The U.S.African Consumer Segment

Commissioned by

Martin Mohammed, The U.S. African Chamber of
Commerce

|0 G Street NE, 7th Floor
Washington, DC 20002
(202) 465-0778
www.usafricanchamber.org

Presentation by

David Morse,

President & CEO of New American Dimensions
The 5t" Annual Multicultural Midwest Conference
April 28, 2009

R R RRRRRRRRRBBBERDRRE



Funded by

The Minneapolis Foundation

Research and Insights Prepared by

New American Dimensions
and
Dr. Bruce Corrie of Concordia University

Dl EW AMERICANY
DIMENSIONS =

Copyright © USACC 2009. All rights reserved.




Table of Contents

x Introduction

x Detailed Findings

Relocation Patterns

Values and Self Identity

Shopping Habits/Brand Selection Criteria
Financial Planning and Investment
Ownership of Electronic Products

(et et et R et S et Bt

Media Usage

x Key Learnings




Introduction




Background & Purpose

X

Immigrants from East and West Africa are growing steadily in the United States.With this
trend, there is an expected change in the behavioral patterns of this market which could
impact their consumption of goods and services and thus, provide a myriad of marketing
opportunities.

With this in mindThe African Chamber of Commerce, New American Dimensions, The
Minneapolis Foundation, Aguilar Productions and Dr. Bl@ogie teamed up to undertake

a research project to gain an-gtepth understanding of East and West African immigrants in
the U.S. Of particular interest in this study are the following:

Relocation patterns: reasons for coming to the U.S. and length of U.S. residency
Language proficiency: in English and their native languages

Values and seiflentity

Shipping habits and brand selection criteria

Financial planning and investment

Ownership of electronic products

Use of Englislanguage and Africdanguage media

cC. CC. oo

Demographic characteristics




Detailed Findings

Relocation Patterns




African respondents came to

America in search of education or

economic opportunities.

A Some came on scholarship

A A few came with their spouses

A Many came from upper class families in
Africa

A Some came to the U.S. through other
countries, particularly France or
England

A All seek opportunity, most want to be
In the U.S. for now, but many want to
return to Africa eventually



http://www.flickr.com/photos/ooyooy/8552990/

While a sizeable immigrants from L.A and Washington DC come to the U.S. for
educational opportunities, a large proportion of respondents from Minneapolis immigra

because of family sponsorshi

P.

Attending U.S. school 45BD 28 35D 17 28 33
Came with parents/other relatives 16D 14D 23D 4 9 20E
Sponsored by family member 5 1 17AB 49ABC 23F 9
Opening/running a business 5 28ACD 4 1 12 13
Job offer from U.S. company 3 1 9B 3 3 6
Marrying U.S. citizen 3 4 7 2 6
Other 27CD 20C 1 15C 19 10

D1. What was youmainreason for coming to the U.S.?
Letter: significantly above designated segment at 95% confidence
Findings are in percentages




Educational opportunity is the top reason for immigration among all age groups,
although more of the younger ones tend to come with family compared to older
immigrants, who also immigrate for business opportunities.

More Christians immigrate for education while more Muslims for business.

Attending U.S. school 36 24 31 34E 18
Came with parents/other relatives 26BC 9 5 18E 8
Sponsored by family member 10 14 23 13 20
Opening/running a business 20A 18A 22D
Job offer from U.S. company 9A 3 4
Marrying U.S. citizen 3 7E -
Other 13 16 9 9 23D

D1. What was youmainreason for coming to the U.S.?
Letter: significantly above designated segment at 95% confidence




Respondents mentioned many immigration
challenges, but concluded that their work
ethic and determination allowed them to
overcome these obstacles, which include:
Culture shock

Language

Figuring out the American system
Homesickness and loneliness

Lack of respect in the community

Not being treated as equals, particularly in the
workplace

Trying to hold onto traditions
Racism

X X X X X
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Detailed Findings
Values & Self-Identity




Pride in being African is strong. Respondents believe

being African means:

o Do Do Do Do Do Do Do Io I» I» Ix

Respect for others, particularly elders

Strong discipline

A happy, polite, neat bearing

Hospitality

Religion

Strong work ethnic

Focus on Education

Not exclusive: receptive to different ideas and
people

Raising children with a strong African identity

Valuing family and your root and familial
dependency

Altruism: value giving back and helping people.
especially family in Africa
African music and food.



Africans overcome difficulties I®gaying
connectedthrough African music, art, food

and communication with family and friends via
telephone and Internet.

Some are fortunate to haveamilyhere or
belong to an African communjtyut hectic
schedules can make spending time with other
Africans difficult.

Thesechallenges change over tiraad
Africans find newer challengeancial
security, immigration issues, whether or not
to marry an America, and deciding to stay in
America for life or return to Africa.



http://www.flickr.com/photos/nagem/60900490/

A In general, participants feel racism is alive and well in the U.S. and is not
limited to Caucasians, but includes discrimination from African Americans a
well.

A They also note that Africans who look African and speak with an accent are
more likely to be subject to discrimination.

A Many surround themselves with diverse and primarily international
friendships. Living in international, diverse cities also helps avoid some bla
discrimination.




About threefifths of African immigrants feel that Africans are

usually portrayed negatively in the U.S. media but feel that their
education, skills and talents are valued in the workplace. Only a
third of them often experience racism against them in America.

Africans are usually portayed negatively in the U
media

62%

Your education, skills and talents are valued in t

0
workplace 29%

You often experience racism against you in Amel

Percent of total sample who selected
Q2. Statement rated on-point agree/disagrescale: 7= strongly agree, 1= strongly disagree (‘3 6 é or Gpﬁ|m SCQ|€H(N=_393)
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Many encountered problems with the
racial dynamic in the United States.

A Many expressed difficulty in fitting in with
African Americans, despite a strong desire
to do so initially.

A Respondents spoke of a strong
perception in the African American
community that programs favor Africans
over African Americans.

A A common theme, and source of
discomfort, was that some African
Americans hold them responsible for
selling their ancestors into slavery.




Respondents were mixed when it came to
thinking of themselves as Americans.

X There was great respect for the United States and
the opportunities it offers

X Nevertheless, most respondents prefer to be
classified as Africans.

X Feeling American is greatly influenced by contex
or activity, for example:

U Communicating with Americans
U Voting/participating in the political process

U Being the only African in a group (makes them feel morda
African)

U Returning to Africa and noticing the changes in themsel |




Fourfifths of respondents identify themselves more as African than as American, indicati
acculturation into American culture.

While half of the respondents strongly agree that Africans are completely different from
African Americans, only 9% disagree, which indicates that most feel different and separe

from Blacks to some degree.

You identify yourself more as African than
. 79%
American
Africans are completely different from Africa
: 50%
Americans or Blacks

0% 20% 40% 60% 80%

Percent of total sample who selected
060 or 0 Hointscale (A=393)

Q2, . Statement rated on-point agree/disagrescale: 7= strongly agree, 1= strongly disagree 18




Football

American Football
World Series

Golf

Basketball

Soccer

Clubbing
Concerts

Movies

Theater

Respondents unwind and get together with friends for:

X

X

X

Somali Music

Reggae

Classical Music

Gospel and Christian Contemporar
Artists come to the community.
Parks, national parks

Lakes in the summer

Fishing

Jogging

Gym

Taking walks


http://www.flickr.com/photos/emry/2272898478/
http://www.flickr.com/photos/amrabdallah/2273262271/
http://www.flickr.com/photos/jcbehm/2751916361/

Religion is part of what it means to be African, for these respondents,
but Islamic Africans seem to struggle with fitting into American culture.

A Respondents mention the importance of religion, particularly in raising
children.

A For Muslim Africans, it can be difficult to pray in the U.S., and people are
either uneducated about it or rude.

A The religious persuasion of the respondents reflects the religious ethos
prevalent in Africa. All respondents were either Christian or Muslim.All
wanted to raise their children to be spiritual, despite some of them admitt
that they were sporadic attendees of church or mosque.
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African immigrants have a strong belief in the importance of
keeping and maintaining their native traditions. However, even

more important to them is staying connected with family and
friends in their native countries.

Importance of staying connected with famlly and friends— 870
your native coutnry* °

You believe in keeping the traditions ofyour country ali

(——— T

in America** i

Importance of enjoying food, music and enertainmer_ 249
from your culture* °

Importance of maintaining the traditions of your nativ

0
country* — 74%

0% 20% 40% 60% 80%
, , , Percent of total sample
*QL1. Statement rated on-point scale ofmportance 7= extremely important in your N , . ,
life, 1= not at all important wh o selected 060 r 1:-0 7 8
**Q2, 6. SFatement rated on-point agree/disagrescale: 7= strongly agree, 1= on 7-point scale (N=393) ontinue )
strongly disagree 21



Also (though less) important to African immigrants are speaking
their own language and observing their own religious rituals.

Importance of your children speaking the Iangua— 20%
of your culture 0

Importance of speaking the language of yo_ 69%
culture 0
Importance of observing traditional religiou_ 65%
holidays and rituals 0
Importance of marrying or dating someone fro_ 49%
your own culture 0

0% 20% 40% 60% 80%
*Q1. Statement rated on-point scale ofmportance 7= extremely important in your Percent of total Sample who selected
life, 1= not at all important (‘) 6 é or (‘apblrit SCQ|€H(N=_393) 22




A

Respondents were quite ambitious, but described success in very

N meaningful, far reaching terms.

Financial Personal e

A Monetary wealth A Finding out who you are % m

A Helping others A Not the things you have, :7

A Giving back to your extendedPut Who you become E | %

: L : : == (]

family A Achieving confidence in

A Giving back to your church  Whatyoudo o - 8

A Having your own business™ Having a good job, raising SRR

A

a family, and having
freedom

Enjoying life




The goal of their childrends educatio
African immigrants and this is true for all the segments presented in this study..

Importance of your children

(college or master's degree)*

America Is a land of freedom

better life**

You find it very easy to adjust t_ 23
the American way of life** 0

You are active in current soci
) ) . 42%
issues in the community
You trust the financial system i
America such as insurance, 25%
banking and investments**

0% 30% 60% 90%
Percent of to?alosample who
*QL1. Statement rated on-point scale ofmportance 7= extremely important in your life, 1= not at all important selected b 6 ép0|0t r (\3 7 é
**Q2, 6. Statement rated on-point agree/disagrescale: 7= strongly agree, 1= strongly disagree scale (N:393) 24




Detailed Findings

Shopping Habits/Brand
Selection Criteria




Some brands can get it right, connect with Africans, and spark their interest.

A Participants mention ads that they like that include multicultural actors and appreci
the inclusivity.

A They also appreciate seeing real looking people, not just skinny models. Specifical
ad showing a woman with a-§ection scar.

A Some reflect that their children are quite influenced by advertising, any advertising
aimed at their age group.

OLAY
% SONY n~ac

Brands that work &v
) LS50
| e
QO e
Mercedes-Benz 4




~ Most respondents cite word of mouth as a
N . favorite influence in purchasing,
smmersiie=r  demonstrating strong trust in friends and
family. Other influencers include:

A Advertising (mainly TV and Print)

A Pricing (they would buy store brands in some
Instances for pricing reasons)

A The best for their money

== A Brands loyalty, gained through performance anc
= quality.

i

=1 A Most like to purchase in person, instead of
online, so they can see, touch, examine what
t heyore buyi ng.

27
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http://www.flickr.com/photos/23430848@N02/2274407045/
http://www.flickr.com/photos/johnbullas/275197759/

African immigrants prove to be sensible shoppers, shopping around for the
right products and price. Rightness would mean African products as well as

products that agree with their religious values.

You like to shop around and find the right product a 630
price for you 0
You definitely prefer African, rather than food of oth— 5804
cultures °

You buy products that agree with your religious valt 46%

You do not mind buying insurance policies (ho
auto, life)

42%

0% 20% 40% 60% 80%
Percent of total sample who

- sel ected 06 Gpointr 67(éonﬁnrlhed
6.S d on-point ag tscale 7= st I , 1= st i
Q6. Statement rated on-point agreementscale 7= strongly agree strongly disagree scale (N=393) 8




Only a third of respondents claim to be exclusive shoppers who choose brands
based only on | ow price, or African b
or well-known or status brands.

You usually choose the lowest priced bra_ 34%

Whenever possible, you definitely prefer to b_ 3204
African products and brands °
You buy brands popular in your home coum_ 32%

You only buy weknown brands 31%

You buy high status brand_ 25%

0% 20% 40% 60% 80%
Percent of total sample who selected
Q6. Statement rated on-point agreementscale 7= strongly agree, 1= strongly disagree (‘3 6 é or Gpﬁ|m SCQ|€H(N=_393) 29




Supermarkets lead the list of stores patronized by African
Immigrants.

Supermarkets (€.0., BYerly's, RalpIS, Saou
) 33%
Publix, Cub)

African Grocery Store: [ 18%

Niehborhood Grocery Store 16%
Warehouse Club Stores (e.g., Costco, Sa 15%
Club)
National Superstores (e.g., Walmart, Targ 9%
Specialty Grocery Stores (e.g., Whole Foo 204
Trader Joe's) 0
0% 20% 40%

Q4. At which of the following types of stores does your household most often shop for food and groceries? ~ Base: Total Sample (N:393)

30




Discount stores and lovend department stores are the top shopping
venues for clothes and accessories, while African and designer clothing
stores are at the bottom of the list.

Discount Stores (e.g., Ross, TJ Maxx, Marsh 26%

Low End Department Stores (e.g., JC Pen
Mervyn's, Kohl's)

HighEnd Department Stores (e.g__ 14%
Bloomingdale's, Nordstrom) | 0

22%

Specialty Clothing Stores (e.g, Gap, Old N: il 13%
National Superstores (e.g., Walmart, Targ sl 10%

African Specialty Clothing Store il 5%

Designer Clothing Stores (e.g, Prada, Gug 504
Armani) _ 0

0% 20% 40%

Base: Total Sample (N=393)

Q5. At which of the following types of stores does your household most often for clothes and accessories?

31




Detailed Findings

Financial Planning &
Investment




When it comes to financial planning, most feel behind the game compared to
Americans, but they are learning and constantly trying to improve.

X

Financial information is mainly obtained by doing personal research on the internet
(yahoo finance,Wall Street journal etc) as well as word of mouth.

Some find community pools as sources for extra money and put in monthly amounts

They find the stock market confusing and would want to know more about it. They
would also like to better understand personal investing and cri@dieally via direct
mail or the internet.

Muslim participants talk about the Islamic lending system and highly rate its practice

Most are working multiple jobsl'hey use banks but most of their investments are
geared toward saving for retirement in Africa or helping relatives there.



http://www.flickr.com/photos/meriem/33665538/
http://www.flickr.com/photos/rushay/3163954054/

Most own checking and savings accounts and aboutwwds have credit cards. About a
fourth of respondents own home mortgage and retirements accounts while fewer own

CDS, auto loans anﬁstocks.
Checking Account 86%
Savings Account __ 80%
Credit Card __ 60%
Home Mortgage __ 23%
Retirement Account __ 23%

Certificates of Deposit.. . | 5%
7 Does not own

Auto Loan I 15% any of these
i ese
Stocks [ | 1% products: 8%

Money Market Account [ 8%

Home Equity Loan [ 8%

Bonds F 4%

Q7. Which of the following financial products do you or anyone in your household currently have or own? Base: Total Sample (N :393)

34
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Most own employetsponsored 401K while all other retirement
programs are not as popular.

o |

Traditional or ROTh IRA - 13%

403B (Non-profit, school - 8%

or government)

TSA (Tax Sheltered o
Annuity) - 7%

Simple IRA or SEP IRA - 6%

Company Pension Plan . 5%

529 College Saving Plan P 4%

Weighted Base: Owned
Retirement Products

Q8. Which, if any, of the following retirement do you or anyone in your household currently have or own? (N =9 1)

35
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Most own auto and medical insurance, while a few has long
term care insurance.

Auto Insurance 88%

Medical Insurance __ 80%
Dental Insurance __ 58%
Home Insurance __ 49%
Life Insurance __ 35%
Rental Insurance __ 16%
Disability Insurance __ 15%

Long Term Care Insurance _ 12%

Q9. Which, if any, of the following insurance do you or anyone in your household currently have or own?

Weighted Base: Owned
Insurance Products
(N=182) 36




Detailed Findings

Ownership of Electronic
Products




Most African immigrants own a personal computer and a DVD player. A few own video

game system, satellite TV, and entertainment center and a fax machine.

Personal Computer — 85%

DVD Player __ 80%
Access to the Internet __ 73%
Cable TV __ 59%
Printer __ 57%
Multiple Telephone Lines __ 42%
Video Game System __ 32%

Sulica TV (Dwece V) — | DOSSOLGWA Ry 490

Entertainment Center |l 32%

Fax Machine — 31%

Q10. Which, if any, of the following does your household currently have or own? Base: TOtaI Sample (N=393)

38




Almost all respondents own cell phones. A few own PDAs.

P Koot N 5
Notebook >9%
Navigator

Q11. Which, if any, of the following do you, yourself currently have or own? Base: Total Sam ple (N=393)

39




Detailed Findings
Media Usage




African media usage in the U.S.is
CdW characterized by little time yet big variety

A

Kiplinger

A

]_
F[DD A
N p I N
A

Most watch the news, including world news
from CNN, BBC, and NPR either on TV or
online.

Respondents listen to a wide variety of music,
iIncluding African, religious, and American
popular music.

Some believe that television programming is
too adult in the U.S. and has become even ESSENCE.com
more adult in the last eight years. —SSENCE
Respondents acknowledge the importance of
texting and cell phones, which are more
relevant with younger Africans than are
landlines.

All are tired of the way Africans are portrayed E E
in the media, and perceived by (even educated)

Americans.




