Tech Behaviors of

Today’s Black Consumers

Today, Black Americans represent 12.94% of the U.S. population, and are using their new unfettered
access to technology to broaden their reach and express themselves on their own terms. Black American
shopping preferences are also shifting in this digital age and according to the Selig Center for Economic
Growth, Black buying power is now at $1.6 trillion. Also, more than half of all Black Americans have lived
their entire lives in the digital age. These tech-savvy Gen X, Millennial and Gen-Z consumers represent a
coveted market segment whose interconnectivity is central to their everyday lives. This report provides an
in-depth quantitative and qualitative data review of technology behaviors for the U.S. Black population. In
summation, this report will give you the understanding needed to genuinely engage this

valuable population segment and feel more secure in developing marketing strategies that will help your
business gain their share of this large, fast-growing, and influential market.
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Phone Usage and Behaviors

With the highest smartphone ownership and usage of any demographic group and an unyielding desire to use this technology
for self-expression and image control, it would be very wise for any marketer to understand Black consumer smartphone
preferences and usage. Using Claritas Technology Behavior Track data, we see that Black consumers are most likely to have
plans with Boost Mobile (Index 222), followed by Metro by T-Mobile (Index 217), Sprint and Straight Talk.

Black consumers are also:

* 11% more likely to have Pre-paid mobile phone plans
* 24% more likely to have an individual mobile plan
* 12% more likely to have an unlimited data plan

Smartphone features and add-on services

*  43% more likely to have an add-on Mobile Hotspot
*  41% more likely to have HD Video Streaming
*  33% more likely to have International talk, text, and data

Preferred Smartphone Brands

*  35% more likely to use LG
* 8% more likely to use Samsung
*  14% less likely to use Apple

Which of the following features/add-on services are included in your mobile phone plan?
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Black consumers are also more likely to have device insurance. In fact, they are 39% more likely to
have device insurance compared to no device insurance (30% less likely). This makes sense

considering the top two reasons why Black Americans purchased their primary smartphone were
due to a lost/stolen phone (Index 157) or a cracked screen (Index 149).
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What technology devices or categories Devices and Innovative Tech
are you most excited for?

Using Claritas Technology Behavior Track data, we see that Black
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Insights to shape a smarter plan

To win in the new, more diverse marketplace of the 215t century and fully-capitalize on this opportunity, marketing to
Black Americans must become a part of the overall corporate business strategy. This means replacing assumptions
with information, ethnic and social stereotypes with facts and insights, committing to real funding, and establishing a
dedicated corporate infrastructure that supports targeted marketing from top to bottom. Visit www.claritas.com to
see how marketers are leveraging Claritas’ deep understanding of multicultural segments, across local, national and
digital markets for smarter targeting, smarter planning and smarter buying to help drive bigger profits.
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