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"Hispanics’ expenditures on personal care products was
flat between 2012 and 2017. While brand loyalty seems
difficult to achieve, there are opportunities to make an

effort to connect with Hispanics, going beyond trial.
Personal care is a category in which brand is important

when associated with specific benefits such as scent, being
long-lasting, or moisturizing. "

- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Scent, benefits, and past experience influence purchases
• Online is an outlet not to sell, but to connect
• Spanish-language packaging may not make a difference
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Hispanics over index for agreeing personal care products should be environmentally friendly
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Concern with environmentally friendly products increases with acculturation
Figure 40: Hispanics’ attitudes toward personal care products and the environment, by level of acculturation, April 2017
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Hispanics over index for researching products before purchasing
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Those who experiment do research, but also buy on impulse
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Spanish-language packaging has modest impact
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Interest in healthy skin and hair is driven by Hispanic women
Figure 46: Hispanics’ personal care interests, by gender and age, April 2017
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More-acculturated Hispanics more likely to care about personal care
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