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Topics we will be covering today

« Services that » Features of = Insights on buying « Insights on consumers’
multicultural online and offline services related to travel plans,
consumers buy channels that health, fithess & self- preferences for out-of-
regularly, also to appeal most to care home entertainment,
express their multicultural and restaurants

cultural identity consumers
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Source: Multicultural Consumer Survey, The Conference Board
Question S4: Which of the following do you most closely identify with?

Our research

Quarterly (Q4 2021), sponsored by General Mills, to be published soon
Representative sample of 2,000

Notable differences between different races/ethnicities even within same age groups

Our sample by ethnic and age groups

W 1834 yrs
m 35-49 yrs
m 50-64 yrs
W65+ yrs

Racial/ethnic segments in our sample
100%

m White (Non-Hispanic) 80%

m Hispanic/Latino - English dominant 60%

309 Hispanic/Latino — Spanish & English equal 200

m Hispanic/Latino - Spanish dominant
20%

400

Black, African- American

0%

- = Asian Total Asian Black, Hispanic/ White (Non-
African- Latino His panic)
American

Source: Multicultural Consumer Survey, The Conference Board
Question S3: Which of the following groups includes your age?

Question S5: What language do you normally speak at home?
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buy regularly




Digital media is an almost universally bought services category, even if
purchase behaviors differ overall

Black, Hi nic/ White
Services bought regularly Total Asian African 'SP? Ic (Non-
. Latino . .

American Hispanic)

Deviation from total (percentage points)

Cell phone, cable, internet, streaming service . 80% 1 2
Auto care services (e.g., car wash, mechanic, AutoZone) B 39% 1 -1
Subscriptions (e.g., magazines, newspaper) B 31% -9 5
Pet care services (e.g., vet, dog walker, grooming service,

pet food auto ship subscription) l 26% 3 i
Maintenance services (e.g., lawn care, snow removal) B 23% -2 0
Housekeeping service B 13% 0 0
Hobby services (e.g., boating) B 12% 0 1
Childcare service B 9% 0 0
None of the above I 6% 0 0

Source: Multicultural Consumer Survey, The Conference Board
Question 25: Which of the following services do you/your household purchase regularly? Please select all that apply.
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consumers use services to
express their cultural identity



Cultural expression through certain types of services especially strong by Black and
Hispanic consumers

_Servic_:es that are "(extremely) important” reflecting people's ethnic/cultural Total Asian ;I:z:; Hisp?nicl m::‘e

identity American Latino Hispanic)
Cell phone, cable, internet, and streaming services 51% 3 9 | 8 -4
Food/beverage services at restaurants and bars 51% 6 6 i 9 -5
Travel (e.g., vacations) 48% 8 8 i 9 -6
Personal care services (e.g., hair salon, manicure/pedicure, massages) 46% 000 1 18 i 5 -5
Out of home entertainment (e.g., movies, sports event, concerts, amusement parks) S 45% 2 11 i 9 -5
Financial services (insurance, advisors, investing) C41% 7 7 i 4 -2
Health services (e.g., nutrition, cosmetic surgery) 41% 7 11 i 7 -4
Educational services 39% 8 14 i 15 -7
Household services (e.g., lawn care, home improvement, cleaning) 39% -1 8 i 8 -3
Fitness services 3% 4 6 i 4 -1
Pet care services (e.g., vet, dog walker, grooming service, pet food auto ship subscription) 849 -6 -1 i 1 2
Childcare services 33% 2 8 ! 7 -3

Source: Multicultural Consumer Survey, The Conference Board
Question 4: Some people like to buy services/brands that best reflect their ethnic/cultural identity. How important are each of the following services when it comes to reflecting your
ethnic/cultural identity , where a 5 means it is “extremely important” and a 1 means “not at all important”?
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Symbols of success can motivate
spending



Social mobility means different things to different segments
Understanding motivations isn’t just helpful for marketers but also for employers

Which of the following items are a sign of “moving up” in the world?

MATERIAL: Owning a home

FINANCIAL: Making more money

FINANCIAL: Being able to save for retirement :
O
WORG Furthering my career . o
B White (Non-Latino)
I
FINANCIAL: Being able to take care of my extended family _ Latino
EDUCATION: Continuing education/technical school/getting a |E—————————— M Black
college degree or higher R Asian
_—
WORK: Starting my own business ——"
I
EDUCATION: Sending my kids to CO”ege -—r
]
MATERIAL: Having a luxurious/expensive automobile -
EDUCATION: Sending my kids/family to private school
MATERIAL: Owning a washing machine & dryer ;
0% 20% 40% 60%

Source: The Multicultural Consumer: Attitudes, Behaviors, and Shopping in the Pandemic Era (Q2 2021), The Conference Board
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Asian consumers buy financial services more than other segments. It mirrors the
role of finances as indicator of success.

Black, Hi ic/ White
Types of financial services currently used Total Asian African |sp?n|c (Non-
i Latino i :

American Hispanic)

Deviation from total (percentage points)

Banking services . 60% 10 5 ‘ -6 0
Insurance agency 34% 4 -8 - -6 2
Financial advisor T 22% 4 4+ g 7 2
Brokerage (e.g., stocks, bonds, mutual funds) N 21% 11 -3 - -6 1
Realtor (e.g., home buying, selling) ] 8% 1 1 ‘ -2 1
Estate planning [] 8% 1 -3 ‘ -2 2
Real estate agency 1 5% 4 1 P2 -1
None of the above I 23% 7 3 i 7 -1

Source: Multicultural Consumer Survey, The Conference Board
Question 24: Which types of financial services/professionals are you currently using?
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What shoppers value most about
online and offline channels differs
more by ethnic group and is more
nuanced than one might expect.



In-store shopping:
Shoppers are drawn to stores for different reasons. Additional variation by age.
Provides input for store design and targeting.

Black, African Hispanic/  White (Non-

Brick-and-mortar shopping: 3 most appealing benefits Total Asian American Latino Hispanic)

Deviation from total (percentage points)

Ability to touch, feel, inspect, try on, etc. certain item 65% 5 -5 Y q -1
Immediate acquisition of an item (i.e., not having to wait for delivery) 550 2 -12 -2 2
Availability of a sales associate to ask for advice, help, etc. 34% -3 1 -5 1
Easier to discover new product 1 33% 1 -1 -2 2
Place to return items to that | bought online - 28% 1 1 -2 0
Fun/entertainment aspect of a store 27% -5 -3 9 -1
Opportunity to socialize with family, friend 20% -2 8 2 -2
Availability of free samples/gift 19% 1 5 1 0
Leaming more about certain products and brand 19% -1 7 2 -1

Question 29: Generally, what are the 3 most appealing benefits that make you shop at a brick-and-mortar store?
Source: The Conference Board Multicultural Consumer Survey
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Online shopping:
Price Is not the most important criterion.

Saving time is most important to Asian and Hispanic shoppers. Convenience for White
consumers. For about a quarter of Black shoppers, safety plays a role.

Shopping online: 3 most appealing benefits Total Asian
2417 shopping from anywhere 44% -3
Convenience of getting items delivered to my home or compiled for store pick-up 4% -6
Saves time 3% 8
Price 34w 0
Enables easy price comparisons 22% 0
Feels safer than shopping in store 21% 1
Provides online reviews 19% 0
More selection than in a traditional brick-and-mortar store 19% -1
Search capabilities 18% 0
Easy reordering/restocking of items C12% 0
Ability to shop the digital coupons and offers with ease 12% 1
Information transparency (access to pricing, customer reviews, in-store availability, etc.) - 3
Personalized recommendations and suggested items 9% -2

Question 28: Generally, what are the 3 main benefits of shopping online for you?
Source: The Conference Board Multicultural Consumer Survey
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self-care




Asian consumers seem to focus more on general health care than specialist care.
A gquarter of Americans use walk-in clinics, reflecting interest in convenience and price.

Black, Hi ic/ White
Total Asian African |spz_an|c (Non-
. Latino . .

American Hispanic)

Deviation from total (percentage points)

Primary care . BT% 2% 2% 3% i 0%
Dental care 4B % 15% 0% 2% B 3%
Eye care 36% 7% 1% 2% E 0%
Urgent care centers (e.g. walk-in clinics) [ 23% 2% 0% -1% i 1%
Specialist care (e.g., cardiologist) N 19% 5% 1% 4% i 1%
Emergency room care . 12% -1% 3% 1% i 1%
Nutritional care N 14% 1% 0% 1% i 0%
Holistic medicine /natural remedies B 13% 5% 0% 0% i 2%
Other [ 4% 0% 1% 3% b -1%

Source: Multicultural Consumer Survey, The Conference Board
Question 21: What types of health care services do you/your household use the most? Select top 3 only.
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Asian and Hispanic consumers in particular have postponed health care due to
Covid-19. Reasons for postponement may be numerous.

US consumers that have postponed health care services because
of the pandemic

60%

47% 46%
42% 42%
40% 38%
20% I I I
0% —_—
Total Asian Black, African  Hispanic/ Latino White (Non-
American His panic)

Source: Multicultural Consumer Survey, The Conference Board
Question 22: Have you postponed health care services due to the COVID-19 pandemic?
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Non-white athletes use digital platforms more. Black athletes compete most in races.
Fitness services need to understand the motivation of exercise habits—from health
maintenance to competitions to socializing—as well as constraints (time, equipment).

Black, Hi nic/ White
Exercise habits Total Asian African 'SP? Ic (Non-
. Latino . .

American Hispanic)

Deviation from total (percentage points)

| exercise alone (e.g., | walk) 9% 3% 3% -4%
| have a fairly consistent exercise routine (e.g., | repeat certain exercises, times and
y cons €. [rep - 31% 9% 2% 20% 2%

frequency of exercises)
| usually exercise with a friend/relative ] 19% 3% -1% 2% 0%
| use exercises by digital apps/platforms at least sometimes L 19% 7% 1% 4% 2%
| exercise to participate in running, biking, triathlon, or other races | 14% 0% 3% -1% 0%
| do not exercise ] 13% 7% 2% 3% 1%
| post about my exercises on social media and/or participate in digital exercise competitions

P y particip g P I 11% 0% 20 1% 1%
| go to group classes regularly ] 10% 0% 1% -4% 1%
| exercise with a personal trainer a least some of the time B 8% -2% 3% 0% 0%
Other i 3% 1% 1% 0% 0%

Source: Multicultural Consumer Survey, The Conference Board
Question 8: How would you describe your exercise habits? Please select all the different exercise habits you follow.
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The pandemic has made people exercise more—for health and self-care.

But workout habits have changed: almost a third go less to a gym.

This benefits at-home digital fithess programs, which are particularly popular with
Black, Hispanic, and Asian consumers.

How Covid-19 has changed US consumers' exercise habits
40%

30%
20%

) I I I I I I
0%

More Less More Less More Less More Less More Less More Less

Exercise Exercise indoors Exercise outdoors Use at home service Visit the gym Exercise with personal
(e.g., Peloton) trainer and/or other
people

Source: Multicultural Consumer Survey, The Conference Board
Question 9: How have your exercise habits changed compared to before the COVID-19 pandemic?
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Self-care, small indulgence, and/or self-expression?

For Asian consumers, hair services are much more important than nail services.
The latter are much more bought by Hispanic, Black, and White consumers.

Personal care services used the most

i

60% 10%

100%
90%
80%

70%

ioi 5%

50% 18%

40%

30%
54% 50%
20% 39%

10%

0%

Total Asian Black, African  Hispanic/ Latino White (Non-

American Hispanic)

Source: Multicultural Consumer Survey, The Conference Board
Question 7: Which types of personal care services do you use the most?
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Nails (manicure, pedicure)
m Massage
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Big shifts for the travel sector and related businesses:
leisure travel increasing, business travel decreasing

Expected frequency personal/family trips Expected frequency business trips
100% 100%
More
80% More - 31%
50% et
” o Same
Same 36%
40% 0%
34% 39%
20% Less N Less
0% 0%
Total Asian Black, African Hispanic/ Latino . White (Non- Total Asian Black, African Hispanic/ Latino White (Non-
American Hispanic) Am’erican Hispanic)

Source: Multicultural Consumer Survey, The Conference Board

Question 16: One year from now, what are your expectations about traveling compared to before the COVID-19 pandemic? Source: Multicultural Consumer Survey, The Conference Board

Question 16: One year from now, what are your expectations about traveling compared to before the COVID-19 pandemic?
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In leisure travel, domestic and regional destinations dominate for now.
International trips are more common for Asian and Hispanic consumers.

Anticipated destination of leisure trips

M Close to home, taking day trips

80%
m Within your state
60%
m Outside of your state, but within the
United States
40% . .
Outside of the United States
20%

m Don’t know

0%
Total Asian Black, African Hispanic/Latino White (Non-
American Hispanic)

Source: Multicultural Consumer Survey, The Conference Board
Question 13: For your personal/family vacation(s), do you anticipate traveling...?
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Implications of changing racial/ethnic demographics:
What's the future of the beach vacation, now #1?

. . . Bla.Ck’ Hispanic/ White

Preferred type of leisure vacation Asian African ] (Non-
American Latino Hispanic)

Total

Deviation from total (percentage points)
Beach . 31% i 9 6 4
Road Trip N 9% I 3 2 2
Family-Centric (e g , Disney World)  13% -1 0 -1
Resort & Spa N 7% 8 2 -3
Cruise n 7% 2 2 0
Adventure (e g, ziplining, safari) ] 7% -2 3 0
Camping [ ] 5% -2 0 1
Sports (e g, golfing, baseball) B 3% 3 0 0
Other o 7% -1 1 0

Source: Multicultural Consumer Survey, The Conference Board
Question 14: What is your preferred type of personal/family vacation(s)?
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Favorite out-of-hnome entertainment
Companies need to keep track of preferences to see which are more enduring and
which have changed temporarily because of the pandemic.

Black, Hi ic/ White
Preferred out-of-home entertainment Total Asian African |sp?n|c (Non-
. Latino . .

American Hispanic)

Deviation from total (percentage points)

Movies o 23% 2 4 0 ;-1
National/State Parks 13 % 7 7 2 i1
Amusement parks I 12% -2 1 3 -1
Sporting events I 11% -3 0 0 1
Concerts 9% -4 1 -2 0
Museums 8% 1 -1 -2 0
Outdoors (e g, cycling, off-roading, hunting) 8% 2 -3 3 0
Theater 7% 0 3 1 -1
Water sports 6% -1 0 0 0
Other [] 3% 2 3 1 0

Source: Multicultural Consumer Survey, The Conference Board
Question 18: What is your preferred form of out of home entertainment?
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Post-pandemic leisure

Movies and state parks
may gain the most.

White consumers are
generally more likely to not
anticipate any change in
their patronage. They
might already be more at
their “new normal.”

People's planned post-pandemic activities

Movies

National/State parks

Concerts

Amusement parks

Theater

Sporting events

Museums

Other

Source: Multicultural Consumer Survey, The Conference Board

More Often
Less often

More Often
Less often

More Often
Less often

More Often
Less often

More Often
Less often

More Often
Less often

More Often
Less often

More Often
Less often

Total

Black, Hi nic/ White

Asian African 'Sp‘? Ic (Non-

. Latino . .
American Hispanic)
41% 43% 44% 42% 40%
16% 17% 21% 18% 15%
37% 43% 33% 38% 39%
13% 11% 19% 16% 11%
31% 24% 33% 30% 33%
22% 30% 23% 30% 19%
30% 36% 31% 36% 28%
21% 19% 22% 20% 21%
30% 29% 33% 30% 31%
21% 22% 23% 25% 19%
29% 23% 27% 29%
22% 29% 24% 28% 19%
25% 32% 29% 28% 22%
19% 17% 23% 22% 18%
18% 21% 22% 19% 17%
18% 21% 22% 20% 17%

Question 20: After the COVID-19 pandemic is over, | plan to go to the following.
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Favorite restaurants
Fast casual places are particularly popular with Asian and other non-White consumers.
The food and quick service drive these preferences.

Black, Hi ic/ White
People's favorite restaurant Total Asian African |sp?n|c (Non-
. Latino . .

American Hispanic)

Deviation from total (percentage points)

Sit down casual dining restaurant (e.g., diner, mom & pop restaurant, Olive :

Garden, Applebee’s) - 6 -7 i 2 0
Fast food restaurant (e.g., McDonald’s, Wendy’s, Burger King, Taco Bel) [ 219% 1 4 i -1 0
Fast casual restaurant (e.g., Chipotle, Shake Shack, Chick-fil-A) N 15% 9 3 i 2 -2
Sit down fine dining restaurant (e.g., Ruth’s Chris, Capital Grille) N 15% 0 -2 ‘ -3 1
Sports bar ] 8% -4 1 P o0 1
None of the above i 3% 1 2 i 0 0

Source: Multicultural Consumer Survey, The Conference Board
Question 5: What tvpe of restaurant do vou enijoy visiting the most?
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Low price is less of a criterion for people’s favorite restaurant.

Food, experience, and quick service matter most. Sustainability still small but there.

“Fast” food is earning its name.

What type of restaurant do you enjoy visiting the most?

Sit down
casual dining Fast food
Sit down fine | restaurant restaurant
dining (e.g., diner, Fast casual (e.g.,
restaurant mom & pop restaurant McDonald’s,
(e.g., Ruth’s restaurant, |(e.g., Chipotle, Wendy'’s,
Chris, Capital | Olive Garden, | Shake Shack, | Burger King,
Grille) Applebee’s) Chick-fil-A) Taco Bell) Sports bar
What is your major reason | The food tastes great 33% 26% 17% 10%
for frequenting this type of || have fun/can relax there 18% 24% 14% 8%
restaurant? | can buy food quickly 5% 2% 16% 36% 12%
My children/family enjoy it 7% 10% 10% 10% 4%
The restaurant is environmentally friendly 9% 7% 7% 5% 5%
To support local/small businesses 4% 10% 3% 3% 11%
It is economical 5% 4% 8% 9% 2%
It's a (family) tradition 6% 3% 3% 6% 3%
| don’t have time to cook at home 2% 2% 9% 4% 1%
Cultural connection 2% 3% 4% 1% 6%
Other 1% 1% 1% 2% 0%

Source: Multicultural Consumer Survey, The Conference Board
Question 5: What type of restaurant do you enjoy visiting the most?
Question 6: What is vour maior reason for freauenting this tvpe of restaurant?
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Enjoyed Today’s Program?

Continue the Conversation with our Experts
Exclusively for Members of our Economy, Strategy & Finance Center; and
Marketing & Communications Center

Multicultural Consumers’ Purchases of EXPERTS
Services and Business Implications: LIVE
Travel, Finances, Health, Education, and
More

Tuesday, March 8
11 -11:30 am ET

To learn more or register, contact: membership@conferenceboard.org
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Upcoming Webcast Programming from The Conference Board

Future of Brand Building: How to Compete in an

Economy Driven by Transformational Experiences

(March 10)

How To Organize for a Differentiated B2B Customer

Experience (March 30)

Marketing Watch: Multicultural Consumers and DEI

(June 9)

View all of our upcoming webcast programs at
https://www.conference-board.org/webcasts/upcoming/
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https://www.conference-board.org/webcasts/upcoming/
https://www.conference-board.org/webcast/brand-building/transformational-experiences
https://www.conference-board.org/webcast/specials/differentiated-customer-experience
https://www.conference-board.org/webcast/marketing-watch/multicultural-consumers-dei

NEW Podcast Series: CEO Perspectives - Insights for What's Ahead ™

Hosted by our CEO, Steve Odland, this bi-monthly
series features in-depth interviews with thought
leaders from The Conference Board to provide
business executives with data-driven insights to

prepare them for what’'s ahead.

EERSPECERNE S

'nSights for Whatls AheadTM Listen & Subscribe

Available on our website at https://www.conference-board.org/podcasts/ceo-
perspectives-podcast or on most popular podcasting platforms, including:

@ ":E" kg e LISTEN ON
¥ Apple Podcasts *.1" Google Podcasts
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https://podcasts.apple.com/us/podcast/c-suite-perspectives/id1565427142
https://podcasts.google.com/feed/aHR0cHM6Ly9jc3VpdGVwZXJzcGVjdGl2ZXMubGlic3luLmNvbS9yc3M?sa=X&ved=0CAMQ4aUDahcKEwjI8MDA4LfwAhUAAAAAHQAAAAAQAQ&hl=en
https://open.spotify.com/show/2Y7c9gtdZJqocXdak7MOY5

