - - - L Lo - L - - - - - - » L - - - - a
~xletgh/Belatr — = - - _- o = -2 - et e - = o - - — ot e - D
mu. 53 % $- $53 $2. 704 S $9% $- 3- 819 319 330 - $7T7 un $- $- $- 8- $ %
{Toel~Cos Eational Asblicstions, w%::‘.ﬁi—'"‘m"’"”"*"""”"‘f’ Joseph Jacobs om-;suzion
o112 le0 Tomme, Neeore Magazine (Edbony) -
e IV A e,
s/ W/ ' L LOMPI RS = Netia Haprasentatives
Revised 9/17 *
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R, J. RSYNOLDS TODACCO COMPANY

1965-1969 _ESTIMATED MAJCt COMPETITIVZ ETMNIC AOYERTISING EXPENDITURE HISTORY

d BY YRAR/BY BRAND/BY MEOTA

* (000)

: 8 Newnpapory Tolevision Radlo
Venr Commany & Brands  Negro Jewish Spanish Tob. Negro Jewish Spanish Total Negro Jewish Spanish Total Negro J h  Span

1948 Ar~rican Tobacoo
Cont,

Tareyton 3 $- $- $ % $- oFr $- $ 0 $- S s (331 $u0 $- $n
PFall Mall s - - 35 W8 104 - 58 - - 12 12 L0 - n
Carlton - - - - - - pL 1 - - - - - - -
luciy Strike 15 - - 15 - - - - - - - - - - -
Alva Trise B - " S B Tl T R e
T0TAL s, §$- $- $ A $18 S0 §21o $ 69 $- $- $ 3 $ 2 $80 S$- $22
Lieontt &
us $- §$- $- $- $- $- $- $- $- ¢$- $ - $- $425 8- S04
Lexk - - - - - - - - - - - - - - -
Chesterfiald S 2 = = = = B N
TOTAL $- $- $- $- $- §- $ - $- $ ¢~ $ - $ - $25 £~ $204
Pilip Morris
Alpdne $t $- | $- $ §- $- $ - $« ¢ $ - $ - $4- $5 $20
’ Naridoro &S - - LS - - - - - - - - - - -
Benson & Nedges - - - - s - - 8 - - - - - - -
Parliasent - — — -— = - -~ - e S -~ - = W2
TOTAL % 8- $- $ 45 $ 8 8- $- $ 6 $- S $ - $ - $- $5 820
Sourges for_conpetitive information
Jewish - Joseph Jacobs Nrganiszation
. ' Hepro Magazine (Sbony) - Py
clndes National Pbliestiens. R i , S
f!I:':q:lm!n Temas, R I T PO RS YIRS KR R TN
8/102/6h
Revised 9/17
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R, J, REYNOLDS TORACCO COMPANY .

1965-1969 ESTIMATED MAJOR COMPETITIVE ETHNIC ADVERTISING EXPEND HISTORY
BY 5Y_BRAND/DY MEDIA
. 000
. * y
Yoar Owrany & Brends Rogro il_vl_ms_!_:_uti)‘::lsh Total Negro Je::,%:ﬂ'g;:lsh Total ) Negro j_e;i_._g’;b §;:_;$_s_n Total Negro :’_e:i_g_::.ug;nish Total Neprro Jwi%—dso;:ni)s_r_a foui m
1969 LR Brands
voorares s 37 8- %7 $- 87§17 $U 8- 8- 375 $75 177 835 885  $292 $- $- $- $- $
WIESTCY SX3 3 7 - 40 - b44 1 28 - - 20 » - 3% 7 . L2 - - - - H1)
VINSTOY YMTHOL 12 - - 12 - - - - - - - - 83 - - L] - - - - 95
saLzy (85/s18) 106 ¢ 9 121 - n 7 21 - - 19 19 b T B 55 206 - - - - M)
DoZAL - 15 - 1 - 21 - 2 - - - - - 12 - 12 - e ' e - L8
carL (n/r) [ BT S B | — e = B R Y I i O U . |
ToTAL $229 333 $9 21 $- sy %3 M 3o - 8 $12 1 38 us  $M!  $- $- §- t - 31,142
Lorery® Theatres )
Lent, $%7 $- 8- $,7 0§ 2 &3 82 $L7 $- $- ST ST f1y $- s S BLY S~ 8 80 3 @
Bewport [>] - - 65 176 &) 2 21 - - 4 n 269 - 8 %0 1.8 - 3 r ??’- ‘ 84,
Tree I - - - - 9 9 - - n ” 7 - 'R mn - - - - 257
Certtury ‘ - - - - - - - - - - - - - - - - - - - - -
Erik - - - - - - - - - - - - - - 2 2 - - - - 2
@4 Godd _— 2 = = o = = - s e = — B R —_— = = = -
ToraL 2 oo - su2 8 886 813 S 8- S-S  S2m ) $- S sew 12 s- 86 30 7S
Britieh-Amrican
Kool $e7 to L s 1 3 IR $ - tn $- $- $ 5 845 $599 $- $42 § $- $o $- $- $ 003
Yiceroy é8 - - 68 s - 32 - - b 46 w9 - (XX ») - - - - 59
2alaigh/Belatr - = = = = = R = R = = = S = A —= =
TOTAL 55 8- $- 155 $3% 827 b $63 $- $- $92 $92 s $- $66 H0% $- $- $- $- 81,34
TR Y G U LK. m B TR 4
P LIF T R AN CR LR
ey ?p.um‘(bbuv) 4 ]
o/22/69 L
Revised 4/17 ‘

g9hn6 86105



% &

EDITBIT 111 (Crem.)

P, J. REYNOLDS TOBACCO COMPALY

1965-1969 ESTIMATED MAJOR COMFETITIVE MTHNIC ADVERTISING MXPENDYTURE HISTORY

BY BY BRAND/BY MEDIA
T000)

Magazines Newspapers Television Radio Outéoor CRAND
Yaar Cospany & Brands \ar0 Jewish Spanish Total Negro Jewish Spanish Total Negro Jewish Spanish Total Negro Jewish Spanish Total Negro Jewish Spanish Total TOTAL

1969 Amarican Todacoo

Conte tareston $12 $- $- 842 $- 0 $- S  $-, $- $1 $1 39 $- $- $% $- 3. $- 8- $ 16
Pall Mall »o - - 18 a - 9 - - 1 18 - - ce - - - - - 157
Carltan - - - - - - - - - - - - - - - - - - - - -
lueky Strike - - - - - - - - - - - - - - - - - - - - -
Silva Thine A2 = = A2 - = = = - = 22 2B = = = = T -

rofu. 132 §$ - $- $132 s$exr $20 $- ot $- §- $sL ¢ $9 §$- $- $ 9% $- $- ¢- $- 338
®t &
77 | $- §$- $- $- $ 3 &~ $ - $ 3 $- ¢~ $- $- I $- $23 S $- §$- $ - - s ¥
Lark - - - - - - - - - - - - - - - - - - - r'= -
Chesterfield _— = = - - = e = —_— = = = =< = = . e = - 3
TOTAL $- 8- $- $- $ 3 8- §- $3 8- 3$- $- $- $12 S5-. $23 $3» $- $- $- $- 3§ >
Miltp Morrts .
Alpine $- $- $- $- $- 8- $- $- $- $- 8~ $- $- - S- s$- te te 8- 8- 3 -
Yarlbore - - - - 1 - - 2 - - - - - - - - - - - - -1
Benson & Hedges - 9% - - %0 - - - - - - - - - - - - - - - - 0
Parliament - - - - - - - - - - - - - - - - - - - - -
Lido - = -— - = - -~ - — = - - -2 m = 2 = e e —_ =2
TOTAL $9 $- $- 39 $1 $- $- 21 $- $- S- 3. 39 L. $- &9 - - 3. - @
Snieee, T eatpeel \Lide anfaes 13en
JewlA, « Joseph Jucobs Urganisation
Nepro Mar.s as (Lbr,) -0t .
et ey BT e e,
PP 2 4 bt s ent LY
e/1/6

2ruised 5/19

6946 8610



