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Foreword

Historically, when ethnic, linguistic, religious, or racial groups need-
ed to communicate with community members, to offer news of the
homeland, and/or to open a window on the majority world, they could
not rely on mainstream, or “majority” media. Their audience segments
were too specialized, too small, or too invisible for the majority audi-
ence, and hence too insignificant for mainstream media to devote time
and space to them. Consequently, specialized “minority” media arose to
appeal to these particular, discrete audiences.

Furthermore, the vibrant, dynamic, and in some instances, rapidly
growing minority communities have had their own stories to tell, sto-
ries that are best told by those who can speak with the authentic voice
of the group. Those involved in minority media have learned from per-
sonal experience that mainstream media could not usually be counted
on to report on their communities. From overt actions such as deroga-
tory stereotypes of minorities to more subtle actions such as neglecting
to address these communities at all, the mainstream media and their
supporting base of advertisers have historically shown little interest in
minority concerns. In this light, continuing strong ethnic media in the
21st century is imperative.

Economic Challenges

Many of these ethnic media, however, are struggling for sustainabil-
ity in the new century. Given the specific nature of the audience, and
perhaps some prejudices among mainstream businesses, ethnic media
have had to rely on, and in turn support, minority business advertisers.
These media have received mainstream attention and advertising only
when majority interests have needed to inform minority audiences
about political candidates, public issues, and limited, targeted shopping
opportunities.

Otherwise, minority media have existed largely as islands of infor-
mation, powerful forces within their own communities, often defining
the community, while largely being ignored by the larger advertising
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industry. Without advertising revenues from mainstream advertisers,
minority media are often at the margin, economically. Their basic abil-
ity to sustain their business, usually through advertising revenue, is an
ongoing struggle because mainstream advertisers have failed, repeated-
ly, to understand the potential benefits of advertising to minority audi-
ences. Advertising companies’ failure to recognize cultural, educational,
and economic differences among ethnic groups has resulted in main-
stream advertisers’ thinking that it is not profitable for them to target
the minority community. Yet, when ethnic groups are recognized as
large and significant economic factors—in other words, when they are
finally visible to the mainstream advertisers—the minority media face
an even bigger economic challenge of competing against large main-
stream entities for the advertising dollar aimed at minority audiences.

Added to the economic difficulties faced by traditional minority
media is the rise of the Internet as an information medium. New com-
munications and information technologies require ethnic media to re-
examine business models, audiences, advertisers, as well as to rethink
collaboration with former competitors. Minority-targeted web sites, in
addition, face unique burdens of creating relevant content and hiring
minority personnel who are trained in the new technology. Media con-
vergence, new technologies, and the struggle for economic survival are
thus forcing minority media companies to reevaluate themselves.

The Forum on Diversity and the Media

To address minority media sustainability in the face of these many
challenges, the Aspen Institute Communications and Society Program
convened its annual Forum on Diversity and the Media in Aspen,
Colorado during the summer of 2000 titled, Reinventing Minority
Media for the 21st Century. With sponsorship from the Ford
Foundation, the Aspen Institute brought together 21 media business
executives, financiers, academics, and other leaders and experts to con-
sider: How can minority media leverage their historically strong com-
munity base to be successful in the new century? How can they over-
come financial challenges, particularly those of undervalued advertising
rates and opportunities? What measures might they adopt to keep
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abreast of the opportunities posed by new communications media?
What is the effect of issues such as training, employability, and job
retention, in fields of journalism and technology, on media sustainabil-
ity?

Participants at the Forum developed initiatives that would not only
maintain the economic viability of these media as businesses, but also
address the mission of many of these firms—to enhance ethnic identi-
ty, to maintain community, and often, to provide employment for peo-
ple from the community. One thought-provoking suggestion was for
ethnic media to use a mixed business model, which combines the best
practices from the business and non-profit worlds. Recognizing the
ongoing problems in obtaining adequate advertising revenues, partici-
pants suggested alternative funding sources such as contributions from
more profitable media. For example, one African-American communi-
ty newspaper also publishes a glossy men’s health magazine. This mag-
azine generates funds for a public health project and an investigative
journalistic unit for the newspaper.

Research Paper

Following the report is a paper by Kofi Asiedu Ofori, In the Black:
African-American Web Entrepreneurs and Internet Advertising. This
paper analyzes advertising in digital media that target minorities. It
builds on his groundbreaking study for the Federal Communications
Commission, which found widespread discrimination in majority
advertising on minority radio stations. This first foray into research on
advertising on minority web sites indicates that advertisers are willing
to move into this new area. However, majority advertisers’ ignorance of
minority markets still hinders minority web entrepreneurs from being
fully competitive with majority owners. In the Black examines the total
web environment, including digital divide and economic issues, and
suggests revenue-enhancing solutions other than advertising to help
insure minority web site sustainability.

Together, this Forum report and research paper invite the reader to con-
sider the traditional strength of minority community media and to reflect
on how combining that strength with new perspectives on business and
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technology can create fully empowered minority media in the 21st cen-
tury.
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Reinventing Minority
Media for the 21st Century

Introduction

For the fourth year, the Aspen Institute gathered together policy ana-
lysts, industry leaders, and academics to discuss the present state—and
the future—of U.S. media that is produced purposefully and strategi-
cally for U.S. minority communities. These media, which range from
small weekly newspapers in Filipino communities in Northern
California to transnational corporations such as Univision (Univision)
which serves the Hispanic community, were the centerpiece of a lively
exchange at the Aspen Institute in Aspen, Colorado, July 13-15, 2000.

The conference participants’ challenge was to examine how minori-
ty communication media of all types—print, web, television, and
radio—are retaining, and could continue to retain, their role as sources
of specialized information and entertainment in their communities in
the face of the growing dominance of mainstream media. Another
closely related conference theme that emerged was audience and soci-
etal fragmentation. That is, the internal splintering of Latino or
African-American audiences by class, taste, and socio-economic status.
One issue permeated most of the discussions: the relationship of com-
munities of color and their media, to the dominant culture and the
mainstream economic marketplace.

Among the questions discussed were: What role does minority media
play in social change? What role should these media play in creating and
promoting distinct ethnic community identities? Given the dynamic
societal forces of immigration and assimilation as well as conglomera-
tization and increasing media ownership concentration in the business
sphere, how do minority media remain viable in the media market-
place?

Historical and Economic Contexts
Historically, minority media have been created by huge social move-
ments: the various waves of immigration from Western Europe in the

1
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eighteenth, nineteenth, and early twentieth century; the conquest and
eventual annexation of what we now call the U.S. Southwest, which
ended the U.S.-Mexico War in 1848; and the migration of African-
Americans from the South to other parts of the United States at the end
of the Civil War and again after World War 11. Newspapers produced by
and for these usually marginalized communities of color were often the
sole public voice addressing their needs and interests.

From wedding and funeral announcements to reporting on interna-
tional political developments, early ethnic minority media, along with
churches and schools, were the collective voice of their communities. At
a time when federal, state, and municipal governments had not expand-
ed much into minority communities, early ethnic media were some of
the first social institutions created by these communities. They were an
integral part of, and a force for cohesion within, their communities. For
example, Mexican refugees in Texas wrote political columns about the
“home” country for their growing community in the United States.
Other Mexican immigrants published literary journals for the elite
expatriate community. Thus, these media were often at the center of the
community’s economic, political, and social life.

In addition to acting as internal communication conduits within
their communities, these newspapers were also a link to the outside
world for communities that were often separated geographically, lin-
guistically, and racially, from the larger society. Early minority media
functioned as bridges between minority communities and majority
society government and business. Government offices, from the federal
Census Bureau, the armed forces, and local elected politicians seeking
votes, used these ethnic newspapers (which were commonly weeklies)
to communicate with communities with which they often had little per-
sonal knowledge or interaction. Publishers, editors, and writers for
eighteenth, nineteenth, and early twentieth century ethnic minority
newspapers self-consciously embraced their roles as mediators between
their communities and official offices. At the same time, these early
minority media leaders were entrepreneurs, quick to grasp the com-
mercial opportunities the specialized newspapers (and beginning in the
early twentieth century, ethnic radio programs) afforded them.

The space for early minority media was created by the mainstream
publishers’ indifference (at best) to minority audiences. It is difficult to
overstate the breadth and depth of the separation between white or
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Anglo society, and the media it produced, and communities of color and
their media, in this historical period. The gulf between racial groups was
residential and occupational as well as economic and cultural. Language
differences fortified the cultural barrier between mainstream media
firms and immigrant communities. Ironically, uninformed assumptions,
misconceptions, and prejudice held by mainstream publishers opened a
space for ethnic minority media to flourish.

While mainstream employers hired ethnic minority workers at often
exploitative wages, few seemed to recognize that this labor force was also
active in the marketplace in another role, as consumers. Newly freed
slaves and newly arrived immigrants, while generally poor, did spend
money for food, clothing, and housing. And although many mainstream
businesses seemed not to appreciate the minority community’s role
within the larger mainstream community, these facts of life were appar-
ent to early minority media advertisers, most of whom owned small
businesses such as bakery or dry goods stores in ethnic communities.

One of the more salient aspects of early ethnic minority newspapers
is the melding of their community-oriented and business-oriented
functions. This is perhaps to be expected of such small organizations
where writers and sales people in these publications were often inter-
changeable, if not the same people. Within the ethnic minority enclave,
advertisers were often neighbors, as well as clients. No matter what their
official title, all concerned with the enterprise were advocates for their
communities, though most of these weekly newspapers were short
lived, with a few notable exceptions (La Opinidn, Los Angeles’ Spanish
language daily newspaper for instance, nourished by continuous waves
of new immigrants from Latin America, has been continuously pub-
lished since 1917).

The template offered by early ethnic media, a combination of com-
munity service and business acumen, is still useful. While today minor-
ity media compete with the cacophony of radio and television (and
recently, the Internet) in a vastly more complex media landscape, the
core historical mission remains the same: simply put, minority media
tell different stories. Significant portions of these audiences remain on
the fringes of society and their informational and entertainment needs
remain different from those of the mainstream.

In addition, from the vantage point of the media marketplace, it may
seem that not much has changed. Relative to white audiences, ethnic
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minority audiences must still be validated. Producers and marketers of
African-American, Latino, Asian, and Native American media still have
to prove to potential advertisers and distributors that audiences of color
buy goods and services, that they spend money in the marketplace.
Further, finding a foothold in the market often involves establishing—
often across racial divides—that people of color in the United States
consume, and value, those media which have been purposefully and
specifically produced for them.

But of course, much has changed. The growth of the ethnic minori-
ty middle class, and the consequent increase in the power of their dol-
lars, has contributed to the expansion and increased visibility of ethnic
minority media. At the same time, however, there has been an increase
in the number of jobless and working poor in minority communities.
This disparity highlights a defining tension: ethnic minority media pro-
ducers—regardless of the particular media—tend to consider their
‘audience’ also to be their ‘community. Put another way, while there is
a class divide among those minorities who produce (as well as study
and teach) ethnic minority media, and most of those who consume it,
the common ethnic, racial, or linguistic differences from the majority
society unites them.

The ‘audience, which is bought and sold in the minority media mar-
ket place, and the corresponding ‘communities’ these media serve, are
often the same. How will minority media successfully continue to strad-
dle these two functions—as both business and social institutions—in
the 21st century?

Media Making Communities: The Role of Ethnic
Communications in the Community

Minority media bring the world, including the majority society, to
their communities. At the same time, minority-oriented media repre-
sent the racially and/or linguistically identified community to itself. By
focusing prominently on issues of particular importance to these com-
munities, minority media help define a particular community’s identi-
ty. News coverage of Central America, Russia, or West Africa, for exam-
ple, is a regular feature of minority-oriented newspapers, broadcast
media, as well as Internet portals which cater to those who have emi-
grated to the United States from abroad. Economic and political news
of particular interest to these communities are regular features of the
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ethnic minority media. At one level, this is a straightforward audience-
building strategy: provide particular content to attract a particular
audience. The history of African-American and immigrant media also
shows that minority media can be powerful political organizing tools.
Both, in terms of traditional get-out-the-vote electoral politics, and
more incisively, by highlighting disparities and social injustices, these
media can help shape a community’s political consciousness.

Understood as a form of “narrowcasting,” practiced first by the radio
industry and then institutionalized by cable television more than two
decades ago, contemporary minority media have the potential to be
attuned to generational, regional, national origin, and other differences
within minority groups. Finely tuned traditional media forms and dis-
tribution systems, as well as more technologically sophisticated digital
media, replace the blunt instrument of ‘race’ (which in majority media
often means little more than ‘not white”) with the more detailed social
markers that define minority media audiences.

Focusing on generational differences within ethnic and racial media
audiences, conference participants agreed, is key to the future of these
media. Generational, in this context, refers not only to the chronologi-
cal age of the audience (in traditional media marketing terms, ages 12-
17, 18-25, 26-40, etc.), but also in the case of immigrant groups, the
time elapsed since immigration to the United States.

For instance, recent Russian immigrants, born in Russia and cur-
rently residing in the United States are “first generation immigrants.”
Continuing with the Russian immigrant example, there are several
Russian language newspapers published in New York City; their target
audience is first generation Russian immigrants. A key challenge for
Russian immigrant media in the United States will be holding the atten-
tion of the second generation. Will they be like the sons and daughters
of nineteenth century racially white Western European immigrants,
who stop using the “mother tongue,” and otherwise assimilate or blend
with the majority society, and so do not consume specialized media? Or,
will the Russian immigrant community and its media, remain identifi-
able as culturally separate from the larger society?

Conference participant Elvira Grau of Elvira Consulting, Inc. emigrat-
ed to New York from Russia in 1979. With her U.S. born husband Jim, she
founded Antenna Satellite, TV/Radio USA, a company that (among other
endeavors) publishes newspapers for the Russian community in
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Brooklyn, New York. Ms. Grau declares, “My generation is becoming
too assimilated!” Grau elaborated, saying she feared that the Russian
language, central to her community’s identity, was increasingly being
replaced by English. Jim Grau, president and chief executive officer of
AllNationsOnline.com, agrees, saying, “The newspapers right now are
struggling. They are competing with other media, with radio and tele-
vision.” However, he points out that Russian, Polish, and other ‘foreign,
or non-English language electronic media are expanding at a rapid
pace.

“Because of satellite technology and digital technology, that [for-
eign] programming has become less expensive to bring from overseas
to this country. Right now, New York has three 24-hour Korean chan-
nels, two Russian [cable television] channels and a 12-hour a day
Russian radio station!” Overall, Grau concludes, at least in his corner
of the world, the future for minority media is bright. “Electronic media
is growing. It is helping to bring our communities together, helping the
language. The [other than English language, ethnic] newspapers are
targeting older people. Radio and television are targeting younger peo-
ple. I've seen this in the Indian market, the Greek market, and the
Arabic market as well.”

Other conference participants who are producing media for new
immigrants were not always as optimistic. With little or no continuing
migration to reinforce immigrant communities’ identity, assimilation
will prevail. Like the Irish and German immigrants of previous genera-
tions, the fear is that racially white immigrant groups, such as the
Russians and others from Eastern Europe, will be absorbed into the
larger society, thus ending demand for media catering to these groups.

However, in the case of the largest minority immigrant population
today, Hispanics, or Latinos, assimilation seems unlikely for two rea-
sons. First, in contrast with the Irish or other white immigrant groups,
Latinos have been racialized in United States popular culture (think
about how often one hears the phrase, “black, white, Hispanic, Asian”).
They therefore have a distinct market and social identity. In addition,
Latinos are in fact the majority group in several major cities (for exam-
ple, Los Angeles, San Antonio), and have been projected by the Census
Bureau to become the majority group in several states (California,
Texas, and New Mexico) by 2050. The racialized identity, the group’s
generally lower socio-economic status, continuing immigration, and



The Report 7

the sheer size of the Latino population make it unlikely that it will be
completely absorbed or blended into the mainstream society in the
foreseeable future.

Taken together, these characteristics make possible the existence of
the lucrative ‘Hispanic Market” However, it is misleading to speak of
one ‘Hispanic Market, or a singular ‘Hispanic audience.” The prolifera-
tion of Latino-oriented media in the last twenty years is testament to
the fragmentation of this media market segment—along generational
as well as class lines. There are significant differences between national
origin groups: many older Cuban-Americans for example, are solidly
upper middle class, while most Mexican immigrants are working class.

In addition to class, the Hispanic audience is clearly divided by
length of residency in the United States, resulting in specialized markets
within this niche market. The most recently arrived Latin American
immigrants are the mainstay of the telenovela (soap opera) audiences
(both print and television), while second and third generation Latinos
are the target audience for varied print media from Buen Hogar (Good
Housekeeping), published in Spanish, to Hispanic Business (similar to
Business Week), in Spanish, English, and bilingual formats.

Consistent with this differentiation within minority communities,
there is not one, unitary African-American community or audience.
Rather, suggested Nat Irvin Il, president and chief executive officer of
Future Focus 2020, a center at Wake Forest University’s Babcock
Graduate School of Management, categorizations such as the “back-
boners” (everyday black folks), “the flygirls” (younger, smart cos-
mopolitan women), “the new agers” or “mixers” (black flower children,
concerned about the earth and the environment, often baby boomers),
the “civil righters,” and the “belites” (black elites) are used by marketers
and other cultural industry workers to describe the continuously
emerging identities of African-American communities, and shape their
media. While class, or socio-economic status, is implied in many of
these categorizations, it is not necessarily defining. In considerations of
the African-American audience, money may not be as important an
identifier as race-based generational identity.

The thriving Filipino communities in northern California provide
another example that highlights the importance of recognizing genera-
tional differences in minority audiences. Filipina, a monthly, glossy
women’s magazine, attracts a largely second and third generation audience.
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These ethnic minority readers are assimilated, meaning they are eco-
nomically and educationally integrated into the larger society.
However, as Filipino-American Renato Ciria Cruz, web site editor of
the Pacific News Service & New California Media Online, reminds us,
“This is a highly racialized society.” Though they may consider them-
selves fully assimilated, Filipina women are attracted to specialized
content produced with their specific interests and informational needs
in mind, like Filipina. Though these women may read mainstream
women’s magazines such as Glamour, they are also reading specialized
ethnically identified publications written specifically for them. Filipina
has also been available on-line for the last five years. The digitized ver-
sion of the magazine is a bonus to the magazine’s publishers, who use
it as a public relations and marketing tool to recruit subscribers to the
print magazine.

These contemporary examples of the ‘immigrant’ or ‘race’ press
embody the expansive cultural sensitivity of today’s minority media:
they appreciate the variety of cultural and economic assimilation
across, and within, minority groups, as well as differences from region
to region within the United States. The successes of these, and scores of
other similar media enterprises, highlight a key paradox of ethnic
minority media: as these media grow, their audiences are further frag-
mented. Yet contemporary ethnic minority media are held together by
a deceptively simple sounding continuity of purpose: the stories that
ethnic minority communities have to tell are different from other sto-
ries, they matter, and they will be told. This does not imply that the
future of minority media is assured. Rather, the question considered by
conference participants was, how can ethnic minority media reinvent
itself for the 21st century and beyond?

Media and the Internet

Perhaps the most complex issue confronting minority media today is
how to best adapt to, and take advantage of, the growing presence of
digital technology in our society. Is the Internet a threat or an opportu-
nity for ethic minority media? Conference participants were ambivalent
about this technological development. Those who already had a pres-
ence on the Internet welcomed the possibilities offered by digital tech-
nology. Others counseled caution about the Internet’s potential impact
on traditional ethnic minority media.



The Report 9

Some of the questions posed, but not completely resolved, by the con-
ference participants include: Can minority media firms, many of which are
struggling financially, afford to enter this field? Can the Internet be a vehi-
cle for wider distribution of traditional print media content? Conversely, is
this cannibalizing of print content for Internet use, a net drain on the eth-
nic minority media firms’ already meager resources? How can ethnic
minority communities best secure access to this technology? And, closely
related, how can they facilitate training and Internet skill development in
their communities?

Many of the challenges facing minority-oriented Internet sites are the
same as those that are facing minority-oriented traditional media: raising
significant capital, persuading advertisers to become sponsors and, closely
related, defining an audience and increasing its size. In other ways, howev-
er, the digital media present uncharted terrain.

The potential for audience interactivity—which is at the core of Internet
technology—could radically alter the nature of media content. Audience
members could theoretically also be site authors and producers. E-com-
merce and business-to-business Internet transactions are creating new
types of market opportunities for ethnic minority media firms. As in the
Filipina example discussed earlier, a web site could be used to promote a
magazine, for instance, and vice versa. Most ambitious are the possibilities
for multimedia partnerships, where radio, television, print, and Internet
content is produced and distributed in a coordinated fashion to ethnic
minority communities.

A possible model for Internet minority media spans and fuses the two
functions of ethnic minority media discussed earlier. Rather than having to
choose between being primarily a social, community-oriented agency, or a
business, profit-oriented firm, this vision of the future of ethnic minority
media suggests a role as community institutions, like museums or churches—
financially self sufficient, yet above all, committed to the community.

Regardless of the type of digital ethnic minority media, a central chal-
lenge is content and its production. Few ethnic minority individuals have
computer programming or web-authoring skills, compared to those in the
majority culture. A bank, or warehouse of digitized ethnic minority web
content, while growing, is not yet sufficient. It is noteworthy to mention
that a source of aggregated, inexpensive content is a primary reason Yahoo
is economically successful and there appears to be no reason why aggre-
gated sites geared toward minorities cannot also be successful. NetNoir,
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a black-oriented site, is a prime example of the successful use of content
aggregation on an ethnic site.

In addition to the problem of content production, there are a num-
ber of access issues confronting ethnic minority media producers, mar-
keters, and audiences. The economic realities that keep many individual
minorities on the other side of the “digital divide,” also keep their com-
munities from having such things as high-speed fiber optic cables.
Schools, libraries, and community centers in ethnic minority neighbor-
hoods are less likely to have computers and Internet access than wealth-
ier areas. As with cable television penetration, many minorities are
being left out of the promise of digital technology. Misconceptions
about ethnic minority communities contribute to low digital penetra-
tion in many minority neighborhoods. The presumption is that resi-
dents of African-American and Latino neighborhoods will be unable to
purchase the services that fiber optic wiring makes possible.

Despite the ethnic differences in access to technology and the diffi-
culties in developing digital, minority-oriented content, Professors
Sharon Strover and Joe Straubhaar, in a study of digital technology use
in a predominantly minority Austin, Texas public high school, caution
against reducing the ‘divide’ in ‘digital divide’ solely to race.! The study
found that those students—regardless of race or ethnicity—with com-
puters at home, were more comfortable and more adept at using the
school computers than those who didn’t have them at home. This study
suggests that having a home computer (and the economic wherewithal
to buy one) is a better indicator than race of who is on the far side of
the digital divide. In addition, the study found that male high school
students were less likely to embrace computers than their female coun-
terparts. The young men told researchers that key-boarding or typing,
an entry point skill in computer use, was “sissy stuff,” and “women’s
work,” suggesting that clerical “pink collar” jobs that use computer tech-
nology, are not attractive to some young men. The study suggests that
money and gender may be at least as important as race and ethnicity, in
shaping young people’s attitudes towards digital technology.

Broadcasting in Transition: Creating More Diverse Media or
More of the Same?

Digital broadcasting is slated to be in full effect by 2006. More channels
could provide an opportunity to present more minority programming.
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However, there is little reason to expect broadcasters—given their
decades old pattern of minimizing minority programming—to change
their behavior now. Further, United States regulatory agencies such as
the Federal Communications Commission (FCC), citing the First
Amendment, have been wary of issuing rulings that might directly
influence broadcasting content. In short, broadcasters have little incen-
tive to change their ways. Given these mutually reinforcing tendencies,
what steps can be taken to assure that minority programming does not
lose ground?

As U.S. media move toward seamless integration of radio, television,
print, and the Internet, a key challenge for ethnic minority media makers
is to demonstrate to its public that it has a relationship with the main-
stream media industry that goes beyond that of consumers. In the com-
plex (and not fully realized) environment of the Internet, where a click on
a screen is sufficient to buy a shirt, and the same screen can also be a por-
tal to civic participation in city council deliberations, for example, how
best can minority groups influence public communication policy?

Perhaps the best way is indirectly, through Congress. But here too,
the ground has shifted. Roughly ten years ago, African-American and
Latino advocacy groups such as the National Association for the
Advancement of Colored People (NAACP) and the National Council of
La Raza, charged racial discrimination in protests filed with the FCC
against major broadcasters. However, federal policy in this critical area
remains largely unwritten, and so is difficult to challenge. The FCC has
not issued rules regarding ascertainment of community needs or equal
opportunity employment, formerly policy gateways into the broadcast-
ing industries for people of color, about digital technology. The failure
to have specific minority-oriented policies could present formidable
regulatory obstacles for minority media for the foreseeable future.

Building on Success: Strategies for Growing Ethnic
Community Media

Given the limitations of the marketplace, and the constraints on reg-
ulatory relief outlined above, what are some concrete strategies ethnic
minority media firms can embrace to ensure that they not only survive,
but also thrive, in the years ahead? How might ethnic minority media
protect themselves and benefit from the increasing conglomeratization
of U.S. media? More broadly: How can ethnic minority media best
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operate in this complex environment, and at the same time maintain
and strengthen the ties between themselves and the communities they
serve?

While no firm consensus was reached in the discussion of these
interlocking questions, conference participants seemed most drawn to
a mixed business/non-profit model. For example, KQED-TV (PBS) and
KQED-FM (NPR), San Francisco do not sell advertisements, but their
monthly program guide and magazine do, and those revenues are put
back into the broadcast operations. Similarly, the Baltimore Times, an
African-American community newspaper, publishes a glossy men’s
health magazine, which underwrites the newspaper’s small investigative
reporting unit and a public health project.

Variations of this concept can be found in Northern California,
where four Vietnamese newspapers and Knight Ridder’s San Jose
Mercury News are jointly producing an advertising supported newspa-
per for the Vietnamese community. The partnership of the Los Angeles
Times and La Opinioén, two Southern California dailies, has been mutu-
ally beneficial, in terms of production costs and advertising sales, to
both enterprises.

Anticipating an unprecedented demand for content as digital and
other multi-media delivery systems proliferate, ethnic minority media
firms have begun brainstorming about future production and distribu-
tion models. Could major ethnic minority media companies such as
Black Entertainment Television (BET) or Univision, as well as BET.com
and Univision.com, provide seed money, as general market film and
television studios have, for independent productions? Conference par-
ticipants suggested that these and other ethnic minority media institu-
tions could establish a foundation to provide seed money, which in turn
would attract venture capital for promising projects. The search for the
optimal combination of government, business, and community sup-
port for ethnic minority media remains as problematic as ever.

Digital media allow for the creation of new paradigms such as radio
and video delivery by means of the Internet, as well as digital delivery of
newspaper and magazine content. For ethnic minority media makers,
the possibilities of convergent media present a market opportunity, as
well as an opportunity to expand the traditional service-oriented role
that these media have played in communities of color. But is there
room, can a niche be constructed, for ethnic minority media in this
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merged, interactive, highly concentrated media environment? For
instance, while many of the ethnic minority media owned by large cor-
porations already have digital editions (such as Miami’s EI Nuevo
Herald, which is owned by Knight Ridder, and BET.com), it remains
unclear how smaller firms will be able to fund their entry into the dig-
ital marketplace.

One vision of the repositioning of ethnic minority media in the dig-
ital age proposes that these media be community portals, disseminating
information ranging from how to apply for a driver’s license, to the lat-
est political developments in the home country. Content such as events
listings, streaming video of the latest school board hearing, and the like,
highlight ethnic minority media’s role as a civic space. Jon Funabiki,
program officer at the Ford Foundation, proposed that rather than
choosing the business model or the community service model, ethnic
minority media firms should think of themselves as cultural institu-
tions. That, Funabiki suggests, is the true value of ethnic minority
media. “Just as a museum, a church, a school, community institutions
have great value. How do museums stay alive? How do churches stay
alive? There are other revenue sources we might want to think about.”

Summiarizing the challenges facing minority media, Jorge Schement,
professor at the Pennsylvania State University College of
Communications, and co-director of the Institute for Information
Policy, emphasized what he called the “tensions” which characterize
ethnic minority media discourse, its defining contradictions and incon-
sistencies. The tensions, Schement suggested, were not frailties, but
potential sources of strength.

Wrapping up the discussion, Schement said, “We’ve talked about the
hazards of going it alone, versus the possibilities of collaboration. We've
also talked, in terms of audience, of the tension between economic
assimilation and economic marginalization. Minority populations
experience both. On the flip side of that, we’ve also talked about social
identity and social assimilation . ...

“And then we talked about old media and new media,” Schement con-
tinued. “And to me it is extremely of interest, and also hopeful, that we did-
n't talk about them in conflict with each other. Instead we talked about old
and new media as assets, that they can build with each other.”

While no clear consensus was reached on ethnic minority media’s eco-
nomic future (“What's wrong with making a profit?” asked one participant),
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most participants were receptive to the idea of a “mixed model” future
for ethnic minority media: not quite non-profit organizations, but not
completely for-profit enterprises either.

There was no disagreement however, about the importance of con-
tinuing to disseminate an unmistakably alternative perspective on cur-
rent events. A perspective which promotes U.S. communities of color—
communities within and yet somewhat separate from the main-
stream—distinct parts of the American multi-cultural mosaic.

Conclusion

As we look forward, will Latino, Asian American, Native American,
and African-American media be created only for the older members of
their communities, while second generation immigrants and the young
embrace the radio and television of the mainstream media? How will
minority communities, and their media, remain identifiable and dis-
tinct from the majority society?

Will advertisers maintain or increase their support of these special-
ized media? As Pluria Marshall, Jr., owner of the Informer and Texas
Freeman put it, “How do we get advertisers to do what they should do?”

Alongside these ongoing, difficult questions, there are more certain
prospects. Immigration from Latin America and Asia is projected to
continue at current high levels. Our society is likely to remain highly
racialized. People of color are often caught in a seemingly intractable
double bind: forced to assimilate by social pressures, but ultimately not
allowed to by the larger society. The conceptualization of African-
Americans, Latinos, Asian Americans, and Native Americans, by the
mainstream population and by members of their own communities as
essentially different, is central to the identity of these audiences, and so
to minority media. Given these powerful social dynamics, it seems rea-
sonable to conclude there will continue to be demand for minority
media.

Perhaps our greatest challenge is to train our audiences, especially
young people, and to give them the skills they need to benefit from the
current, as well as the not yet realized, changes in the media landscape.
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Notes

1. Stover, Sharon and Joseph Straubhaar. “E-Government Services and Computer and Internet
Use in Texas,” Telecommunication and Information Policy Institute, University of Texas,
Austin, May 2000. at http://www.utexas.edu/research/tipi/ (last accessed March 5, 2001).

2. The conference was held before Viacom’s purchase of Black Entertainment Television (BET).
At the time of this writing, there is no information as to what changes, if any, Viacom will make
to BET’s business model.
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In the Black: African-American \Web
Entrepreneurs and Internet Advertising

Introduction
African-Americans represent the largest online segment of the

United States minority population comprising 4.9 million users.! The
number of African-Americans online grew an impressive 43% during
1999—out pacing all other racial/ethnic categories.? Despite these
developments, obtaining advertiser support for African-American tar-
geted web sites has been an uphill battle for some web entrepreneurs.
Fifteen executives at web sites that target African-Americans were
interviewed for this paper to gain to a better understanding of their
experiences when seeking advertisements from Fortune 500 companies.
Contrary to previous studies, few executives said they encountered the
kind of racial stereotyping that has been reported by urban-formatted
stations in the radio industry.® On the other hand, sales are not boom-
ing at African-American targeted sites, but for reasons that are more
related to the size and age of sites as well as general uncertainties about
the effectiveness of online advertising. Compounding these factors is
the fact that although it is the beginning of the new millennium, many
companies remain unfamiliar with the African-American market.

Debunking the Digital Divide

As Chart | (page 20) indicates, the gap between online whites and
minorities was 6 percentage points at the end of the third quarter in
1999—down from 14% in January 1999 and 8% in January 1997.

Recent figures also show that 28% of the African-American popula-
tion is online compared to 29% for Hispanics and 37% for whites
(Chart 1.

The racial gap in the digital divide has been the focus of most dis-
cussion since release of the report Falling through the Net*by the U.S.
Department of Commerce. Other research, however, has indicated that

19



20 REINVENTING MINORITY MEDIA FOR THE 21ST CENTURY

—@—Whites
= 1 - Non-w hites

» Adult Online Penetration by Ethnicity
Number of Segment Online & Percentage of Segment Online
African-Americans and Hispanics have lower penetration rates than whites

memNumberOnline (mill)
« Penetrafion Level




In the Black 21

racial/ethnic measures are an inadequate tool for understanding online
usage patterns.® Maintaining that ethnic background should not be the
focus of analyzing the digital divide, Forrester Research has stated that:

Although Net consumers are not a homogenous group,
the differences are mostly due to income, education,
technology optimism, and primary motivation.... Net
consumer segmentation and product positioning
should focus on the attributes that determine behav-
ior—income, education, age, attitudes, and primary
motivation.®

In general, the Internet population is younger, wealthier, and more
educated than the offline population. This pattern applies to African-
Americans as well. Internet usage among African-Americans is driven
by high household income (averaging $50,000 plus), education (some
college or more), and young age (35% are 16 to 24).”

Considering the fast growing pace of the upscale online African-
American segment, the question remains to what extent have these
developments resulted in a commensurate growth in African-American
targeted advertising.

In interviews conducted for this paper, web executives said that they
have encountered a wide-range of responses from Fortune 500 adver-
tisers. On one hand, many major advertisers have only been willing to
commit to short-term market ‘tests.” At the opposite extreme, compa-
nies such as Sprint, Microsoft, HBO, Cox Communications, and The
Tribune Company have entered into strategic partnerships with sites
such as Afronet.com, BET.com, Volume.com, Blackfamilies.com, and
Blackvoices.com.? It appears that some advertisers have not digested
recent data on the African-American market potential while others are
prepared to be the market innovators.

Advertiser reluctance may also be attributed to reasons unrelated to
the racial characteristics of the users, such as a belief that the Internet
has not yet matured into an effective advertising medium in the eyes of
many advertisers.
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Size Matters: The New Numbers Game

According to a three-year veteran in sales at NetNoir, “No one
believes that blacks are online—and if they are, they think white.”® This
line of thinking, on the part of some advertisers, provides a basis for
neglecting the African-American consumer or concluding that general
market web sites are effective for reaching African-Americans.

The challenge of overcoming the perception that “blacks are not
online” is reminiscent of the problem that confronted radio stations
that targeted African-Americans during the 1960s and ‘70s. Urban-for-
matted stations were told that they did not have enough listeners to
qualify for the advertising rates obtained by non-minority formatted
stations.

Today, urban radio stations rank among the top five in audience size
in almost every major market. Frequently, they rank number one.*
However, top-ranked urban stations generally receive less advertiser dol-
lars per listener than stations serving white audiences that are a fraction
of the size of the urban-formatted stations.* It is a common practice for
advertisers in the radio market to pay more per listener to stations with
relatively small audiences. The reason is very simple—advertisers are not
merely interested in numbers; the goal of large audience size is common-
ly relinquished for targeted upscale demographics. WTOP-FM in
Washington, D.C., for example, has a white audience with household
incomes in excess of $75,000. On the scale of a dollar, advertisers pay
$1.00 per listener to place commercials on WTOP compared to $0.62 per
listener to place ads on WPGC-FM, a station with an audience twice the
size of WTOP, comprised mostly of African-Americans.”

So why doesn’t the same logic apply to the Internet? Why aren’t
advertisers willing to target the online African-American market? Albeit
a small market niche, it is in the same income and educational range as
the non-minority market segment (see next section). The answer is not
a simple one, however, one sales executive rationalized that, “..any
explanation will do when you are predisposed not to make a buy.”*

In addition to predispositions against African-American targeted ads
there is the broader challenge facing all small- and medium-sized web
sites—Internet advertising dollars are highly concentrated in websites
with the greatest amount of online traffic. The Internet research firm,
eMarketer, reports that 95% of all web advertising dollars go to the top 50
web sites (i.e., Yahoo, Excite, CNET, etc.).* This means that one percent
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of the ad supported web sites account for 95% of the advertising rev-
enues.”

Sites in the top 50 tier are estimated to average $58.9 million in annu-
al revenues compared to $26.6 thousand for sites not within the top 50
tier.®®* Clearly, there are disadvantages to sites (i.e., those targeted to
African-Americans) that cannot generate sufficient traffic to be among
the nation's top tier.

An Internet media rating company was recently reported as saying
that the traffic at all of the African-American targeted sites combined is
insufficient to place them among the top 400 web sites.”” Therefore,
despite traffic in the millions at sites such as BlackPlanet.com, BET.com,
and BlackVoices.com, African-American sites are no match for the top
tier non-minority sites.”® In addition, many African-American sites are
less than one year old and have yet to establish stable traffic volumes.

At the end of this paper is a chart providing information on the
number of monthly page views and the official rate card price for a full
banner advertisement for fifteen advertisement-supported African-
American sites. The rates generally fall below the industry average of
$35 CPM.* However, rates as high as $100 CPM are attainable for small
non-minority sites that focus on computing and technology.”

Rate cards, however, are often the starting point for negotiating the
final price for placing an ad. Post-negotiated rates for the top four
African-American sites (BlackPlanet.com, BET.com, BlackVoices.com,
and NetNoir.com) have been estimated to range from $3 to $35.* The
Black World Today.com (www.tbwt.com), which averages 3 million
monthly page views, commonly receives $3 CPM although its official
rate is $35.%

In order to make the leap into the $35 CPM range or above, some
web sites have found it important to form strategic relationships with
large players in the communications industry. The recent announce-
ment of the partnership between Afronet and Sprint is an example.
Others, such as NetNoir and BlackVoices, are co-branded with estab-
lished media outlets—America Online (AOL) in the case of NetNoir
and the Chicago Tribune in the case of BlackVoices.

Even so, executives at the same firms have said that they encounter
advertisers that believe that African-Americans can be effectively
reached through general market web sites. Market research on the
socio-psychological characteristics of the African-American demo-
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graphic suggests that just the opposite is true. A survey by Don
Coleman Advertising in conjunction with Yankelovich Partners indi-
cates that African-Americans prefer media that celebrates their individ-
uality as African-Americans, and that African-Americans pay more
attention to advertisements carried by programming or media vehicles
that reflect their culture.®

The good news is that a number of companies have done their home-
work and are implementing market plans to target online African-
Americans. Home Box Office’s (HBO) decision to launch Volume.com
is an example.* Companies, such as HBO, Sprint, General Motors, and
others, are informed about the growing online African-American mar-
ket segment and appear to be prepared to utilize media vehicles
designed to address cultural preferences.

Desirable Demographics: Do Online African-Americans
Earn Enough?

A venture capitalist with investments in African-American targeted
web sites commented that the perception of advertisers in the broadcast
arena—that African-Americans don't make enough money—is also
commonplace in the new media.® Other executives said that they
encounter the perception that African-Americans can't afford upscale
products and services.

Market research over the past two years, however, supports the con-
clusion that the online African-American consumer is in the same
upscale category of income and education as their non-minority coun-
terparts. For example, Cyber Dialogue found that 47% of online
African-Americans have college degrees compared to 43% for whites.
Median income for online African-Americans is $47,000 compared to
$52,000 for whites.?

What has been found to be true for the general online population is
also true for African-Americans—Internet users constitute an affluent
segment of the American population.” Chart 111 shows a positive cor-
relation between increased income and Internet usage for African-
Americans and the population as a whole. Internet penetration levels
are between 11% and 23% for African-American and general popula-
tion households earning less than $15,000. For households in the
$60,000 to $90,000 range, online penetration is 66% for African-
Americans and 70% for the general population. Penetration levels for



In the Black 25

Chart III: Income and Penetration Levels-
Blacks Compared with the General Population
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African-Americans exceed that of the general population for house-
holds with incomes over $90,000 (83% vs. 78%).%

Not only is the income of online African-Americans within the same
range as the general online population, African-Americans also are
more likely to state that they intend to begin using the Internet to make
purchases.” Minorities, in general, are reported to have a higher
propensity to click on online advertisements (averaging 41 clicks per
month for minorities and 24 clicks per month for whites).® Given
increasing advertiser interest in click-through rates as opposed to page
view metrics, the attitudinal distinction between minority and white
views of online ads should enhance the ability of African-American tar-
geted sites to generate advertisements.

Forrester Research reports that an average of $255 was spent by each
African-American household making online purchases during the last
quarter of 1999.** African-Americans lead other online racial/ethnic
households in the purchase of music, clothes, and furniture and shared
the lead with Asian-Americans in the purchase of software and jewel-
ry.? During 1999, online stocks and mutual funds were the most fre-
qguently purchased category for all online households, including
African-Americans.® Consistent with the finding that African-
Americans are very interested in sites featuring entertainment, research
by Cyber Dialogue indicates that African-Americans are more likely
than the general population to make online purchases of music.*

There are also indications that African-Americans are more receptive
than whites to brand awareness campaigns, a proven strength of the
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Internet. An Internet advertising effectiveness study conducted by the
Internet Advertising Bureau concluded that online advertisements gen-
erate increased advertisement awareness, brand awareness, product
attributes, and purchase intent.* Juxtaposed with socio-psychological
research on the African-American consumer, it is surprising to find
advertisers not relying upon the Internet to establish brand awareness
among African-American consumers.

Brand uniqueness has been reported to be a key element in assisting
African-Americans in identifying items for purchase.*® A Don Coleman
Advertising survey found that African-Americans are more likely than
whites to:

+ Place a high premium on the status of owning tangible things
(e.g., expensive home, car, clothes, jewelry);

* Need to dress in the latest fashions in order to enhance appear-
ance;

+ Spend more for “the best;” and

+ Be brand loyal and, moreover, to rely upon brands to help them
make informed purchase decisions.

The survey found that these patterns apply especially to the “urban
mindset”—those African-Americans who set urban marketing trends
and exert a strong influence on crossover markets.*

Emerging data on the ability of the Internet to establish brand aware-
ness coupled with the upscale qualities of online African-Americans
suggests that advertisers should take advantage of the Internet to target
this market segment. Eventually, perhaps market research will translate
into market practice.

The Questionable Effectiveness of Internet Advertising

A major objection to Internet advertising has been the declining
response rates to web advertisements. The number of users that click on
Internet advertisements, known as click-through rates, has dropped
from 10% in 1994 to 5% in 1999.* Click-through rates for web adver-
tisements are now less than the 2% consumer response rates to postal
direct mail. As a result, many advertisers are questioning whether the
Internet provides a reasonable return on investment.®

Although minorities are reported to have a higher propensity to click
on advertisements, questions about the suitability of the Internet as an
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advertising medium presents an additional barrier that African-
American sites must hurdle. The response of web executives has been to
remind advertisers that unlike direct mail, the Internet provides an
opportunity for consumers to respond in real time to an advertise-
ment. The delays associated with snail mail are avoided. The oppor-
tunity to make an impulse buy and to receive next day delivery is an
advantage. Also, there are indications that the cost-per-sale is signif-
icantly lower on the Internet.”

As discussed earlier, establishing brand awareness can be done very
effectively over the Internet. If advertisers were to match marketing
goals that are appropriate for the Internet (e.g., establishing brand
awareness to increase long-term revenues) with metrics that measure
the Internet’s branding effectiveness, the medium may become more
conventional. Click-through-rates may prove to be an inappropriate
gauge for measuring Internet advertisement effectiveness.

When Advertising Isn't Enough: Alternative Business
Models

Of the 3.6 billion web sites worldwide, only 7,928—Iess than half
of 1%—are advertiser supported.” Although this number is grow-
ing, most web entrepreneurs are eagerly seeking out additional
methods to generate revenue. Their motivation rests upon declining
advertising rates and the fact that the top 50 web sites account for
95% of the advertising dollars.” Web entrepreneurs at African-
American sites are particularly concerned about their inability to
qualify for the concentrated amount of ad spending at highly traf-
ficked sites.

As a consequence, combining web sites into network affiliates has
become an increasingly popular method for selling Internet ad
inventory. Rep firms have responded to advertiser demands for traf-
fic by affiliating small web sites into networks that belong to the
same content genre (e.g., entertainment, business and finance, and
sports).* According to one marketing executive, “Advertisers prefer
to buy African-American sites that are part of a network. It’'s more
convenient. And it’s an easier way for them to make their numbers.”*

AdVenture, an Internet marketing firm, presently promotes nine
African-American targeted sites through its “African American
channel.” These sites are identified in the appendix with the abbre-
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viation ‘adv’ next to their CPM rate.” Advertisements placed on the
‘channel’ are rotated among all nine sites. The ‘channel’ is promoted
to advertisers on the basis of combined traffic in the amount of 25
million monthly page views and its appeal to “business profession-
als [and] computer savvy individuals interested in black culture.”

The downside to this model is that the rep firm retains a portion of
advertising revenues. This has prompted some web entrepreneurs to
form their own network of affiliates.* In this variation of the network
model, a web site provides a page that lists links to its affiliates and the
affiliates, in turn, provide links to the main site. As an incentive for join-
ing the network the main site may provide free or low-cost hosting and
other backend services. Advertisements are solicited on the basis of the
network’s combined traffic.

Other web entrepreneurs have been able to enhance their revenue
streams by establishing value-added strategic partnerships with some of
the leading Fortune 500 companies. These partnerships involve more
than venture capital money. They include co-branding opportunities,
experience in related fields, established advertiser relationships, and
opportunities for e-commerce.

BlackVoices, owned by the Chicago-based Tribune Company, is an exam-
ple of a value-added partnership. The web site obtained $2 million in
financing from Tribune Venture Capital, the newspaper’s venture capital
division. BlackVoices has also benefited from its association with the news-
paper’s sales force, which is used to leverage Internet advertising.”
Advertisers with ads on the site include General Motors, McDonalds,
Boeing, Showtime, Warner Brothers, and Sony.

In Washington, D.C., the American Visions Society, a source for infor-
mation on African-American art and culture (www.americanvisions.com),
has benefited from its parent company’s ownership of five print magazines.
By marketing advertisements for the web site in conjunction with the print
publications, the dotcom division has received full rate card prices from a
stable of print media advertisers. Advertisers paying $50 CPM include
Toyota, Nissan, and American Family Homes.®

Volume.com, launched in 2000, has been underwritten by HBO. The
site’s market niche will be the young African-American segment. HBO’s
willingness to finance the site was, in part, influenced by its experience with
the ‘urban mindset’ in the video entertainment market. According to
Volume.com’s CEO, “We didn’t have a problem with convincing HBO to
market to black audiences.™
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Other examples of value-added strategic partnerships include:

« $35 million in funding provided by Microsoft, USA Networks,
Fox News Corp., and Liberty Mutual to BET.com which
launched in February 2000;*

» Co-branding and advertisement leads provided by AOL for
NetNoir;

¢ Cox Communications' investment in BlackFamilies.com; and

+ Investments by Massachusetts Institute of Technology’s (MIT)
Media Lab director Nicholas Negroponte and Allen &
Company in the Urban Box Office Network (www.ubo.net), a
network of 17 sites targeted to the urban mindset.

Further underscoring the need to pursue other web business models
are the comparatively higher revenues associated with e-commerce.
Business-to-consumer e-commerce sales for the year 2000 are estimated
to be $30.6 billion; $80.5 billion in sales are projected by 2003. Spending
for web advertisements will be considerably lower; $4.8 billion for the
year 2000 increasing to $13.3 billion in 2003.** E-commerce clearly is the
mother lode of Internet revenues over the foreseeable future.

Capitalizing upon the high growth e-commerce market is
Shopnow.com.® According to the company’s African-American CEO,
Dwayne Walker, Shopnow’s vision of the future is that “every buyer can
become a seller.”” Shopnow recently went public and successfully raised
$800 million. Launched in 1999, 50 percent of the company’s growth is
attributable to increased sales.

As an e-commerce enabler, Shopnow does not sell products directly
to consumers. The company provides an electronic shopping mall in
which retail merchants ‘lease’ space. Revenue streams associated with
hosting merchants in an electronic shopping mall include;

» Fees for being listed in the electronic mall;
+ Fees for ensuring top listing as a result of categorical searches;
+ Fees based upon click-though rates;

+ Fees for guaranteed business performance (e.g., Shopnow
directs sufficient numbers of users to a merchant to guarantee
a certain level of sales); and

+ Fees for backend services and web site design.
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By charging very low listing fees (beginning at under $20 per year),
Shopnow has quickly obtained over 15,000 merchants and maintains a high
level of traffic.

Other e-commerce entrepreneurs concentrate on merchandising products
directly to consumers. Three revenue streams are associated with this business
model:

1) Markups over the wholesale price;

2) Fulfilling inventory orders for merchandise sold at other e-commerce
sites; and

3) Commissions on advertisement click-throughs.

Although web e-commerce sales have been very high, 96% of the nation’s
retail sales take place off-line according to Cushcity.com’s co-founder, Gwen D.
Richardson.* For this reason, many e-commerce sites have found it prudent
to provide customers with print catalogues. Substantial portions of Cushcity’s
sales, which are targeted to African-Americans, take place as the result of peo-
ple conducting online searches and completing their purchases offline.

Forrester Research has predicted $185 billion in e-commerce sales by
2004.* Supporting this prediction is a dramatic increase in the number of
Internet shoppers; 56 million new net shoppers are expected by 2003 (see
Chart IV).

Projections such as these have inspired Shopnow's Dwayne Walker to state,
“We are in just the first minute of the first quarter of the Internet opportunity.™

Chart IV: U.S. Online Shoppers Forecast
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CHART V: SELECTED AFRICAN-AMERICAN WEBSITES

Site Name/URL

BlackPlanet.com
(www.blackplanet.com)

Content

Community site that facilitates
individual web pages

Page views  Official
per month  Rate
(CPM)*

90 million  $33

BET.com Portal site offering interactive 20 million ~ $35
(www.bet.com) communities and

entertainment content etc.
BlackVoices Afro-centric news, 20 million  $30-$45
(www.blackvoices.com) information,

and entertainment
NetNoir Afro-centric content 10 million  $40
(www.netnoir.com) community
Black Stocks Information for black 8 million $25 adv
(www.blackstocks.com) investors
The Black World Today News, analysis, and editorial 3 million $25 adv
(www.thwt.com) commentary about the black

diaspora
Blacksingles.com For professional singleswho 2 million $25 adv
(www.blacksingles.com) want to meet other singles
Blackvue Urban media guide to music,  1.25 million $25 adv

(www.blackvue.com)

radio, movies, TV shows, etc.

Everything Black

(www.everythingblack.com)

Links to web sites of
African-American content

500 thousand $25 adv

Digisoul
(www.digisoul.com)

Portal site with free e-mail,
homepages, and interactive
discussion

500 thousand $25 adv

American Visions Society
(www.americanvisions.com)

An international calendar and
chats with health, travel,
cooking professionals, and
celebrities

450 thousand $25 -$50

Ebony Online
(www.ebony.com)

Provides the best news about
African-American achievers

150 thousand $45 dc

Essence Online
(www.essence.com)

Lifestyle magazine for
African-American women

69 thousand $45 dc

Florida Black Folk

(www.floirdablackfolk.com)

Designed to increase Internet
awareness among black
businesses in Florida

3thousand  $25 adv

Singled In
(www.singledin.com)

Healthcare, fitness, sports,
finance, and investing for
black singles

1.5 thousand $25 adv

Tribal Heat
(www.tribalheat.com)

Melting pot for
African-Americans, Native

Americans, and other minorities

1.3 thousand $25 adv

*CPM, cost per thousand, is the rate that advertisers pay for 1000 views of a page on which an
advertisement appears. The abbreviations “adv” and “dc” denote that the web site is affiliated with
the AdVenture or Doubleclick network.
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