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Among market divisions in the United States of America, the African American consumer represents a valuable 
market segment. This target market is robust in size, and stable in economic growth (Simpson, Snuggs, Christiansen, 
& Simples, 2000). Scholars have not only attested to this target market’s value, but have upheld this demographic as 
a worthwhile market for sport organizations (Akcay, Sable, & Dalgin, 2012). Nevertheless, there are several major 
sporting divisions that have yet to capture this market as enduring consumers. Of particular interest is the baseball 
industry, which, in comparison to other professional sports, has witnessed a steady decrease in consumption rates 
amongst African Americans (Clinkscales, 2013).  
 
Perhaps the most popular reason as to why African Americans fail to identify with baseball is the fact that there is a 
lack of representation from African Americans playing professional baseball. As studies suggest, player similarity 
(i.e., likeness) often equates to consumption habits (Brown & Bennett, 2014). To this sentiment, there has been a 
massive decline in the amount of African Americans represented in Major League Baseball (MLB). To date, only 
7.1% of players in MLB are African American. It should be of note however, that MLB has begun to see an upsurge 
in the amount of Hispanic American players, whereas Hispanic Americans account for 31.9% of players in the 
league (Lapchick, 2017). In that both African Americans and Hispanic Americans are both minorities, this begs the 
question whether or not African Americans will uphold a sense of similarity to Hispanic players.  
 
African American and Hispanic American Relations 
 
A number of sociological studies suggest that while African Americans are apt to identify with other African 
Americans, they are sometimes equally apt to identify with Hispanic Americans (Leonardello & Brewer, 2001). 
Scholars suggest this is because African Americans can perceive Hispanic Americans as part of an in-group, and can 
therefore better identify with this demographic (Abascal, 2015). A number of experimental studies have found that 
minorities exhibit greater in-group favoritism with other, separate minority groups (for a review, see Leonardelli & 
Brewer, 2001). Nevertheless, sociological studies exist which present opposing stand points. Specifically, Kim (1999) 
proposes a scenario that as the Hispanic population in the Unites States rises, African Americans will begin to 
coalesce around an identity which features a favoritism towards Caucasians, and a dismissal of Hispanic Americans 
due to perceived national or cultural differences. Under this premise, African Americans will perceive Hispanic 
Americans as part of an out-group, and will therefore subject the group to an array of negative impressions.  
 
These sociological concerns can and should be brought to the attention of baseball marketing strategists. For if 
MLB has a concern for the growth of African American consumers, and a rising rate of Hispanic players, then they 
should investigate the African American outlook on Hispanic players. Under the two aforementioned sociological 
premises, MLB may be confronted with either one of two scenarios: 1.) a negative perception of Hispanic players 
and their associated sport (baseball) amongst African Americans or 2.) an opportunity to be appealing to African 
Americans on the basis of in-group similarity. As this notion has yet to be validated in a credentialed sports research 
setting, this concept will be conceptualized in the current study to investigate both suppositions. As such, the 
following research questions are proposed: 
 
RQ1: Will participants’ intentions to consume baseball differ upon seeing a baseball advertisement featuring a 
Caucasian player, in comparison to seeing a baseball advertisement featuring a Hispanic player? 
 
RQ2: Will participants’ intentions to endorse baseball differ upon seeing a baseball advertisement featuring a 
Caucasian player, in comparison to seeing a baseball advertisement featuring a Hispanic player? 
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Participants  
 
Participants were a sample of 193 (n=193) individuals who were self-identified as African American. Participants 
were recruited using two online platforms: Amazon’s MTurk (MTurk), and Survey Monkey. Both tools have been 
found as valid online platforms for data collection, and as appropriate platforms for academic research (Berinsky et 
al., 2012; Buchanan & Hvizdak, 2009). 
 
Procedure 
 
The current study was contextualized in an experimental design, where participants were asked to answer several 
questions in junction with viewing a baseball advertisement featuring a Major League Baseball player. As a means to 
address the study’s purpose, participants reviewed one of two conditions (i.e., self-created advertisements); each of 
which varied by the race of the endorser in the advertisement. Specifically, participants viewed one of two nearly 
identical advertisements which differed only in the racial make-up of the endorser in the advertisement (either 
Caucasian American, or Hispanic American).  
 
After viewing the advertisements, participants were asked to indicate their intentions to consume baseball, as well as 
their intentions to endorse baseball to others. Both baseball consumption intentions, and baseball endorsement 
intentions were measured utilizing a modified version of Lam and Hsu’s (2006) scale. Participants provided 
responses based on a three-item, 7-point Likert-type scale (i.e., “Based on viewing the advertisement above, how 
likely are you to endorse baseball to others?”). 
 
Data Analysis and Results 
 
A MANOVA was conducted to determine the effects of the advertisement endorser’s race on consumption 
intentions and endorsement intentions. With endorser race, a significant multivariate main effect was detected 
(Wilks’s Λ = .951, F(1, 192) = 4.86, p < .01). Subsequent univariate analyses on each of the dependent variables 
revealed a significant main effect of endorser race on baseball consumption intentions (F(1, 192) = 9.76, p <. 01), 
and baseball endorsement intentions (F(1, 192) = 7.048, p <. 01). Results indicate African-American respondents 
were significantly more likely to indicate baseball consumption intentions when the advertisement featured a 
Caucasian American player (M = 4.527), as opposed to the advertisement featuring a Hispanic American player (M 
= 3.72), thus providing an answer to RQ1. RQ2 was also answered, as African-American respondents were 
significantly more likely to indicate baseball endorsement intentions when the advertisement featured a Caucasian 
American player (M = 4.54), as opposed to the advertisement featuring a Hispanic American player (M = 3.86). 
Implications are to be discussed.  
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