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COLUMNIST – DATELINE AMERICA

L a st month was grading pa p e rs
time for my summer class at
N ew York Unive rs i ty (NYU). As
a l ways, I assign a final resea rc h
paper and seve ral of these
usually co n ce nt ra te on the latest
t rends in marketing, te c h n o l o g y,
d e m o g ra p h i cs and so on.

I ’d like to share the res u l ts of
four of these with you. 

The fi rst three discu ss
d e m o g raphic gro u ps, the last
one gives an ove r v i ew of so c i a l
n etworking we bs i tes. 

This is not only for markete rs.
Two of these gro u ps, Hispa n i cs
and Af r i can Americans (A A) are
co n sta ntly being analysed and
sc r u t i n i sed by all of the
ex t remely well paid but dodgy
p o l i t i cal co n s u l ta nts advising our
i n c redibly mediocre, uninte rest i n g
and rather ta l e nt l ess array of
p res i d e ntial ca n d i d a tes for 20 0 8 .

But more on that at the end
of this column. 

Beginner co n s u m e rs: ‘Twe e n s’
Let’s look at the futu re of
A m e r i ca – what markete rs here
call the ‘Twe e n s’; those aged
b etween three and 11 yea rs. Th ey
a re not yet te e n a g e rs but are
beginner co n s u m e rs (still with
ba by te eth!). In this ove r l y
co n s u m e r- ba sed so c i ety, the litt l e
b e g g a rs are ca tching on fa st !
● Tweens re p rese nt 12 per ce nt
of the US population – that’s
35.8 million of them, sc rea m i n g
and nagging!
● Their buying power in 20 0 5
was $18.3 billion.

● P roject buying power by 20 1 0
is $2 1 .4 billion or 7.7 per ce nt of
total family buying powe r.
● The nine to 11-yea r- o l d
se g m e nt acco u nts for 53 per
ce nt of all purc h a ses.
● O ve rall, 50 per ce nt is spent on
food – they ’re never too yo u n g
to work on becoming obese !
● 14 per ce nt is spent on clot h i n g .
● 27 per ce nt already have
mobile phones. This fi g u re may
double by 20 1 0.
● 25 per ce nt have co m p u te rs in
their bedro o m s.
● O ve rall, 53 per ce nt of three to
1 1 -yea r-olds have TVs in their
b e d rooms – that great electro n i c
ba bys i tter! 
● 59.4 per ce nt of te n -yea r- o l d s
h ave a TV and this increa ses to
61.6 per ce nt for 11-yea r- o l d s.
● Social networking sites (S N S)
a re ex t remely popular – the
l a rg est has 40 million globa l
s u bsc r i b e rs.
● Girls are more likely to go
online than boys.
● C h i l d ren of co l l e g e - e d u ca te d
pa re nts are slightly less likely to
be indulged, although all pa re nts
a re subjected to the ‘nag fa c to r’ .

Af r i can American online activity
● US population of Af r i ca n
A m e r i cans (A A) = 37.5 million. 
● This re p rese nts 12.8 per ce nt
of the total US population.
● Buying power of $762 billion,
p ro j e c ted to increa se to $981
billion by 20 1 0.
● The AA online population is 
at 10 million or nine per ce nt of

H i s panic and
Af r i can America n
d e m o g ra p h i c
g ro u ps may be
m o re politica l l y
a c t i ve and awa re
than the ove ra l l
US population.

Slicing up the American pie

DOUG SAC KS d i scu sses the changes which are
taking place in US demographic gro u ps and 
h ow they affect marketing and political tre n d s.

the total online population.
● AA demographic is ve r y
i nte rested in online, mobile
p h o n e, SNS. Numbers are
g rowing ra p i d l y.
● AA women are more likely to
be online than AA men.
● Email usage is lower than the
ove rall population – insta nt
m essaging usage is higher.

H i s pa n i cs and Latinos 
● H/LA population is 39.9
million or 13.7 per ce nt of the
total US population
● I t’s a young population – 70
per ce nt are under the age of 30.
● I t’s the fa stest- g row i n g
d e m o g raphic se g m e nt by fa r,
and is pro j e c ted to i n c rea se to
96.5 million by 20 5 0.
● Buying power of $736 billion
in 2005 is pro j e c ted to rise to
$926 billion this yea r.
● 27 per ce nt are born in the
U SA (S p r i n g ste e n ! ) .
● N early 70 per ce nt are of
M ex i can herita g e.
● High SNS pa rt i c i pa t i o n .
● Mobile phone usage per ca p i ta
m ay be the highest of any
d e m o g raphic gro u p.
● M i n u tes used per month is 91 1
ve rsus 678 for non-Hispa n i cs.
● I t’s the fa stest growing se g m e nt
of young mobile phone use rs.
● It has the highest ave ra g e
revenue per user of mobiles.
● Th ey are tw i ce as likely to
a ccess the Inte r n et via mobile
phone than ove rall population.
● The highest per ca p i ta of
co nte nt mobile phone

s u bsc r i b e rs at 47.8 per ce nt.
● This co m pa res to 45.2 per
ce nt for AA, 27 per ce nt fo r
Wh i te, 26 .1 per ce nt for Asian.
● Email usage is lower than that
of the ave rage population, but
i n sta nt messaging is higher.
● Th ey prefer adve rt i s i n g
co m m u n i cations in Spanish, or
at lea st bi-lingual.
● U se of Spanish language
m a r keting may be 3.5 times as
effe c t i ve as English.

Social networking sites
All of these groups are actively
using social networking sites
(SNS) for communicating with
friends, writing and reading
blogs, sharing music and
videos, even promoting their
own talents, as many have
learned these are good ways to
build international audiences
for their work. 

Marketers are following
close behind trying to tap into
this. Latest statistics revealed
that 75 per cent of US Internet
users watch videos online at
either YouTube, Fox Interactive
or Yahoo. Key SNS include:
● My Spa ce – 55 million unique
v i ewe rs per month; 10 million
u se rs in the UK.
● Fa cebook – 24 million viewe rs
● Fr i e n d ster – 24.7 million viewe rs
● Fa ce Pa rty – six million viewe rs
● Yo u Tube – 67.8 million viewe rs
● Blogger – 38.5 million
● L i n kedIn – eight million
re g i ste red to this site
● Xing – 3.5 million

Po l i t i cal awa re n ess
As demographic gro u ps, bot h
H i s pa n i cs and AAs may be more
p o l i t i cally active and awa re than
the ove rall US population. 

This fact hasn’t escaped the
co n s i d e ration of politica l
co n s u l ta nts who re co g n i se that
ca pturing the vote of either or
b oth of these demogra p h i cs ca n
swing a sta te in the all-importa nt
e l e c to ral vote co u nt. 

A re ce nt political deba te
among Democratic Pa rty hopef u l s,
o rg a n i sed by Univision and the
U n i ve rs i ty of Miami, drew 
2.2 million TV viewe rs, whose
ave rage age was 36. This wa s
b roa d ca st in Spanish. A CNN-
Yo u Tube deba te in English drew
2.6 million viewe rs – ave ra g e
age was a nea r- d eath 61 .

H i s pa n i cs make up 13 per
ce nt of the vote rs for the 20 0 8
elections and the Af r i ca n
A m e r i can demographic is not
far behind. Voter turnout fo r
b oth gro u ps has been increa s i n g
steadily over the pa st seve ra l
e l e c t i o n s.

No sta t i st i cs we re ava i l a b l e
on how the Tweens would vote. 

Only their pa re nts wo u l d
ca re any way.
● My thanks to Esther Benjamin,
Sue Lee, Kuan Gethers and
Colin McShane of NYU for
providing this data.

P rof Douglas Sa c ks is an
a ss i sta nt professor of
m a r keting at New Yo r k
U n i ve rs i ty and an inte r n a t i o n a l
m a r keting co n s u l ta nt. 
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