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EXHIBIT 8.9
U.S. Social Classes
Capitalist class 1%  People whose investment decisions shape the national
economy; income mostly from assets, sarned or inherited;
university connections
‘Uppermiddieclass  14%  Upper-level managers, pmf
 occupational work by thoxce, coifegwdutated :
Ll e - wei&abovenatmnafaverage o o
Middie Classes o e 5
Middle class 33%  Middle-level white-collar, top-level blue-~collar; education past
high school typical; income somewhat above national average;
; loss of manufacturing jobs has reduced the population of this class
Workingclass - 32%  Middl e~£evel biu&cuﬂar iower»tevei white-collar; income below
s e . national average; Iargeiy werkmg in skiled or sem»skﬁied :
e servtce;abs
Working poor 11-12% Low-paid service workers and operatives; some high school
education; below mainstream in living standard; crime and
hunger are daily threats
Peopie who are not regu aﬂy employed and who depend -

Underclass

B-9%
o primarily on the welfare system for sustenance; little s:hoo mg,

living standard below poverty line

performances, operas, the
theater, museumns, concerts,
and sporting events. Mar-
keters often pay attention
to the superwealthy. For
example, the Mercedes-
Benz Maybach 62, touted
as the “world’s most luxu-
rious car,” is aimed at this
group, Priced at $375,000,
the car features electronic
doors, reclining seats with
footrests, a workstation
with media capability, a
champagne cooler, and lots
more. Similarly, New York-
based designer Calvin
Stewart sells A.P.O. jeans
featuring fully customized
denim embellished with
diamond, gold, and plati-
num details—starring ar
$1,000 a pair. The majority
of Americans today define
themselves as middle class,

social class agroup
of peaple in a society whe are
considered nearly equal in

SOURCE: Adapted from Richard P. Coleman, “The Continuing Significance of Sacial Class to Marketing!” Journal of Consumer
Research, December 1983, 267; Dennis Gitbert and Joseph A. Kahl, The American Class Structure: A Synthesis (Homewood,
IL: Dorsey Press, 1982), ch. 11, hitpJ//en.wikipedia.org/wiki/social_structure_of _the_united_states, May 2006.

Social Class
The United States, like other societies,
has a social class system. A social class

status o community esteemn, . .
who reguarly socialize among is 2 group of people who are consxderf:d
themselves both formally and nearly equal in status or community
informally, and who share esteem, who regularly socialize among
behavioral norms
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themselves both formally and informally,
and who share hehavioral norms.
A number of techniques have been used to mea-
sure social class, and a number of criteria have been
used to define it. One view of contemporary U.S. status
structure is shown in Exhibit 6.4,

As you can see from Exhibit 6.4, the upper and
upper middle classes comprise the small segment of
affluent and wealthy Americans. In terms of con-
sumer buying patterns, the affluent are more likely
to own their own home and purchase new cars and
trucks and are less likely to smoke. The very rich flex
their financial muscles by spending more on vacation
homes, vacations and cruises, and housekeeping and
gardening services. The most affluent consumers are
more likely to attend art auctions and galleries, dance
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regardless of their actual
income or educational
attainment. This phenom-
enon most likely occurs
because working-class Americans tend to aspire to
the middle-class lifestyle while some of those who do
achieve affluence may downwardly aspire to respect-
able middle-class status as a matter of principle.

The working class is a distinct subset of the mid-
dle class. Interest in organized labor is one of the most
common attributes among the working class. This
group often rates job security as the most important’
reason for taking a job. The working-class person
depends heavily on relatives and the community for
economic and emotional support.

Lifestyle distinctions between the social classes are
greater than the distinctions within a given class. The
most significant difference between the classes occurs
between the middle and lower classes, where there is
a major shift in lifestyles. Members of the lower class
have incomes at or below the poverty level.

Social class is typically measured as a combina-
tion of occupation, income, education, wealth, and
other variables. For instance, affluent upper-class
consumers are more likely to be salaried executives
or self-employed professionals with at least an under-



