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“When Hispanics find a good deal, regardless of their age,
income, or level of acculturation, they are eager to tell their
families and friends about it. Retailers who can identify the

needs of this segment and act accordingly may be able to
count on Hispanic consumers as valuable allies to spread

the good news.”
– Juan Ruiz, Senior Multicultural Analyst

This report looks at the following areas:

• How can Hispanic shoppers be converted into the best allies?
• Differentiations vs cost leadership?

Hispanics are the largest and fastest growing minority group in the US with a purchasing power
projected to reach $1.6 trillion by 2018. Hispanics were hit hard by the 2008-09 recession; now that
the recovery is gaining momentum, they are starting to increase spending in the areas in which they
cut the most such as apparel and entertaining. Hispanics are value-oriented consumers and see
themselves as frugal buyers. However, they don’t want to sacrifice quality at the expense of price.
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Figure 45: Influence of promotions among Hispanics – Medium-ticket items, by language spoken in home, February 2014
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The influence of in-store support materials is limited
Figure 48: In-store support materials’ influence among Hispanics – Always, by gender, November 2012-December 2013

Figure 49: In-store support materials’ influence among Hispanics – Always, by languages spoken in home, November 2012-December
2013

Internet is the first place half of Hispanics look for information
Figure 50: Hispanics’ attitudes, opinions about lifestyles and the internet – Any agree, by gender, November 2012-December 2013

Figure 51: Hispanics’ attitudes, opinions and interests about lifestyles and the internet – Any agree, by languages spoken in home,
November 2012-December 2013

Shopping is a family outing
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The store’s environment is more important to non-Hispanics
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2013
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Figure 58: Hispanics’ shopping behavior – Any agree, by Hispanic origin and languages spoken in home, November 2012-December
2013

Figure 59: Hispanic shopping clusters, February 2014
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Figure 70: Population by race and Hispanic origin, 2009-19
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Figure 72: Asian, Black, and Hispanic populations, 1970-2020
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Figure 73: Distribution of births, by race and Hispanic origin of mother, 2002-12
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Marital status
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Figure 80: Gender ratio, by age and Hispanic origin, 2014

Household size
Figure 81: Average household size and average number of adults and children in households, by race and Hispanic origin, 2013

Children in the household
Figure 82: Households, by presence and ages of own children, 2013

Generations

Demographic Profile of US Hispanics
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Figure 83: Generations, by Hispanic origin, 2014

Figure 84: Distribution of generations by race and Hispanic origin, 2014

Hispanics by country of origin/heritage
Figure 85: Hispanic population, by country of origin/heritage

Mexicans (63% of US Hispanics)
Figure 86: Number of tortilla-related products launched per year in the US, 1996-2013

Puerto Ricans (9% of US Hispanics)

Cubans (4% of US Hispanics)

Dominicans (3% of US Hispanics)

Central Americans (8% of US Hispanics)

South Americans (5% of US Hispanics)
Figure 87: US Hispanic population, by country of origin/heritage, 2000-10

Figure 88: Largest* Hispanic groups, by region, by country of origin/ancestry, 2010

Hispanics by geographic concentration
Figure 89: Hispanic population, by region of residence, 2000-10

Figure 90: Hispanic or Latino population as a percent of total population by county, 2010

States with the most Hispanic population growth
Figure 91: States ranked by change in Hispanic population, 2000-10

Figure 92: Percent change in Hispanic or Latino population by county, 2000-10

Key Hispanic metropolitan areas
Figure 93: Metropolitan areas with the largest number of Hispanic residents, by country of origin/ancestry, 2010

Hispanics online
Figure 94: Internet use among Hispanics aged 18+, 2013

What is acculturation?
Figure 95: Acculturation diagram

Figure 96: Variables that affect acculturation

Why is level of acculturation important?

Levels of acculturation
Figure 97: Characteristics of primary acculturation levels

What is retroacculturation?

Key points

Hispanics’ purchasing power growth between 1990 and 2018 is projected to be 666%
Figure 98: Purchasing power, by race/Hispanic origin, 1990-2018

Figure 99: Purchasing power, by race/Hispanic origin, 1990-2018

Figure 100: Top 10 states ranked by share of Hispanic buying power, rank by Hispanic share of buying power by state, 2013

Figure 101: Top 10 states ranked by dollar amount of Hispanic buying power, 2013

US household income distribution

Acculturation

Buying Power of US Hispanics
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Figure 102: Median household income, by race and Hispanic origin of householder, 2012

Reasons to purchase
Figure 103: Reasons Hispanics purchase something for themselves, by gender, February 2014

Figure 104: Reasons Hispanics purchase something for themselves, by household income, February 2014

Very important factors when shopping
Figure 105: Very important factors for Hispanics when shopping, by gender, February 2014

Figure 106: Very important factors for Hispanics when shopping, by household income, February 2014

Where purchases are made
Figure 107: Where Hispanics make purchases – in-store purchases, by gender, February 2014

Figure 108: Where Hispanics make purchases – in-store purchases, by household income, February 2014

Figure 109: Where Hispanics make purchases – online purchases, by age, February 2014

Figure 110: Where Hispanics make purchases – online purchases, by household income, February 2014

Hispanics’ attitudes toward shopping
Figure 111: Hispanics’ attitudes toward shopping – any agree, by gender, February 2014

Figure 112: Hispanics’ attitudes toward shopping – any agree, by age, February 2014

Figure 113: Hispanics’ attitudes toward shopping – Any agree, by household income, February 2014

Figure 114: Hispanics’ attitudes toward shopping – Any agree, by language spoken in home, February 2014

Hispanics’ perceptions of their purchase behavior
Figure 115: Hispanics’ perceptions of their purchase behavior, by household income, February 2014

The influence of promotions
Figure 116: Influence of promotions among Hispanics – small-ticket items, by gender, February 2014

Figure 117: Influence of promotions among Hispanics – small-ticket items, by household income, February 2014

Figure 118: Influence of promotions among Hispanics – Medium-ticket items, by gender, February 2014

Figure 119: Influence of promotions among Hispanics – Medium-ticket items, by age, February 2014

Figure 120: Influence of promotions among Hispanics – Large-ticket items, by gender, February 2014

Figure 121: Influence of promotions among Hispanics – Large-ticket items, by age, February 2014

Appendix – Other Useful Consumer Tables

Appendix – Trade Associations
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