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"Hispanics tend to gravitate toward five automotive brands
they consider have a strong reputation. The challenge for
most brands is to build awareness and a reputation for
reliability and durability. Highlighting style and advanced
technology can increase appeal but may not be enough to
drive purchases if more pragmatic needs such as price and
functionality are not met."
- Juan Ruiz, Director of Hispanic Insights
This report looks at the following areas:
•
•
•

There are five brands Hispanics see positively
Value and reputation influence Hispanics’ perceptions of car brands
Hispanics want a car that is reliable and durable
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The rest of the brands

The Consumer – What You Need to Know
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Value and reputation matter
Do not assume repeat purchases
Hispanics know what they want: reliability, durability, and quality
Hispanics rely on third parties for information they trust
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Brand ownership doesn’t mean brand retention
Managing expectations key for satisfaction
Trusting the dealership is not the norm
Pragmatism trumps image
The role of advertising
Figure 29: Hispanics’ attitudes toward car brands, February 2017
Hispanic men 35+ more confident about their car brand knowledge
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Figure 32: Hispanics’ attitudes toward car brands – Image, by level of acculturation, February 2017

Reasons for Most Recent Auto Acquisition
Hispanics want a car that is reliable and durable
Hispanics open to seeing what else is out there
Style, bells and whistles are not deciding factors
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Younger Hispanics more open to experimentation
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Bicultural Hispanics more likely to embrace advanced technology
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Trusted Information Sources
Hispanics rely on information they read online
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Figure 38: Trusted information sources for Hispanics, February 2017
Younger Hispanic men more likely to trust social media
Figure 39: Trusted information sources for Hispanics, by gender and age, February 2017
Hispanics’ trust in car-related websites increases with acculturation
Figure 40: Trusted information sources for Hispanics, by level of acculturation, February 2017
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Appendix – Market
Figure 41: Make and origin (domestic or imported) of vehicle Hispanic households most recently acquired, indexed to all, July
2015-August 2016
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