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Introduction

Introduction

Through history, one of the threads that has bound and continues to bind the Black American community together is 
a rich tradition of shared and trustworthy stories reßecting a unique character and point of view.  What began as an 
oral tradition based on stories and song evolved with the advent of technology into a unique tapestry of community-

oriented newspapers.1

With the continued evolution of collaborative and interconnecting technologies, Black American men and boys are 
today at the forefront of a signiÞcant shift in accessing local information through mobile and other web-enabled de -
vices. In fact, according to Global Hue a leading multiracial advertising agency, when it comes to access to the Inter-
net and social networks through smart phones, Black American men and boys lead the way, averaging higher usage 

rates than any other ethnic group. This sudden and remarkable change in Black American male media consumption 
has only been noted in research papers in the last 12-18 months. This emerging trend is so new that very little useful 
information can be drawn from the existing raw data about which sites are considered by this group as being repre -
sentative of ÔtrustedÕ news sources.

During the research phase of this report, several additional questions were raised, such as: How are Black American 
boys and men meaningfully Þtting into an increasingly digital world? Where do they turn for online news that is 
both trusted and pertinent to them?  How do Black American males differ when it comes to ÔtrustedÕ online news and 
information consumption?

This report outlines pre-existing research on Black American online behavior, highlights new Þndings and points out 
gaps in the data available.  The conclusion is meant as a road map of what needs further investigation while the re-
commendation outlines the elements of a new strategy for engaging with targeted segments of the Black American 
community, both online and ofßine. 

As incredible as it may seem, by age two, 92% of US 
kids already have an online presence ranging from 

photos uploaded and shared by their  parents, to a full-
ßedged proÞle on a social networking site, reports 
Internet security Þrm AVG.

To contextualize the implications of the AVG study, the 

chart on the next page outlines the evolution of the 
dominant trends in the online space from 1999 to 2010 
and beyond.
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1 As early as 18271, Black Americans could subscribe to unique publications such as Freedom’s Journal, the North Star, the Chicago Defender, and others.
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A Brief History Of Online Drivers 1990-2010

1990-2001: The Race for Scale 

The Million Man March on Washington, DC takes place in 1995. Google is created in 1996; From AOL to Yahoo! the 

general online focus is on scaling for ever larger numbers of users. 

2002-2009: The Growth of Social vs The Monetization Challenge 

Black American online trafÞc increases, though well under par as compared with other ethnicities. The social web 

and online gaming make their debut along with innovative free social platforms for friends. Meanwhile the online 

world moves its focus to monetization; Google becomes a verb; from BET to Lincoln Navigators, trusted Black 

American brands expand into online channels that are complimentary to their ofßine businesses. Obama empowers 

youth to coordinate local rallies through social networks and wins the Presidential Election. Black Ameri can men and 

boys outpace other ethnicities on web access by way of smartphone.  

Over the last decade the Internet population has come to much more closely resemble the racial composition of the  

U.S. population as a whole. 

• Between 2000 and 2010 the proportion of Internet users who are black has nearly doubledÑfrom 11% to 21%. 

• By 2009, 51% of Black American adults own a desktop computer.

• 48% of Black American adults use smart phones to engage online.

• By 2010, Black Americans outpace all other ethnic groups in their use of data applications on handheld devices.

(Source: PEW Internet Report - Mobile Access 2010) http://www.pewInternet.org/Reports/2010/Mobile-Access-2010/Summary-of-Findings.aspx)

Looking Ahead: 2010 And Beyond

We are at the next frontier of the online evolution. In the 

past few years, social media behemoths have emerged to 

surpass earlier news and information sources. Facebook 

was opened to the public in 2006. By 2010, over half a bil-

lion users worldwide navigate the site; Twitter, also 

emerged online in 2006 and quickly went from a niche 

community for tech geeks to a more mainstream user base 

of millions. CNN attributes the shift to the day in 2009 

when Oprah opened her Þrst Twitter account thereby 

opening the ßoodgates for her fans, and mainstream me-

dia, to follow suit. A few months later, the Twitter  commu -

nity reported on Michael Jackson's death in real time, well 

before any other mainstream or community news source.  

Today, new data from Edison Research conÞrms that Twit-

terÕs population is disproportionately Black American. 
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Today, Black Americans represent 
25% of all Twitter users, roughly 
twice their share of the population.

(Source: Edison Research, 2010 Twitter Report) 
http://www.businessinsider.com/twitter-study-results-2010-4#ixzz16AYDySOL

http://www.pewinternet.org/Reports/2010/Mobile-Access-2010/Summary-of-Findings.aspx
http://www.pewinternet.org/Reports/2010/Mobile-Access-2010/Summary-of-Findings.aspx
http://www.businessinsider.com/twitter-study-results-2010-4#ixzz16AYDySOL
http://www.businessinsider.com/twitter-study-results-2010-4#ixzz16AYDySOL


So far, social networks have changed the way hundreds of millions of people communicate, share news and add 
value to their communities. In his September 2010 paper ÔTechnology Trends Among People of ColorÕ PEW re-
searcher. Aaron Smith reports that Black American boys and men are active participants in the social revolution. On 
one hand, Black Americans are demonstrating Òa stronger afÞnity than other groupsÓ to connect with each other 
through mobile text messaging. On the other, theyÕve surpassed all other ethnicities in accessing the web via smart 
phone, in part thanks to the proliferation of pre-installed mobile applications like MySpace, Facebook, ESPN and 
Twitter on new Internet-enabled mobile devices. 

Surprised? Even though they are among the most active users of texting applications, Twitter and the mobile web, 
Black Americans are even more segmented in the online world than in the bricks and mortar world. It follows that 
notions of community and Ôtrusted sourcesÕ change for each group.  

The next section of this report examines issues of trusted online sources of news and information for Black Ameri-
cans.
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 People of Color are bypassing computers to more readily access the digital landscape via mobile smart phone.

¥ 45% of Black men and teen boys are more likely to use the web on smart phones (even if 

the phone isnÕt theirs).

¥ Text message (70% of all Black Americans use text messaging, vs. just over half of whites)

¥ Use social networking sites more than other ethnicities.

Black Internet users don’t just use the social web at higher rates, their attitudes towards these tools differ.

¥ In 2010, 69% of Black Americans use the Internet as a valued resource.

¥ Beyond socio-economic factors, English Language proÞciency has become the #1 key driver to 

determine whether Black Americans will use the Internet. 

¥ Black Americans are Ômore likelyÕ than other ethnicities to donate money to charity via mobile 

sms and Twitter.

!

(Source: PEW Research Center: PEW Internet and American Life Project)



To better uncover the trusted online sources where Black 

American men and boys go to share news, Duncan J. Watts, 

Head of Yahoo! Research attempted to dive deeper into pro-

prietary Comscore data sets revealing the sites most trafÞcked 

by  Black men between the ages of 18-64 for September of 2010 

(See Appendix A and B). After review, his conclusion reveals 

that the Black sites which are highly trafÞcked by Black 

American males attract only a tiny number of users as com-

pared to all Internet users. As a result, highly trafÞcked main -

stream sites that are also visited by Black American males 

would always skew higher when looking at the raw trafÞc 

data. WattsÕ research shows that it would take the aggregate 

trafÞc of hundreds or even thousands of Black sites to reach a 

large portion of the Black American male audience in the same 

way that one mainstream site would. By contrast, sites that 

attract the most Black American male page views are essen-

tially the same mainstream sites that everyone else goes to. 

ÔA highly trafficked site does not a highly trusted site make.’ 
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Enter Nielson, Google Research, BET, 

OneEconomy, BlackPlanet.com, as well 

as top social networking researcher 

Dinah Boyd (Microsoft Research) to try 

to Þll-in the gaps. One would think that 

surely one of these sources would have 

stumbled across the data to better de-

termine these elusive ÔtrustedÕ news 

sources. Alas, the resulting data (See 

Appendix A and B) is inconclusive as  it 

relates to ÔtrustÕ and further explained 

in this reportÕs Ôtrust versus trafÞcÕ sec-

tion.

Despite a dearth in information speciÞc 

to our target groupÕs trust quotient, 

research did reveal how often Black 

American boys get their news through 

high-trafÞc mainstream sites. (See the 

PEW chart on the right).

Nearly 50% of Black American 
Internet users share on social net-

working sites every day.



Traffic Versus Trust

To interpret the data sets found in the Appendix A and B, a tale of caution: Black American trafÞc to a mainstream site 

doesnÕt necessarily correlate with the notion of Ômost trusted news siteÕ for this group. Much more in-depth research 

is needed to truly discover any groupÕs most trusted news sites and this is especially true for our targeted group. 

Case in point, when consulted on determining Ôtrusted news sites for Black American men and boysÕ, most research 

respondents interviewed drew a blank. Aaron Smith, Senior Researcher for Pew Research Center's Internet & Ameri-

can Life Project, summed up the overall sentiment:

“I can’t think of any study or source with that data. Answering that question for that specific subgroup might require doing your 
own in-depth market research study. I suspect your options for “off the shelf” research are going to be quite limited.”

Smith did nonetheless point us towards the only recent report that segments even partially for Black American male 

online news consumption: the Black America report, conducted by Yankelovich, a leading consumer market research 

and analytics company for Radio One and released in September of 2010. The study attempts where possible to break 

down Black American online news consumption in at least a general sense (of most used, if not most trusted) by 

demographic (gender, age and socio-economic status) and by psychographic (general attitudes and afÞnity to online/

mobile technology). The reportÕs Þndings are revealing. Here is a summary for three of the ten segment categories. 

Connected Black Teens, Digital  Networkers and Black Onliners are highlighted here because they are the most detailed 

and are the only surveyed segments in the study that refer to Black American male respondents. A copy of the full 

report can be downloaded at this address: http://www.blackamericastudy.com

Black America Segmentation 1
 
 
 
 Segment Highlights 

Connected Black Teens  (CBTs) generally still live at home and 

enjoy large families populated by several children. They are 

highly social and much more likely to share news and infor -

mation both online and ofßine. 

Like most teens, CBTs are extremely brand conscious; They 

thrive on pop culture and celebrity news and views. 

They tend to have a positive attitude towards life; Have 

thought about a life plan.  Connected Black Teens feel like 

things are getting better.

Approach to target CBTs online: A mixed campaign of *Black sites as 
well as highly targeted ads on MySpace and Facebook.
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Connected Black Teens 

¥ 50% male

¥ aged 13-19

¥ 66% aged under 18

¥ 71% are online and tech savvy

¥ 26 hours/week on the Internet 

¥ 50% visit *Black websites once a week

¥ Most likely to use social networks like MySpace 

& Facebook 

¥ 23% play computer games online and stream 

music 

• 69% believe that they will own their own busi -

ness someday

• 52% are being raised by a single parent; many 

CBTs are students

http://www.blackamericastudy.com
http://www.blackamericastudy.com



 
 



 
 


Black Onliners (BNs) tend to use the Internet more than any other 
study segment to find news and information.

BNs are the most frequent users of a range of Internet services 

and sites from blogs to dating and from chat rooms to social 

networks. BNs are also more engaged in *Black media than 

other study segments.

Approach to target BNs online: A mixed campaign of  *Black sites  as 
well as highly targeted ads on Twitter and ESPN.

Black America Segmentation 2 

Digital Networkers (young men)

¥ 69% male

¥ 38% aged 18-34

¥ 92% aged under 35   

¥ 57% are students; 44% are suburban 

¥ 53 hours/week on the Internet

¥ Heaviest users of social networking sites 

¥ 76% have HH incomes over $25k
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Digital Networkers (DNs) are generally very brand conscious 

and sensitive to peer-pressure yet are less attuned to Black-

oriented culture. They report having a non-exclusive attitude 

towards the ethnic background of their friends and colleagues, 

both online and ofßine.

DNs prefer online news. They watch far less TV and read few 

magazines and newspapers. 

Approach to target DNs online: Highly targeted ads on Facebook, 
Twitter and ESPN.

Black America  Segmentation 3 

Black Onliners 

¥ 70% Male

¥ 45% aged 18-34

¥ 33% aged 25-44

¥ 50 hours/week on the Internet 

¥ 80% shop online & average $115 monthly online spend

¥ 64% live in owned homes



Attitudes about smart phone web usage are evolving and Black Americans arenÕt just online, they are leading the 
way in a range of mobile data applications developed to enhance their social experiences both online and ofßine. 
2010 PEW data suggests that 87% of Black Americans own a cell phone, 48% record video with their smart phones 
and 79% send and receive text messages. (See the PEW table below).
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Trusted Online News Sources In The Black Community

*Since the Black America study doesnÕt specify which Black sites respondents are referring to (despite repeated writ-
ten requests to this effect for the purposes of this report), further  interviews were conducted with researchers from 
Comscore, PEW, Google and Yahoo! to compile a list of sites that qualify as Ôtrusted news sourcesÕ in the Black com-
munity. The next step was to cross-reference their answers with those of Omar Wasow, co-founder of BlackPlanet.com 
and a Ph.D. candidate in Black American studies at Harvard. (Wasow also tutored Oprah Winfrey in her Þrst explora -
tion of the Net in the 12-part series ÔOprah Goes OnlineÕ). 

The most listed responses are as follows (in no particular order):

 BlackAmericaWeb
 BlackVoices
 The Root
 The Grio
 NewsOne
 Black Enterprise
"
Most trusted Hip-hop oriented sites:

World Star Hip Hop
Global Grind
Hip Hop Blog
All Hip Hop
Sohh
EUR Web

Social Networks And Black Americans
All in all, the Black America report reinforces PEWÕs recent Þndings in which Black American adults are found to 

outpace all other ethnic groups in their use of social technologies. The data is in: among Black Internet users, 70% use 

social networking sitesÑcompared with 60% of Caucasian web dwellers. Nearly 50% of Black Americans online go to 

a social networking site each day while only 33% of white Internet users do so on a daily basis.

The same is true for status update services like Twitter Ñ 25% of online Black Americans use the types of service, a 

signiÞcantly higher rate than the 15% of white Internet users who engage with the micro-blogging tool.

¥Nearly two-thirds of Black Americans (64%) are wire -

less Internet users. 

¥Black cell phone owners take advantage of a much 

wider array of their phonesÕ data functions compared to 

white cell phone owners, especially when it comes to 

social networks.

In the last twenty-four months, Black American attitudes 

towards smart phone usage and social media have di-

verged considerably from previous online research indi -

cators. Looking back a few years, one possible explana-

tion could be a connection between Barack ObamaÕs 

election and the sharp rise in Black American usage of 
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Since 2008, Black American 
men and male teens have out-
paced other users of data appli-
cations on smart phones. 

-Jason Dreyfuss, Senior Researcher, Global Hue

ESPN was the most commonly cited  
mainstream ‘trusted news source’ by 
researchers when referencing Black 
American men and boys.

http://pewinternet.org/Shared-Content/Data-Sets/2010/May-2010--Cell-Phones.aspx
http://pewinternet.org/Shared-Content/Data-Sets/2010/May-2010--Cell-Phones.aspx
http://pewinternet.org/Shared-Content/Data-Sets/2010/May-2010--Cell-Phones.aspx
http://pewinternet.org/Shared-Content/Data-Sets/2010/May-2010--Cell-Phones.aspx


social networking platforms since then. Blacks were very 

actively using social technologies to share information dur -

ing the 2008 election campaign and with that impetus, a 

new trend might have emerged but so far the data is incon-

clusive. Nonetheless, the researchers interviewed for this 

report call this explanation the ÔObama EffectÕ and its reper-

cussions on the way Black American men and boys con-

sume online media is just beginning to become clearer. 

Black American men and boys are outpacing other ethnic 

groups in accessing the web on smart phones, and particu-

larly in accessing social networking sites. 

A Þnding from the 2009 PEW report The Internet's Role in 

Campaign 2008, on government outreach through *social 

networking sites, could support a variation on the ÔObama 

Effect.Õ PEW found that 60% of all Black Americans sur-

veyed and 31% of low income Black Americans agree that 

posting government information on social media sites is 

Ôvery importantÕ while just 41% of all Caucasians inter-

viewed and 17% of low income Caucasians agree.

*The speciÞc social networking sites on which adult users 

maintain their proÞles varies by educational attainment. 

Among adult proÞle owners with a high school degree or 

less, 64% have a proÞle on MySpace, 63% have a proÞle on 

Facebook while 3% have a LinkedIn proÞle. 

PEW also found that compared to other ethnicities, Black 

Americans are increasingly Ôrelatively likelyÕ to use digital 

technologies to keep up with whatÕs happening in their 

neighborhoods. This is especially true of folks who donÕt 

know many of their neighbors by nameÑtools such as so -

cial networking sites and neighborhood listservs can serve 

as valuable tools for keeping up with local issues and pro-

vide fodder for community newcomers to connect face-to-

face. As shown in Appendix C, those who do adopt this 

technology beneÞt from high levels of neighborhood en-

gagement.
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Black Americans are leading the way 
in social media usage, particularly 
when it comes to social and commu-
nity advocacy. 

Since Black Americans welcome the 
use of social networks by government 
to disseminate useful information and 
are beginning to use hyper-local on-
line services to connect with their 
communities, it follows they are also 
likely to respond to hyper-targeted 
messages on social networks when re-
lated to community-building and 
grant opportunities from organiza-
tions like The Knight Foundation.

http://pewinternet.org/Reports/2009/6--The-Internets-Role-in-Campaign-2008/2--The-State-of-Online-Politics/4--Political-activities.aspx
http://pewinternet.org/Reports/2009/6--The-Internets-Role-in-Campaign-2008/2--The-State-of-Online-Politics/4--Political-activities.aspx
http://www.pewinternet.org/Reports/2010/Neighbors-Online/Part-1.aspx
http://www.pewinternet.org/Reports/2010/Neighbors-Online/Part-1.aspx
http://www.pewinternet.org/Reports/2010/Neighbors-Online/Part-1.aspx
http://www.pewinternet.org/Reports/2010/Neighbors-Online/Part-1.aspx


Concluding Thoughts 
Online, mobile and connective technologies will increasingly have an impact on Black American malesÕ connection to 

each other, their communities and their own perceptions of the future. Mobile access to the Internet has already be-

gun to affect education and career opportunities, consumption patterns and community-resources. Still, the speed of 

mobile web technological adoption and the ability to inßuence other less tech savvy groups will  in turn play a major 

role in determining what sites are adopted as ÔtrustedÕ news sources and who those sources will beneÞt. 

Case in point, each of the Black American male segments detailed in the Black America study on media consumption 

patterns see themselves differently from the other Black American male segments and their online behavior is reßec-

tive of those differences. Testing for what each segment would consider a ÔtrustedÕ source for news would call for a 

hyper-targeted strategy for each group and would yield new perspectives and implications around the notion of both 

ÔtrustÕ and ÔcommunityÕ. This is especially true when noting answers from all the groups surveyed in the Black Amer-

ica report. As a whole, the research segmentation results point to disparities between ÔconnectedÕ Black American 

segments and those where online access and usage is extremely limited.  With that in mind, there were real choices to 

be made about what Black American groups and data sets to focus on in this report. Much of the decision-making 

about what to include was guided by 1. Knight Foundation objectives. 2. An impetus to examine the overall available 

data on Black men and boys. 3. An eye towards devising ways to better collect pertinent data and at last be able to Þll 

in the blanks around the fast changing interconnected landscape Black American boys and men increasingly navigate 

in.

 

The Recommendation section of this report details the main points of an in-depth follow up study to 1.Track online 

and web-enabled smart phone usage for each Black American male sub group of interest by monitoring online and 

mobile application usage. 2.Compare and contrast the Þndings of point 1  with a simultaneous on the ground com -

munity data drive including face-to-face surveys and focus groups, as well as participant journaling initiatives. 

3.Extract meaningful information about trusted news sources for each targeted group from the combined Þndings of 

points 1 and 2.

First, the three key insights that stood out from current research.  

First, it is critical to consider the link between afÞnity with connective technology and community-building to get  a 

realistic perspective of ÔtrustedÕ news sources. Not all the Black American segment groups deÞned by the Black 

America study use the Internet, and those who do, donÕt use in the same way as their Black American male counter-

parts. Additionally, for the most part, as web usage, lifestyle and beliefs about ÔBlacknessÕ differ, so do each groupÕs 

relationship with the idea of ÔcommunityÕ, extended community and online community. 

A second recurring theme is that an effective campaign will require different levels of online engagement coupled 

with face-to-face word-of-mouth, possibly simultaneously. Some groups segmented in the full Black America report, 

face a set of obstacles in mind-set, access and know-how that could preclude them from effectively using and trusting 

any online source. They have yet to embrace the opportunities presented by online community-building. Navigating 

between these levels of online and mobile comfort and proÞciency could prove necessary to drive the success of a 

campaign to Þnd ÔtrustedÕ news sources.

The third theme highlights the potential value of using social networking sites to target digitally savvy Black Ameri -

can male ‘Digital Networkers’ and ‘Black Onliners’ (each aged 12-54) as well as ‘Connected Black Teen Boys’ (aged 12-19). 
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Although these groups navigate to different spaces online and communicate in different cultural overtones, the data 

shows they already feel an enhanced afÞnity with the web and would be open to an online campaign that fosters a 

further sense of connectedness and trust with their chosen communities (both online and ofßine). 

Effective online ad placement targeting speciÞc groups on their  reported *preferred type of online platform (Black-

oriented, mainstream or social platform) could further build the viral opportunity offered by the web Ð these groups 

are all highly social, digitally savvy and naturally share information through online and mobile applications as well 

as face-to-face with friends, siblings and elders. The key to engaging with them is in targeting each one separately, 

using the online platforms that best represent their views of who they are, and who they aspire to be. Considering 

these themes and insights, here are some recommendations. 

Recommendations

Times are changing so fast for Black American men and boys that we need new tools to measure the impact of our 

increasingly interconnected world and its effects on community. Online tools are now available and as a rule, have 

very low barriers to entry to truly measure interactions, trust and community-building practices. Nowadays, connec -

tive tools with embedded tracking metrics are offered on just about every social platform and they are incredibly ef -

fective. Online metrics are very different from those traditionally used in focus groups or when tabulating surveys. 

These new tools do not rely on the way a question is asked or on the mood of the interviewer or that of the inter -

viewee. Rather, they offer insights into who users think they are, who they are in actuality (according to real-time 

actions and interactions), as well as who they aspire to be. 

As web and mobile web adoption rates continue to rise for Black American men and boys, group and site speciÞc 

targeted campaigns on social networks also have the beneÞt of further reinforcing the positive future oriented mind -

set of users, as Þrst reported in the Black America Study related to Connected Black Teens, for  example. After analysis 

of these insights, three recommendations to the Knight Foundation emerge:

I. Use Facebook, MySpace and Twitter to target Black men and boys while tracking their  sharing patterns using 

widgets. (See Appendix D for an example of Facebook hyper-targeting).

II. Study online trust, virality and inßuence in each of the target groups by engaging them separately on each of 

their preferred sites, both Black-oriented and mainstream, and delivered in the communication style of each 

segmentÕs peer group. E.g. What are each group’s patterns of interaction? Who influences  whom and how? What tone 
are they using? What relationship do they have with the idea of ‘community’?

III. Initiate longer-term two-pronged targeted approach to researching ÔtrustedÕ news sources using 1. Online cam-

paign monitoring widgets combined with 2. On the ground community surveys and journaling 3. Smart Phone  

journaling widgets that record mobile web activity.

Fully trackable web and on the ground campaigns have the power to provide a real-time guide for future Knight 

Foundation research and response by delivering ongoing trend monitoring to observe online community-building 

activities and their effects in the community at large. 

To this effect, Facebook, MySpace and Twitter offer a useful toolkit and familiar user-centric framework that can help 
in tracking and making sense of early indicators and milestones that might signal the way in which targeted online 
campaigns affect online and ofßine behavior within communities. 
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The spike in the usage rate of social networking and mobile 
technologies in the last two years by Black American boys 
and men (as compared to other surveyed groups) could 
fundamentally shift perceptions about community, commu -
nity services and participation in community life. 

Online campaigns are easily monitored by measuring both 
click-thru rates and campaign-driven engagement. En-
gagement here refers to four areas: 
a. Who - which participants share/comment on the cam -
paign.
b. Where - on which sites participants choose to interact 
with the ads most and share with their friends. 
c. What is affected Ð do online engagement results correlate 
with ofßine community perception, participation and ad -
vancement over time? 
d. How - what are the best ways to engage with each Black 
American male sub group?

The recommendations of this report are meant to act as a 
guideline through which to launch an extensive online and 
ofßine study that would serve two purposes. The Þrst, to 
test assumptions about Ôonline trusted news sitesÕ for each 
Black American male subgroup, in each geography, rather 
than relying on generalized data on Black American visits to 
most-trafÞcked sites and research culled for consumption-
driven purposes. The second would track actual online en-
gagement for each target group, on each targeted site and 
provide veriÞable data on how participant interaction with 
trusted online sources affects viral spreading of the cam-
paign into real-world behavior. 

Given the complex nature of perceptions around Black 
American males, targeted online data isnÕt enough. The 
Þnal recommendation of this report is to correlate online 
Þndings with on the ground surveys, focus groups and 
journaling. In doing so, The Knight Foundation has the po -
tential  to gain a far  richer understanding of the ways in 
which mobile smart phone and connective technology affect 
community development and trust while better preparing 
everyone to shape the future of Black American men and 
boys in new and positive directions.  

K n i g h t  F o u n d a t i o n! T h e  F u t u re  o f  Tr u s t e d  S o u rc e s  f o r  B l a c k  A m e r i c a n  M e n  a n d  B o y s

13

A simple simultaneous three-pronged 
approach could provide important leads 
in determining actual ‘trusted’ news 
sources for each Black American male 
segment: 

1. Place targeted online widgets on so-
cial networking sites, Black media 
sites and mainstream media sites to 
see who interacts with what.

2. Simultaneously, conduct on the 
ground community surveys, focus 
groups and journaling initiatives. 

3. Correlate online and offline results  
for each Black American male seg-
ment and geography. 

The resulting data sets, when contextu-
alized, closer resemble ‘actual trusted 
news sources’ versus ‘perceived trusted 
news sources’ for each targeted Black 
American male sub group.



APPENDIX A

Comscore statistics of the 100 most trafÞcked sites by Black American Men, Aged 18-64, September 2010. The third 
column denotes trafÞcked websites. According to this report, Yahoo! and Google place 1st and 2nd in the rankings for 
the aforementioned group. TrafÞc does not equal trust. *A legend of abbreviations is located at the end of the 
Comscore report. 
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*Legend (continued)
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APPENDIX B

September 2010, Complex Media Network (CMN): This chart indexes higher for Men aged 18-24, who earn under 
$15k/year. Men who engaged with ads within the CMN of paying advertisers visited the sites listed in the Ôcross vis -
iting sectionÕ. While the individual members of the CMN arenÕt public for the report below, BBH strategist, Kenji 
Summers, who uses CMN at work, describes the network as having Ômore scale than any other ad network catering 
to the areas (fashion, music, culture) that young Black American men inßuence the mostÕ. 
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APPENDIX C

Connecting with neighbors online is associated with high social cohesion and a network of support. 

A small number of Black Americans - 4% (N=103) - reported that they belonged to a neighborhood email list or Inter -
net discussion forum for their neighborhood (e.g., i-neighbors.org). Although this suggests that only a small fraction 
of neighborhoods are using the Internet for local communication and information sharing, those who do adopt this 
technology beneÞt from high levels of neighborhood engagement.
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APPENDIX D

Creating Targeted Facebook Ads

Facebook’s Trackable Targeting Mechanism
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Facebook Ads - Hyper Targeted Local Reach In A Highly Social Online Community Context
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APPENDIX E
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