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INTRODUCTION 

BACKGROUND  

Nowadays, in France a debate on the implementation of ethnic statistics in order to 

appreciate the structure of the French population has been recently impulsed by the president, 

Nicolas Sarkozy. Indeed, for having a reliable tool which can be used to identify and count 

the different “visible communities” in its country, the French government is intending to 

modify the current legislation about collects of personal data. It initiates these legal 

procedures to be able to measure and judge racial discriminations that occur in several areas 

(employment, scholarship…). However, even if these steps are as goal a fall in ethnic 

discriminations, they keep highly controversial. Its opponents claim the French constitutional 

principles that want Republic to be indivisible.  

This debate overall underlines the lack of an “ethno-racial” national referential. Nevertheless, 

individuals’ origins were progressively introduced into statistics. 

� 1851: the first census including questions about nationality was realized (native 

French, naturalized French and foreign). (Courrier des statistiques n° 117-119, 

2006, p 34) 

� 1962: This census was completed by asking the origin nationality of the 

naturalized French. 

� 1993: The Great Integration Council developed surveys about the ethnic 

structure of the French population for specifics purpose. 

Now, only one major law – Information and freedom law of the sixth August 2004 – breaks 

the access to ethnic data. It stipulates that personal data which precise, directly or indirectly, 

racial or ethnic origins, political views, philosophical and religious ones are prohibited. 

(www.juriscom.net)  

But some surveys highlighting ethnic origins can be conducted, on one condition; they must 

respect an individual agreement. 
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 Both French debates on ethnic statistics and racial discriminations raise the issue of 

how important the minorities’ demographical and economical weight is. Indeed, more and 

more firms and marketing agencies have started to target ethnic market for few years.  

According to the INSEE – the French National Institute for Statistics and Economic Studies – 

and the INED – a French research institute specialized in demography and population studies 

–, ethnic minorities and immigrants in France are the same. Their number is around 4.3 

millions people, that is to say 6.7% of the 2002’s French population (see Annexe 3). 

But the ethnic minority notion is wider: as it was said before, the real statistics about such a 

sensitive issue are not clearly defined and collected by any French official institute. Indeed, 

Jean-Paul Tréguer and Jean-Marc Segati (Les nouveaux marketings, Dunod 2003) estimate 

ethnic communities’ population between roughly 12 and 14 millions people, more than 20% 

of the French population. 

Moreover, SOPI – a marketing agency focused on ethnic marketing – conducted a consumer 

survey in 2004 that included ethnic data under control of several national and independent 

associations. (http://www.sopi.fr) 

It concludes distinguishing six ethnic groups: 

� Caribbean from France (Martinique, Guadeloupe, French Guiana, Reunion 

Island…) 

� Black Africans (Senegal, Mali, Cameroon…) 

� Maghreb-Arabians (Morocco, Algeria, Tunisia…) 

� Indopakistanis (Sri Lanka, India, Pakistan…) 

� East-Asians (China, Vietnam, Cambodia…) 

� And other minorities (Anglo-Saxon, Latin American, Italian, Spanish…) 

 

The weight of the visible minorities in the French population is enough important to 

arouse firms and marketing agencies' interests. Indeed, this part of the French population can 

be considered as a niche with its own and specific needs. Problems of discrimination and 

under representativeness highlighted ethnic communities can be perceived as a potential and 

profitable outlet. Taking progressively these markets into consideration, marketers have 

implemented a new kind of segmentation based on ethnic origins. Targeting depends on the 

ethnic background of every community. Each ethnic group, with its own values, beliefs and 

needs, forms an aggregated market. 
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French ethnic marketing is so in direct connection with the current French debate 

about the consideration of ethnic data in official statistics. Actually, with exact figures, ethnic 

groups would be quantifiable and identifiable. Clearer statistics are, easier target group are 

satisfied. Ethnic data would allow marketers to better understand and meet the needs and 

wants of these populations. 

To sum up, ethnic marketing in France is dependent on ethnic statistics; so it is 

necessary to get round, without going against, the French principle which wants a Republic to 

be indivisible. 
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RESEARCH PURPOSE 

The French Republican model seems to be an obstacle that slows down the ethnic 

marketing development. But ethnic marketing is already used in France with a large choice of 

ethnic products on the shelves of many supermarkets.  

� Charal – the French’s biggest meat processor – has launched the brand 

“Orient Charal” dedicated to Muslim consumers. 

� Printemps Haussman merchandises make-up and hair cares for Black 

women and Black employees are charging to promote it. 

The following is a brief definition of ethnic marketing – notion that will be explained deeper 

in the theoretical part of our dissertation – from Corinne Nardot, a qualified teacher in 

economics (Conquête Client- N°20 - 2005-03-18, p 6): 

� Ethnic marketing is an approach that consists in segmenting the local or 

international market emphasizing on the homogeneity of one ethnic group of 

consumers. The main idea is to offer products which fit to the physical and 

cultural characteristics of consumers aggregated under ethnic roots (The Black, 

the Muslims…). 

Of course, Ethnic marketing encompasses the ethnic communication plan. In France, there are 

different specialized Medias focusing on ethnic communities. 

� Radio: Africa 1, RFO, RFI, Beur FN, radio orient… 

� TV : Beur TV, CFI-TV, TV5, Khalifa TV... 

� Press: Economia, Afrobiz, Yasmina, Jeune Afrique Economie, Divas, 

Salama… 

In spite of the awareness and the implication of the French channels which are 

implementing rules to reduce ethnic discrimination, minorities are still under representative in 

the medias (overall TV and except these specific medias) and more particularly in advertising 

where marketers deplore the sleeping potential of such market. (http://www.sopi.fr) 

 Moreover, a recent survey (April 2006) directed by BVP – Professionals for a responsible 

advertising Association – shows that the majority of the French population feel unsatisfied: 

According to the IPSOS/BVP survey, French people feel advertising has to do better in this 
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field [representation of the minority], because it does not give to the minorities the importance 

they have in the French population. The added qualitative search underlines this 

representation can be demeaning. Indeed, 50% of the French under 35 years old indicate an 

under-representation, and advertising is ranked fifth – among different fields: sport, film, TV 

broadcasts, art, fashion, and politics – for its ability to offer a real significance to the 

minorities.  French people majority (63%) wishes today advertising made the effort to grant a 

greater, more worthwhile place to ethnic minorities.  

  To check these feelings are fully justified, it can be wondered about the real 

representativeness of ethnic minorities in the French television advertising.  
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RESEARCH PROBLEM  

In order to better fulfil the above stated purpose, a research question has been 

outlined below to help us approach the adequate and relevant knowledge to achieve our 

goal.  

− How the ethnic minorities are represented in French TV advertising? 
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METHODOLOGY 

 

RESEARCH APPROACH 

According to Khun, quantitative research is often an interactive process whereby 

evidence is evaluated, theories and hypotheses are refined, technical advances are made, and 

so on. Usually is used to gain a general sense of phenomena and to form theories that can be 

tested using further quantitative research. Quantitative research using statistical methods 

typically begins with the collection of data based on a theory or hypothesis, followed by the 

application of descriptive or inferential statistical methods. A fundamental principle in 

quantitative research is that correlation does not imply causation. This principle follows 

from the fact that it is always possible a spurious relationship exists for variables between 

which covariance is found in some degree. When measurement departs from theory, it is 

likely to yield mere numbers, and their very neutrality makes them particularly sterile as a 

source of remedial suggestions. But numbers register the departure from theory with and 

authority and finesse that no qualitative technique can duplicate, and that departure is often 

enough to start a search. (Kuhn, 1961, p.180) 

This research tries to give some answers about the representation of ethnic minorities 

in the French TV-advertisings. To do so, it is necessary to observe a large amount of 

advertisings to draw some trends. In Aaker, Kuman and Day’s Marketing Research (2006), 

the authors state that Quantitative Research classifies features, counts them, and allows 

searchers to construct a model, a statistic one, in order to try to explain an occurring 

phenomenon. And thanks to the large amount of collected data, findings can be extrapolated 

to a larger population; of course, significant techniques and valid sampling have to have been 

used. A Quantitative analysis permits to isolate a phenomenon and evaluate its frequency, its 

intensity and its rarity, thus its relative normality or abnormality. 

Quantitative analysis doesn’t allow to classify an item in two different groups, it is 

required to choose, and, sometimes, some data are lost because they are too rare. Quantitative 

analysis can be sometimes an idealisation of the data; that’s why this study had to try to obtain 
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minimum frequencies collecting a large amount of data. Otherwise, it would have been easy 

to sideline rare occurrences which could take part to the main phenomenon.  So, the research 

method elected is quantitative analysis. 
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TYPE OF RESEARCH 

According to Aaker, Kumar and Day (Marketing Research, 2006, p 79), there are 

three kinds of type of research: the exploratory, the descriptive and the causal. The 

exploratory Research can be used in order to have an idea of a general nature of a problem, 

the possible decision alternatives, and relevant variables that need to be considered. These 

methods are flexible, unstructured – which is easier to pursue ideas and clues – and 

qualitative, but fits to the research if the researcher “begins without firm preconceptions as 

to what will be found”. The Descriptive Research is used to give a snapshot of some aspects 

of the market environment; it can provide qualitative as well as quantitative results – 

interviews, test results or questionnaires can be used – to confirm or invalidate a hypothesis, 

which could have been speculative. “Descriptive research involves describing and 

interpreting events, conditions, or situations of the present. Generally, findings and 

conclusions only apply to the sample or population studied.” (Hunter College, City University 

of New York, Department of Curriculum & Teaching, 

http://www.hunter.cuny.edu/edu/apiccian/edstat06.html ). 

 Finally, the Causal Research can demonstrate when one variable causes or determines 

the values of other variables.  

This Research was a descriptive one, with quantitative results; indeed, the Descriptive 

approach was the most suitable in the study purpose and because of that, it is necessary to 

have a clear idea of the representation of the ethnic minorities in the French TV-advertising 

and the chosen sample was easier to generalize to the population.      

Gumesson wrote (1991) Descriptive Research describes data and characteristics about 

the population or phenomenon being studied. Descriptive research answers the questions who, 

what, where, when and how. Although the data description is factual, accurate and systematic, 

the research cannot describe what caused a situation. Thus, descriptive research cannot be 

used to create a causal relationship, where one variable affects another. The description is 

used for frequencies, averages and other statistical calculations. Often the best approach, prior 

to writing descriptive research, is to conduct a survey investigation.  
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DATA COLLECTION  

This study is about advertising so it presents both primary and secondary data. For 

the redaction of the introduction, the theory in ethnic marketing and advertisement, we used 

different Internet sources (statistics, surveys…) and for the methodology, we used books and 

articles mainly. The benefits of secondary data are several: “Secondary data involves just 

spending a few days in the library extracting the data and reporting them. This should involve 

very little time, effort, and money compared to primary search. […] In some cases, secondary 

data can be more accurate than primary data” (Aaker and al., Marketing Research, 2006, p. 

111). Of course, secondary data is not enough with regard to the main problem because 

secondary data have been collected in the past for purposes other than the current search; the 

data may not be very accurate and up-to-date, and we can’t know how the data have been 

collected (unless with a very reliable source – as a poll institute or government statistics, for 

example –). 

That’s why, to lead the current search, it has been used primary data in an exploratory 

framework; this data collection consisted of a dissection, an analysis, a count and a 

classification of a recorded tape of the different TV-ads during the  French 8 pm. daily news, 

on TF1 (the most popular broadcast, with an average of 8,8 millions of viewers – or 4 on 10 

viewers – and viewing figures of 38,8%), observed from 7.50 p.m. – 10 min of advertising per 

day, before and after each forecast (they’re two before and after the news) – to the ads after 

the end of the news, each day, during one week. Every ad with “extra-European” minorities 

and people visibly from the DOM TOM is counted. All the “ethnic ads” have been analysed 

in order to determine the importance of the role played by the ethnic people and its meaning, 

the image reflected (denigration or improvement), the products the ads are about, the 

broadcast rate (the frequency).  

With the help of a French software specialized in marketing surveys, LeSphinxPlus²™, we 

conceived a questionnaire (Annexe 2) in order to collect data and process them automatically; 

this questionnaire we used to analyze each advertising, is divided into three parts which allow 

us to dissect each ad: the socio-demographic data, the role played by the ethnic minorities and 

the details of the advertising. 
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− Socio-demographic data (part 1) 

o Ethnic communities 

The socio-demographic data is a part composed by the number of people present in the ad, a 

question which determines if there is, or not, any member from any ethnic minority, identified 

in the section 3; the minorities listed are:  

M
inority 

C
aribbean 

B
lack A

frican 

M
aghreb 

A
rabian 

Indo pakistani 

E
ast A

sian 

A
nglo S

axon 

Latino 

A
m

erican 

Italian 

S
panish 

Origins 

French 

overseas and 

territories 

Black 

Africa 

North 

Africa 
West Asia 

East 

Asia 

English 

speakers 

countries 

South 

America 
Italia Spain 

Example 
Martinique 

Guadeloupe 

Mali 

Congo 

Algeria 

Morocco 

India 

Pakistan 

China 

Japan 

England 

U.S.A 

Brazil 

Argentina 
_ _ 

 

Of course, these criteria are subjective and based on the observation of the accent, the color of 

skin and the attitudes of the protagonists. 

People who do not belong to these ethnic minorities are classified as White French – white 

skin, no particular accent. 
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o Class of ages 

The next two questions are about the gender of these protagonists, and then the following 

questions are about their ages:  

Age 

(years) 
0-3 4-14 15-18 19-25 26-35 36-45 46-59 Over 60 

Name Babies Children Teenagers Young Adults  
Grown 

ups 
Matures Elderly 

 

o Personal environment: 

Single Couple Family 
Group of 

friends 
Working team 
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− Role of minorities (part 2) 

o Social class  

The role played by the ethnic minorities is a part starting with the social class of each 

minority;  

C
la

ss
 

U
pp

er
 C

la
ss

 

U
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er
-m

id
dl

e 

C
la

ss
 

Lo
w

er
-m

id
dl

e 

cl
as

s 

W
or

ki
ng

 c
la

ss
 

Lo
w

er
 C

la
ss

 

Part of the 

population 
1%-5% 15% 33% 30% 21-17% 

Characteristics 

Strong 

buying 

power 

Advanced 

post-

secondary 

education 

jobs 

School 

teachers, sales-

employees 

Jobs security 

trends to be 

poor 

The poorest 

 

According to Thompson, W. & Hickey, J. (2005). Society in Focus. 

o Working class 

E
xe

cu
tiv

e 

Li
be

ra
l 

pr
of

es
si

on
 

W
hi

te
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ol
la

r 

B
lu

e 
co

lla
r 

C
ra

fts
m

an
, 

T
ra

de
r 

A
th

le
te

 

S
tu
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nt

 

R
et

ire
d 

U
ne

m
pl

oy
ed

 

A
rt

is
t, 

T
op

, 

A
ct

or
 

H
ou

se
w

ife
 

 

o Leading role 

A community has the leading role if one of its members plays the main character in the ad. 
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o Celebrity 

A famous person is considered as a celebrity character in the ad and its business is précised: 

Cinema 

TV 
Music Sport 

 

 

− Details of the analyzed ads (part 3) 

o Type of advertisement: institutional or commercial 

o Kind of product 

N
o product 

H
air care

 

B
ody care 

P
erfum

e 

F
ood (except 

dairy product) 

D
airy product 

D
rink

 

R
estaurant 

C
ar 

B
anking 

T
elephony 

C
lothing

 

S
upply (gas, 

w
ater…

) 

Laundry
 

F
urniture

 

D
rugs 

H
ousing 

V
ideo / D

V
D

 

M
agazines 

T
ransport 

T
ravel 

S
uperm

arket 

P
et food 
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POPULATION SAMPLING  

 A sample is appropriate “if the population is large and if both the cost and time 

associated with obtaining information from the population is high” (Aaker and al., 

Marketing Research, 2006, p. 379). The population is designed in the main problem treated 

in this work, the observation of the French TV ads is the main purpose, so data is collected 

randomly (two weeks over one year, one only channel). 

It can be said that the choice of such a popular broadcast as the TF1 8 pm daily news can be 

appropriate because of its ability to target a lot of people. Observing the TV ads during one 

week has allowed to collect a large amount of TV ads; these are quite representative of the 

French TV nowadays. The sampling population is the TV ads which are broadcasted during 

the news in prime time in France. 
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THEORETICAL FRAMEWORKS 

 

ETHNIC MARKETING  
 

Ethnic marketing was certainly born in the United States in 1900: Mrs C.J. Walker, a 

black aesthetician woman, have noticed that her customers wanted their hair to be straight to 

look like the White women. So she decided to launch the first straightener dedicated to the 

Black American women. In order to promote her product, and without any knowledge in 

marketing, she adapted her home-made mix marketing: ads in the Black people oriented press, 

price fitted to her customers’ incomes. She had just created the ethnic marketing (Tréguer, Les 

nouveaux marketings, Dunod 2003).   

 

� Ethnic marketing:  

“Ethnic marketing is the promotion of a brand’s product or service to one or more targeted 

ethnic groups, or to an ethnically diverse consumer base”. 

(http://www.fusemarketing.com/Ethnic_Marketing)  

Ethnic Marketing emerged within the USA because of its multicultural society, its 

geographical dimension, which made easier the appearance of ethnic segmentations.  

Several migratory waves have occurred in Europe: Polish, North-African, Italian, Portuguese, 

Pakistanis and Indians to Great Britain; Turkish and Polish in Germany. These naturalised 

consumers keep a great interest in their roots, and a strong link between them. Their 

economical acts are attracted by the products from their origin land. Thus, they are ethnic sub 

segments, and a lot of companies fit their marketing policy to their needs. (Marieke de Mooij, 

Consumer behaviour and culture: consequences for global marketing and advertising). 

For several years, French supermarkets have offered specialised products in their shelves. 

“The coexistence, in our society, of people from different ethnic origins provoked, during the 

last few years a market segmentation which fits to the behaviours of ethic/ religious 

communities”, claimed Jean-Christophe Desprès, chairman of Sopi communication, an ethnic 

marketing agency. “The aim is to offer more targeted products fitting to the tastes, physical, 

cultural and religious characteristics of these groups of consumers”, Samir Bouzidi, consultant 
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specialised in the North Africa community, added (Myriam Blal, Le marketing des produits 

ethniques fait fureur en France, 2007-08-18, www.bladi.net). 

As the landscape of many countries has been changing and the buying power of the minorities 

– and the minorities themselves – has increased, more and more companies decide to use 

ethnic marketing to the minorities, now considered as marketing segments. 

That’s why ethnic marketing, although it is in the earliest stages – particularly in France – 

keeps developing and targeting people according to the ethnic group they belong to. But such 

a segmentation criteria needs some explanations, first by defining the term “ethnicity”.    

 

ETHNICITY  

 “The term ethnic is used for minority groups that are culturally or physically different from 

the dominant culture of societies. Minorities in the world include a great variety of groups, 

from original populations overrun by immigrants (Native Americans, Australian Aborigines), 

to descendants of imported labour (African American, Turkish Germans), to native of former 

colonies (Indians and Pakistanis in Britain), to international nomads (Roma and “Gypsies”), 

to ethnic migrants or refugees. Ethnicity can be viewed as a catchall collective term that  has 

replaced several other identifiers – race, religion, language, nationality – as a way to 

determine the social identity of groups” (Marieke de Mooij, pp. 80-81).  

According to Fredrik Barth, ethnicity is a set of delineated boundaries between neighbouring 

groups, and individuals who want to conserve privileged bounds to maintain one’s identity 

(Barth, 1969, p.15). On the contrary, Ronald Cohen states that ethnicity, rather than a “black 

and white” opposition, is actually a concept which divides “in-groups” from “out-groups”. 

This separating line is constantly changing according to the various situations (Cohen, 1978, 

p.388).  

De Mooij agrees the Cohen changing concept underlining the strong influence of most of 

main cultures: “In Europe, most ethnic minorities originate from collectivistic cultures, and 

related values are in contrast with the strong individualism of most receiver cultures. In some 

European cities, ethnic minorities are large groups” (ibid.).   
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Ethnicity has a pluralistic view and these boundaries linking and separating ethnic groups are 

various. Barth’s concept of ethnicity can be considered as a basic model, and must be 

improved by Cohen and De Mooij’s ones. 

From the communication point of view, ethnicity and culture have a great influence in 

ethnic marketing: “Several cultural dimensions explain variance in communication across 

cultures, of which individualism-collectivism is the dimension that explains most differences, 

both in interpersonal and in mass communication. Personal communication styles vary across 

cultures along with the self-concept. The independent self, when thinking about others, will 

consider the others’ individual characteristics and attributes rather than relational or 

contextual factors. An interdependent self emphasizes status, roles, relationships, belonging 

and fitting-in, and occupying one’s proper place” (Marieke de Mooij, pp. 80-81). 

ADVERTISING  

The communication process is composed by a sender who sends an encoded message 

by a medium to a receiver who decodes it. Generally, the sender of the message wants to get 

feedback to find out if the message has been received and understood. It’s obvious that, and 

more particularly in mass communication, in this process many things can go wrong, like the 

coding and decoding process. The study is about the representation of minorities in TV- 

advertising, which is one way of communication in marketing.      

“We define advertising as any paid form of non-personal presentation and promotion of ideas, 

goods or services through mass media such as newspapers, magazines, television or radio by 

an identified sponsor” (P. Kotler and al., European edition 2006, p 762). 

An advertising plan is used to choose the means to pass on the message(s) to the targets, to 

attract them in order to make them buy or inform them about the brand or the product. 

A lot of money is spent in advertisement in the world – US $500 billions – and companies 

agree to say that in a competitive world, message and reach are vital if they want to conquest 

the hearts and the minds of the consumers.  
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Advertising has a lot of qualities: first, its ability to reach masses of geographically dispersed 

buyers at a low cost per exposure; secondly, a large-scale advertising, thus a great exposure, 

improves the image of a brand, and with its repeated message, makes easier the comparison 

between the brands. But there is a kind of advertising named ethnic advertising which is used 

in order to target the segments we talked about (Pricewaterhouse coopers, 2006-2010 forecast 

for the entertainment and the media industry, 2006). 

 

ETHNIC ADVERTISING   

 

“Advertising, in particular, is a symbolic artefact constructed for the conventions of 

a particular culture. The sender crafts the message in anticipation of the audience’s probable 

response, using shared knowledge of various conventions. Receivers of the message use the 

same body of cultural knowledge to read the message, infer the sender’s intention, evaluate 

the argument, and formulate a response. Cultural knowledge provides the basis for 

interaction. If advertising crosses cultures, it lacks the shared conventions. The purpose of 

communication may also be different across cultures. Not in all cultures is communication 

by definition persuasive” (Marieke de Mooij, Consumer behaviour and culture: 

consequences for global marketing and advertising, p 211). 

Thus communication, and particularly advertising, does not fit to all cultures, people and so to 

all segments. In order to attract these segments – ethnic groups –, advertising has to be 

particular, and, in the research, it was considered as an ethnic advertising an ad with a 

member of the ethnic minorities inside. Even the ads with a white person inside, but besides a 

member from an ethnic minority, have been analysed in order to show the role of the 

minorities in the ads when they are with non-minorities. 

 The study is based on the findings of three reports already mentioned about, two 

reports from the BVP – Professionals for a responsible advertising Association –, released in 

2005, April 2006, and June 2006.  
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The first one, entitled Ethnic diversity in Advertising, was conducted during the year 2005; the 

representation of the minorities in the TV-advertising has ever been dealt from an ethical 

point of view but now, questioning is greater and it is regarding non-discrimination. The aims 

of this survey were both quantitative and qualitative: is the representation of the minorities in 

TV-advertising as important as its weight in the French society? And can the roles and the 

way they are represented change the way they are looked at? A first survey, based on this 

point of view, was launched in 2004, then renewed in 2005 but the observation was broadened 

to the Press and the Billsticking. TV, Press and Billsticking (in Paris and Ile de France) were 

observed through 96747 visuals (14975 on TV, 3919 on billboards and 77853 in the Press). 

Each advertisement was counted and classified, every time an “extra-European” people 

appeared.  Among all the advertisements observed, only 3,1% count an “Extra-European” 

minority (that is to say 3035 over 96747), among which 17,1% on TV, 3% on billboards and 

0,6% in the Press. In 1999, the Radio and Television Superior Council already had conducted 

a survey on the French TV, during one week, and only 18% yet included these minorities. The 

strong difference between TV and the other Medias can be simply explained: the importance 

of Music in TV advertisement, unequalled elsewhere, and big companies, which try to attract 

more various targets, with a greater budget.  

 

 

 

The different representations observed delivered different positive findings:  

 

� in more than 80% of the TV ethnic ads, members of the minorities are by the 

sides of a White French person; so we can talk about integration, 

� in 79% of the ethnic ads, these people play the leading role, 

� the findings noticed a lack of denigration (racism, rude representation…), 

except for the humanitarian ads, where people are often represented in a few 

positive way, 

� 20% of the ethnic ads show an undifferentiated image of the minorities, who 

aren’t represented in a specific way. 
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Nevertheless, the findings of the survey allowed to show a phenomenon making ethnic all the 

roles played usually by “extra-European” people: 

 

� Some very specific kinds of product: most of the ethnic ads are from 

companies from the music, the sport, and the fashion fields, 

� Some very privileged people: a significant population of these ethnic ads is 

built around sport or show business celebrities (Zidane or Jamel), 

� Some privileged social classes: advertising loves clichés (because it makes 

sense very quickly) so a Black person will play easily a marabou, an Arabian 

will play a retailer, and an Italian a Mafiosi or a pizza maker…   

� Some privileged meanings: here are the ethnic ads which use physical 

attributes to pass on a particular message (very black chocolate, conditioner for 

curly hair…). 

After this survey, the Ethic in Advertising Council encouraged advertisers to increase the 

productions involving minorities in a country who try hard to integrate his communities. 

 

 The second survey, led in 2006, is entitled Minorities’ representation in Advertising, 

and was the renewed, but conducted during the month of October; findings were similar as the 

first ones’ and showed ethnic diversity is existing and reinforcing, which is very positive for 

the next advertising.   

 

 

 The last one dealt with how the minorities’ representation in advertising is perceived? 

and consisted in interviewing a sample of 1016 people, aged over 15, and from different ages, 

regions, gender, social class and working class. Findings of this research were clear and 

showed people felt unsatisfied concerning the minorities’ representation in advertising; 

advertising came in a third position when people were asked “in which field do you feel 

ethnic groups (like the Black African French, the Asian French or the Arabian French) are not 

represented enough?”, after politics and TV or radio broadcasts, and 38% felt there is a lack 

of diversity (and 50% only for the under 35 years old). Nevertheless, people felt the situation 

was improving (58%) and the representation was not depreciated, but rather improved the 

self-esteem of these people (24%), but, mainly, an undifferentiated feeling – like in the first 

survey – was dominating (62%). Finally, people thought – like the Ethic in Advertising 
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Council further to the first survey in 2005 – it was indispensable, or just important, that 

situation evolves and minorities were more represented in advertising (21% felt it was 

indispensable, and 42% important).  
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EMPIRICAL DATA 

EMPIRICAL PRESENTATION  

Primary data 

As it was explained before, the study is about the minorities’ representation in 

advertising; that’s why, it is necessary to do – almost like for the first survey from BVP – an 

analysis of the different advertisements captured on the first French channel and compare the 

results. The analysis is deeper because the amount of ads is not as large as the first survey’s 

one. 

The following shows the most relevant data collected from the questionnaire. 180 ads were 

viewed. 

 

I)  Representativeness of ethnic minorities in the analysed ads 
 

1. Minorities’ presence in the ads  
 

Is there any ethnic minority 

in the ad? 
Number Frequency 

No people 31 17,2% 

Yes 34 18,9% 

No 115 63,9% 

 

“No people” means there is not any actor in the ad. 

“Yes” means there is at least one member of an ethnic minority. 

“No” means there is only White French people in the ad. 
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This table shows the right representativeness of the minorities in TV-advertising in order 

to compare with their weight in the French population. 

 
Number of ads where 

appear : 
Frequency 

White French 132 73,3% 

Caribbean 11 6,1% 

Maghreb-Arabian 9 5% 

Black African 8 4,4% 

East-Asian 8 4,4% 

Spanish 4 2,2% 

Italian 2 1,1% 

Indopakistani 1 0,6% 

Anglo-Saxon 0 0% 

Latino American 0 0% 
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2. The most present minorities 

 

Minority 

Number of ads where 

members from ethnic 

minority appear 

Number of members 

appeared in the total 

analyzed ads 

Caribbean 11 12 

Maghreb-Arabian 9 13 

Black African 8 8 

East Asian 8 9 

White French 132 347 

 

3. Average of members from ethnic communities in the ads 

 

Minority Average/advertisement 

Caribbean 0,07 

Maghreb-Arabian 0,07 

Black African 0,04 

East Asian 0,05 

White French 1,91 

 

This table shows the average number of people, according to their origins, by ad. For the 

other ethnic minorities, the average is 0; we can see that the average number of White 

French is much stronger than the minorities’ ones.   
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II)   Characteristics of the most visible minorities 
 

1. Caribbean  

 

A. Demographical data 

 

a. Gender  

 

 
Total number of 

members 
Frequency 

Male 9 75% 

Female 3 25% 

 

 

b. Age  

 

Age Babies Children Teenagers Young Adults 
Grown 

ups 
Matures Elderly 

Frequency 0 33,33% 0 25% 33,33% 0 0 8,33% 

Total  

number 
0 4 0 3 4 0 0 1 
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B. Representation  

 

a. Personal environment 
 

Personal 

environment 
No people Single Couple Family 

Group of 

friends 

Working 

team 

Frequency  36,36% 0% 9,09% 36,36% 18,18% 

Number of 

ads with 

Caribbean 

members 

169 4 0 1 4 2 

 

 

b. Social class 
 

Social class No people Upper 
Upper-

middle 

Lower-

middle 
Working Lower Unspecified 

Frequency  9,09% 9,09% 18,18% 18,18% 9,09% 36,36% 

Number of 

ads with 

Caribbean 

members 

169 1 1 2 2 1 4 
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c. Working class 

 

Working 

class 
1 2 3 4 5 6 7 8 9 10 11 

Frequency  0% 0% 0% 18,18% 9,09% 0% 27,27% 0% 45,45% 0% 

Number 

of  ads 

with 

Caribbean 

members 

169 0 0 0 2 1 0 3 0 5 0 

 

With 1: “No people”, 2: “Executive”, 3: “Liberal profession”, 4: “White collar”, 5: 

“Blue collar”, 6: “Craftsman, Trader”, 7: “Housewif e”, 8: “Student”, 9: “Retired”, 

10: “Unspecified”, 11: “Artist, Top, Actor” .  
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2. Black African  

 

A. Demographical data 

 

a. Gender 
 

 
Total number of 

members 
Frequency 

Male 3 37,5% 

Female 5 62,5% 

 

d. Age 
 

Age Babies Children Teenagers Young Adults 
Grown 

ups 
Matures Elderly 

Frequency 0% 12,5% 0% 25% 62,5% 0% 0% 0% 

Total  

number 
0 1 0 2 5 0 0 0 

 

 

B. Representation  

 

a. Personal environment 
 

Personal 

environment 
No people Single Couple Family 

Group of 

friends 

Working 

team 

Frequency  37,5% 0% 0% 50% 12,5% 

Number of 

ads with 

Black 

African 

172 3 0 0 4 1 
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b. Social class 

 

Social 

class 

No 

people 
Upper 

Upper-

middle 

Lower-

middle 

Workin

g 
Lower 

Unspecif

ied 

Frequen

cy 
 25% 0% 12,5% 0% 0% 62,5% 

Number 

of ads 

with 

Black 

African  

172 2 0 1 0 0 5 

  

c. Working class 

 

Working 

class 
1 2 3 4 5 6 7 8 9 10 11 

Frequency  0% 0% 0% 0% 0% 12,5% 12,5% 0% 62,5% 12,5% 

Number 

of ads 

with 

Black 

African 

172 0 0 0 0 0 1 1 0 5 1 

 

With 1: “No people”, 2: “Executive”, 3: “Liberal profession”, 4: “White collar”, 5: 

“Blue collar”, 6: “Craftsman, Trader”, 7: “Housewif e”, 8: “Student”, 9: “Retired”, 

10: “Unspecified”, 11: “Artist, Top, Actor” .  
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3. Maghreb-Arabian 

 

A. Demographical data 

 

a. Gender 
 

 
Total number of 

members 
Frequency 

Male 11 84,62% 

Female 2 15,38% 

 

b. Age 
 

Age Babies Children Teenagers Young Adults 
Grown 

ups 
Matures Elderly 

Frequency 0% 46,15% 0% 0% 23,08% 7,69% 23,08% 0% 

Total  

number 
0 6 0 0 3 1 3 0 

 

B. Representation  

 

a. Personal environment 

 

Personal 

environment 
No people Single Couple Family 

Group of 

friends 

Working 

team 

Frequency  11,11% 0% 0% 33,33% 55,55% 

Number of 

ads with 

Maghreb-

Arabian 

171 1 0 0 3 5 
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b. Social class 

 

Social 

class 

No 

people 
Upper 

Upper-

middle 

Lower-

middle 

Workin

g 
Lower 

Unspecif

ied 

Frequen

cy 
 0% 11,11% 0% 55,55% 0% 33,33% 

Number 

of  ads 

with 

Maghreb

-Arabian  

171 0 1 0 5 0 3 

 

 

c. Working class 

 

Working 

class 
1 2 3 4 5 6 7 8 9 10 11 

  0% 0% 0% 55,55% 0% 11,11% 0% 0% 33,33% 0% 

Number 

of  ads 

with 

Maghreb-

Arabian 

171 0 0 0 5 0 1 0 0 3 0 

 

With 1: “No people”, 2: “Executive”, 3: “Liberal profession”, 4: “White collar”, 5: 

“Blue collar”, 6: “Craftsman, Trader”, 7: “Housewif e”, 8: “Student”, 9: “Retired”, 

10: “Unspecified”, 11: “Artist, Top, Actor” .  
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4. East Asian 

 

C. Demographical data 

 

a. Gender 

 

 
Total number of 

members 
Frequency 

Male 3 33,33% 

Female 6 66,66% 

 

 

b. Age 
 

Age Babies Children Teenagers Young Adults 
Grown 

ups 
Matures Elderly 

Frequency 0% 44,44% 22,22% 0% 33,33% 0% 0% 0% 

Total  

number 
0 4 2 0 3 0 0 0 
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D. Representation  

 

a. Personal environment 

 

Personal 

environment 
No people Single Couple Family 

Group of 

friends 

Working 

team 

Frequency  25% 0% 0% 75% 0% 

Number of 

ads with 

East Asian 

172 2 0 0 6 0 

 

b. Social class 
 

Social 

class 

No 

people 
Upper 

Upper-

middle 

Lower-

middle 

Workin

g 
Lower 

Unspecif

ied 

Freque

ncy 
 25% 0% 12,5% 0% 0% 62,5% 

Numbe

r of  

ads 

with 

East 

Asian 

172 2 0 1 0 0 5 

 



 37

 

c. Working class 

 

Working 

class 
1 2 3 4 5 6 7 8 9 10 11 

Frequency  25% 0% 12,5% 0% 0% 0% 0% 0% 62,5% 0% 

Number 

of ads 

with East 

Asian 

172 2 0 1 0 0 0 0 0 5 0 

 

With 1: “No people”, 2: “Executive”, 3: “Liberal profession”, 4: “White collar”, 5: 

“Blue collar”, 6: “Craftsman, Trader”, 7: “Housewif e”, 8: “Student”, 9: “Retired”, 

10: “Unspecified”, 11: “Artist, Top, Actor” .  
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5. White French  

 

A. Demographical data 

 

a. Gender 

 

 
Total number of 

members 
Frequency 

Male 205 59,08% 

Female 142 40,92% 

 

 

b. Age 

 

Age Babies Children Teenagers Young Adults 
Grown 

ups 
Matures Elderly 

Frequency 0,86% 15,56% 2,59% 8,07% 23,63% 37,75% 6,63% 5,19% 

Total 

number 
3 54 9 28 82 131 23 18 
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B. Representation  

 

a. Personal environment 
 

Personal 

environment 
No people Single Couple Family 

Group of 

friends 

Working 

team 

Frequency  50% 9,72% 15,97% 11,11% 13,19% 

Number of 

ads with 

White 

French 

48 72 14 23 16 19 

 

b. Social class 

 

Social 

class 

No 

people 
Upper 

Upper-

middle 

Lower-

middle 

Workin

g 
Lower 

Unspecif

ied 

Frequen

cy 
 25% 38,19% 16,67% 6,94% 0% 15,28% 

Number 

of ads 

with 

White 

French 

48 36 55 24 10 0 22 
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c. Working class 

 

Working 

class 
1 2 3 4 5 6 7 8 9 10 11 

Frequency  18,75% 4,17% 13,89% 6,94% 4,17% 5,56% 3,47% 2,78% 32,64% 6,25% 

Number 

of ads 

with 

White 

French 

48 27 6 20 10 6 8 5 4 47 9 

 

With 1: “No people”, 2: “Executive”, 3: “Liberal profession”, 4: “White collar”, 5: 

“Blue collar”, 6: “Craftsman, Trader”, 7: “Housewif e”, 8: “Student”, 9: “Retired”, 

10: “Unspecified”, 11: “Artist, Top, Actor” . 
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III)  Role of the minorities 
 
 

 
Leading 

role 
Caribbean 

Black 

African  

Maghreb 

Arabian 
Indopakistani 

East 

Asian 
Spanish Italian  Total 

Yes 13,7% 11,8% 5,9% 0% 15,7% 7,8% 3,9% 58,8% 

No 9,8% 7,8% 15,7% 3,9% 3,9% 0% 0% 41,2% 

Total 23,5% 19,6% 21,6% 3,9% 19,6% 7,8% 3,9% 100% 

 

 

Is there a celebrity? 
Number of Ethnic 

ads 

Number of no-

ethnic ads 

Yes 2 (Only Spanish) 11 

No 32 104 

Total 34 115 

 

 

 Cinema/ TV Music Sport 

Field of celebrity 46,2% 53,8% 0% 
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IV)  Type of advertising 

 

 

V)  Kind of product 

Number of ethnic ads by kind of product and by ethnic group  

 

N
o product 

H
air care

 

B
ody care 

P
erfum

e 

F
ood (except 

dairy product) 

D
airy product 

D
rink

 

R
estaurant 

C
ar 

B
anking 

T
elephony 

C
lothing

 

S
upply 

Laundry
 

F
urniture

 

D
rugs 

H
ousing 

V
ideo / D

V
D

 

M
agazines 

T
ransport 

T
ravel 

S
uperm

arket 

P
et food 

White 

French 
0 3 3 1 13 13 0 1 16 8 14 7 1 3 4 5 3 3 4 4 4 4 1 

Caribbean 2 0 0 0 3 0 0 1 2 2 1 0 0 0 0 0 0 0 0 0 0 0 0 

Magrheb 

Arabian 
2 0 2 0 0 0 0 0 0 3 0 0 0 1 0 0 0 0 0 0 0 1 0 

Black 

African 
0 0 2 0 1 0 1 1 0 0 2 0 0 0 0 0 0 0 0 0 0 1 0 

East Asian 2 0 2 0 0 0 0 0 2 0 0 0 0 0 0 1 0 0 0 0 0 1 0 

Indo 

pakistani 
0 0 1 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Spanish 0 0 2 0 0 0 0 0 2 0 0 0 0 0 0 0 0 0 0 0 0 0 0 

Italian 0 0 0 0 0 0 0 0 0 0 0 0 0 0 2 0 0 0 0 0 0 0 0 

Type of ad 

No 

ethnic 

minority  

Caribbean 
Black 

African  

Maghreb 

Arabian 
Indopakistani 

East 

Asian 
Spanish Italian  Total 

Institutional  0% 1% 0% 1% 0% 1% 0% 0% 3% 

Commercial 73,4% 5% 5,5% 5% 1% 4% 2% 1% 97% 



EMPIRICAL ANALYSIS  

I) Representativeness of ethnic minorities in the analysed ads 

1 Ethnic discrimination as current topic in France 

Some results show that the integration of ethnic minorities has really become a current 

topic in France: 

� Ethnic ads are well divided: 

o  9, 4% of the total ads (50% of ethnic ads) mix White French and ethnic 

minorities (a good example is the Yves Rocher ad – body care – which 

shuffles ages and origins), sign of an underlined integration will.  

o The other 9, 4% of the total ads present only ethnic people, as single as 

sided to one or several other ethnic people (from the same community or 

not).  

� The major part of the analysed ads is commercial, but we can 

notice that when there is an institutional one, it always deals with 

integration and defends the ethnic mix of the French population. 

� Supermarkets’ ads can be noticed to be very oriented towards the 

integration of ethnic minorities: 

o The French Casino defends the employment non-discrimination (through 

their melting staff), 

o The U-Shops show some children from different origins playing together. 

� Integration is well underlined in the research – White French people and ethnic 

minorities’ members play together in 50% of the ethnic ads – but this phenomenon 

is less stressed than in the BVP surveys, where about 80% of the ethnic ads put the 

two groups together.  
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2 Ethnic advertisements 

 French ethnic advertising is rather representative of the diversity in the French 

population. Indeed, an ethnic minorities’ member appears in the 18, 9% of the viewed ads 

and, as it was said before, the estimated ethnic population is about 20% of the French 

population. 

These results are slightly superior to the BVP survey’s ones (Ethnic diversity in 

advertising, 1999 and 2005), which were 18% in 1999 and 17, 1% in 2005. The Ethic in 

Advertising Council seems to have been heard, because it advised an increase in the 

representation of the ethnic minorities in TV ads. 

Moreover, the most frequented appearances are the Caribbean, the Maghreb-Arabian, the 

Black African and the East-Asian’s ones. These results reflect the high weight of these 

communities in the French ethnic population (See Annexe 3). 

Several minorities appeared a few or didn’t appear at all in the ads: Indopakistani (0,6%), 

Anglo-Saxon and South-American never appeared.  
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II) Socio demographical data  

The following table shows the most frequented answers for each community. 

 Caribbean 
Maghreb-
Arabian 

Black 
African 

East Asian 
White 
French 

Gender 
Male 
(75%) 

Male      
(84, 62%) 

Female   
(62, 5%) 

Female   
(66, 66%) 

Male      
(59, 08%) 

Age 

Children 
(33%) 

Adults 
(33%) 

Children 
(46, 15%) 

Adults    
(62, 5%) 

Children 
(44, 44%) 

Grown-up 
(37, 75%) 

Social class 

Lower (18, 
18%) 

Working 
(18, 18%) 

Working 
(55,55%) 

Upper     
(25, 5%) 

Upper 
(25%) 

Upper 
middle   

(38, 19%) 

Working 
class 

Student 
(27, 27%) 

Blue collar 
(55, 55%) 

Housewife 
(12, 5%) 

Student  
(12, 5%) 

Artist     
(12, 5%) 

Executive 
(25%) 

Executive 
(18, 75%) 

Personal 
environment 

Single  
(36, 36%) 

Group of 
friends 

(36, 36%) 

Work     
(55, 55%) 

Group of 
friends 
(50%) 

Group of 
friends 
(75%) 

Single 
(50%) 

 

Underlined figures indicate that data are not enough relevant (unspecified frequency > 50%). 

 

� First, concerning the genders, it can be said the parity is only quite respected in the 

White French representation. Indeed, when the female members are over 

represented (Black African, East Asian), the outnumber is slight; on the other 

hand, the Caribbean and Maghreb-Arabian groups are mainly and largely 

represented by males (more than 70%). 
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� Secondly, the most important ethnic minorities are represented by children, except 

Black African people who are mainly adults. So, using young actors seems to be a 

frequent way to make people feel sensitive about the integration .White French are 

mostly grown-ups. 

 
Caribbean 

Maghreb-
Arabian 

Black 
African 

East 
Asian 

White 
French 

[Babies+Children+Teenagers] 33,33% 46,15% 12,5% 66,66% 19,01% 

 

� Concerning the relevant data, it can be said Carribean and Maghreb-Arabian 

groups are mainly represented by people from popular classes (lower class, 

working class/ blue collar, students) while White French people never come from 

the lower social class, and they belong mostly to the upper-middle class and are 

executive. 

Unfortunately, social data about the East Asian and Black African groups are not 

enough relevant to draw any conclusion. 

� Ethnic minorities are almost ever set in “group of friends”, and never in “couple” 

and in “family” as the White French people could be. These latter are mainly acted 

“single”. 

� Within an advertisement, for an insurance company, Groupama, there is a deep 

cliché: an Arabian garage mechanic with a strong foreign accent, making some 

dubious jokes, is besides a young, upper-middle class French driver. That was not 

noticed in the BVP surveys, which lacked of denigration. 
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III)  Role / representation 

1 Leading role 

� 58, 8% of the ethnic ads give the leading role to its ethnic actors while these ads 

were worth 79% in the BVP survey. 

� The few analysed ads with intra-European members (Italian, Spanish) always give 

them the leading role. 

� The Maghreb-Arabian and Indopakistani groups members almost never (never for 

the Indopakistani) play the leading role. 

 

2 Celebrity 

� The celebrities who appeared in the only two ads are Spanish (and are the half of 

the advertisements including Spanish people). 

� Celebrities (mainly from music and cinema) are more often used in non ethnic ads 

contrary to the BVP surveys, which showed most of ethnic ads were built around a 

celebrity.  

 

IV)  Product 

Results don’t allow to make some relevant conclusions about existing links between one kind 

of product and one ethnic minority, which were underlined in the BVP surveys. However, it is 

easy to observe: 

� Physical attributes used to promote one kind of product 

o Ads about exotic products such as coffee or cashew use colourful actors,  

o Similarly, dairy products are always related to White French people, 

o These remarks have been already done after the BVP surveys. 
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� The entertaining products (magazines, video/DVD, transport and travel) are never 

promoted by ethnic minorities’ members, just like product related to the house 

(housing, furniture, laundry, supply and telephony). 

� Ethnic people play in every ad about body care. 
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CONCLUSION  

 

“How the ethnic minorities are represented in French TV advertising?” This study 

allowed  to answer this question. From the BVP surveys, which analysed the representation of 

ethnic minorities in the whole French advertising, this work went deeper and focused on TV 

advertising. This paper showed ethnic minorities were well represented and communities 

appeared according to their weight in the French population.  

Comparing the research with the BVP ones, it appeared: most ethnic advertisers 

take care about showing integration in their clip – image conveyed by using children actors, 

the ethnic ads rate is higher than in the BVP surveys (2005 and 2006), that shows 

representativeness was improved since then; nevertheless, several minorities are forgotten in 

TV advertising, while they are not the less important (Indopakistani). Then, it can be said that 

genders are privileged according to the represented ethnic minorities: Black African and East 

Asian people seem to be mostly represented by women, and Maghreb-Arabian and Caribbean 

are overall males.  

Despite a cliché met in one ad, advertising avoids prejudice against the ethnic 

communities. However, collected data permit to underline a deep disparity concerning the 

social classes of the ads characters and the environment in which they are represented: ethnic 

minorities members are from the lowest classes and belong to the popular working classes, 

while White French always belong to the highest social classes and seem to often have a well-

paid job; similarly, while White French are often depicted “single” and in “couple”, actors 

from ethnic minorities are never represented like that. Advertisers like to do meaningful 

associations: for each “exotic” product, they appeal an actor from an ethnic minority. 

Finally, the leading role is often given to the ethnic minority member, less than the 

rate in the BVP surveys (20% less), but ethnic minorities are still not linked to several 

categories of product (entertainment, dairy product). Nowadays, with the rise in the 

foreigners’ number, marketers must be aware the historical image conveyed by advertising (a 

White couple with one or two blonde kids) matches only with a, major for now, part of our 

population. This “lambda French couple” must be reconsidered to make it fit to the French 

modern society, and to make it relevant to the other consumer’s mind whose buying power is 



 50

becoming stronger day after day. There is no doubt any company, any brand can not avoid a 

deep analysis on these consumers, overall with the fierce competition between the different 

economic agents, and the difficulty to win or even to keep a market share. It is obvious 

announcers become more and more sensitive to a better segmentation in order to avoid a 

waste of money! They will be more able to identify the potential targets behind the consumers 

segments, and note the weight of those who do not match to the traditional image.          
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Annexe 2 

 

 Number 
Part of the  
French population 

French population 64 500 000 100,000% 

Total immigrants 4 308 527 6,679% 

Spain 316 544 0,490% 

Italia 380 798 0,520% 

Black African 376237 0,580% 

Maghreb 1315873 2,040% 

East Asian 240878,1 0,373% 

Indopakistani 309287,9 0,480% 

South American 85907 0,130% 

Anglo Saxon 116120 0,180% 

Caribbean 2598 0,004% 

(www.ined.fr) 

 


