
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

"Hispanics feel life is to be enjoyed, although most agree
they are generally simple people who don’t need much to

be satisfied. In many cases, larger households and a lower
median income forces Hispanics to prioritize expenses.

However, while Hispanics feel that their budgets are
limiting, they don’t feel they overspend on entertainment,

even as they over index for a wider set of activities."
- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Financial constraints can limit entertainment options
• Satisfaction with life is about having realistic expectations
• Children influence the leisure time of Hispanics aged 25-44
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Figure 34: Hispanics’ perceived control of their time, by key demographics, October 2016
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Figure 37: Hispanics’ opinions about lifestyles, by gender, October 2016

Younger Hispanics more likely to be hungry for time
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Figure 49: Trends Hispanics are interested in, by gender and age, October 2016

Higher household incomes enable interest in categories that require an out-of-pocket investment
Figure 50: Trends Hispanics are interested in, by household income, October 2016
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A note on acculturation

Attitudes toward work
Figure 51: Attitudes toward work, by gender, July 2015-August 2016

Figure 52: Attitudes toward work, by age, July 2015-August 2016

Figure 53: Attitudes toward work, by household income, July 2015-August 2016

Attitudes toward standard of living
Figure 54: Attitudes toward standard of living, by gender, July 2015-August 2016

Figure 55: Attitudes toward standard of living, by age, July 2015-August 2016

Figure 56: Attitudes toward standard of living, by language spoken at home, July 2015-August 2016

Movie theater attendance
Figure 57: Movie theater attendance in the last six months, by gender, July 2015-August 2016

Figure 58: Movie theater attendance in the last six months, by age, July 2015-August 2016

Figure 59: Movie theater attendance in the last six months, by household income, July 2015-August 2016

Preference of 3D movies
Figure 60: Preference of 3D movies – % usually watch, by gender, July 2015-August 2016

Figure 61: Preference of 3D movies – % usually watch, by age, July 2015-August 2016

Figure 62: Preference of 3D movies – % usually watch, by household income, July 2015-August 2016

Use of digital music services
Figure 63: Use of digital music services in the last 30 days, by gender, July 2015-August 2016

Figure 64: Use of digital music services in the last 30 days, by age, July 2015-August 2016

Figure 65: Use of digital music services in the last 30 days, by household income, July 2015-August 2016
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