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“Hispanic Millennials are a significant and coveted market.
In any typical day, they are bombarded with ads and many

other things that fight for their attention. To improve the
odds of getting noticed, it is important for marketers to

learn as much as they can about Hispanic Millennials to be
able to gain relevance by connecting with them in culture.”

– Juan Ruiz, Senior Multicultural Analyst

This report looks at the following areas:

• Reinforcing all the positives that Hispanic Millennials see in themselves
• Communicating rather than just telling
• Emphasizing quality and affordability

With 16.5 million people, the Hispanic Millennial generation accounts for a significant share of the
Hispanic population at almost 30%. Moreover, they account for just over a fifth of the total number of
Millennials in the US. They see themselves drastically different from common Millennial’s stereotypes.
They have a positive view about the future but are conscious of the challenges ahead and that life is
full of surprises. Acculturation still matters, as Hispanic Millennials tend to gravitate toward people in
their same level of acculturation when they have a choice. Cultural checks and balances remain in place
to keep the majority of Hispanic Millennials bicultural. The importance that this generation gives to
maintaining their Hispanic culture and heritage hints that they will continue taking proactive actions
toward instilling Hispanic values and traditions in younger generations.

This report offers an overview of Hispanic Millennials and examines, devices they use to access the
internet, and how Hispanic Millennials see themselves compared to Millennials in general and
stereotypes that others may have. It also offers a look into the social life of Hispanic Millennials and
with whom they spend most of their time when they are at home, outside home, or at work. In terms
of attitudes, the report includes Hispanic Millennials’ attitudes toward Hispanic culture, family, and
parenting. Thinking about their perspective toward the future, in addition to attitudes, there are
sections that go over their goals, aspirations, and main concerns. It also covers how Hispanic
Millennials relate to brands, what they look for in them, as well as attitudes toward shopping and
advertising.
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Figure 47: Characteristics of primary acculturation levels
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Figure 68: Hispanic Millennials' attitudes toward parenting, by gender, December 2014
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Hispanic Millennials’ attitudes toward the future
Figure 74: Hispanic Millennials' attitudes toward life and the future, by gender, December 2014
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Figure 76: Hispanic Millennials' attitudes toward life and the future, by language spoken in home, December 2014

Appendix – Other Useful Consumer Tables
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Figure 77: Hispanic Millennials' attitudes toward life and the future, by level of acculturation, December 2014

Figure 78: Hispanic Millennials' attitudes toward life and the future, by country of birth, December 2014

Figure 79: Hispanic Millennials’ attitudes toward life, by gender, December 2014
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Figure 83: Hispanic Millennial' attitudes toward finance – Any agree, by gender, December 2014

Figure 84: Hispanic Millennial' attitudes toward finance – Any agree, by age, December 2014

Figure 85: Hispanic Millennial' attitudes toward finance – Any agree, by language spoken in home, December 2014

Figure 86: Hispanic Millennial' attitudes toward finance – Any agree, by level of acculturation, December 2014

Figure 87: Hispanic Millennial' attitudes toward finance – Any agree, by country of birth, December 2014

Hispanic Millennials' goals and aspirations

Personal goals
Figure 88: Hispanic Millennials' personal goals and aspirations, by gender, December 2014

Figure 89: Hispanic Millennials' personal goals and aspirations, by age, December 2014

Figure 90: Hispanic Millennials' personal goals and aspirations, by household income, December 2014

Figure 91: Hispanic Millennials' personal goals and aspirations, by language spoken in home, December 2014

Figure 92: Hispanic Millennials' personal goals and aspirations, by level of acculturation, December 2014

Figure 93: Hispanic Millennials' personal goals and aspirations, by country of birth, December 2014

Career goals
Figure 94: Hispanic Millennials' career goals and aspirations, by gender, December 2014

Figure 95: Hispanic Millennials' career goals and aspirations, by age, December 2014

Figure 96: Hispanic Millennials' career goals and aspirations, by language spoken in home, December 2014

Figure 97: Hispanic Millennials' career goals and aspirations, by country of birth, December 2014

Hispanic Millennials' main concerns

Main concerns
Figure 98: Hispanic Millennials' concerns – Very concerned, by gender, December 2014

Figure 99: Hispanic Millennials' concerns – Very concerned, by age, December 2014

Figure 100: Hispanic Millennials' concerns – Very concerned, by language spoken in home, December 2014

Figure 101: Hispanic Millennials' concerns – Very concerned, by country of birth, December 2014

Views on discrimination
Figure 102: Hispanic Millennials' views on discrimination – Any agree, by gender, December 2014

Figure 103: Hispanic Millennials' views on discrimination – Any agree, by age, December 2014

Figure 104: Hispanic Millennials' views on discrimination – Any agree, by language spoken in home, December 2014

Figure 105: Hispanic Millennials' views on discrimination – Any agree, by country of birth, December 2014

Hispanic Millennials and brands

What they look for in brands
Figure 106: Appealing brand qualities, by gender, December 2014
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Figure 107: Appealing brand qualities, by age, December 2014

Figure 108: Appealing brand qualities, by household income, December 2014

Figure 109: Appealing brand qualities, by language spoken in home, December 2014

Figure 110: Appealing brand qualities, by country of birth, December 2014

Attitudes toward shopping
Figure 111: Attitudes toward shopping – Any agree, by gender, December 2014

Figure 112: Attitudes toward shopping – Any agree, by age, December 2014

Figure 113: Attitudes toward shopping – Any agree, by language spoken in home, December 2014

Figure 114: Attitudes toward shopping – Any agree, by level of acculturation, December 2014

Figure 115: Attitudes toward shopping – Any agree, by country of birth, December 2014

Attitudes toward advertising
Figure 116: Attitudes toward advertising – Any agree, by gender, December 2014

Figure 117: Attitudes toward advertising – Any agree, by age, December 2014

Figure 118: Attitudes toward advertising – Any agree, by language spoken in home, December 2014

Figure 119: Attitudes toward advertising – Any agree, by level of acculturation, December 2014

Figure 120: Attitudes toward advertising – Any agree, by country of birth, December 2014

Hispanic Millennials and their use of technology

Devices Hispanic Millennials use to access the Internet
Figure 121: Devices used to access the internet, by gender, December 2014

Figure 122: Devices used to access the internet, by age, December 2014

Figure 123: Devices used to access the internet, by language spoken in home, December 2014

Figure 124: Devices used to access the internet, by country of birth, December 2014

Association of Hispanic Advertising Agencies (AHAA)

United States Hispanic Chamber of Commerce (USHCC)

Appendix – Trade Associations
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