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"Hispanics will continue to gravitate toward biculturalism.
Communications technology such as social media allows
US Hispanics to stay connected with family members in

other countries. Meanwhile, the sizable and relatively
young market creates opportunities in the US for

Hispanics to keep their culture alive through daily
interactions."

- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Hispanics are not a homogeneous group
• For Hispanics, it’s all about family
• Spanish is not going away, but it is making things complicated
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Larger families hint at multiple levels of acculturation under the same roof
Figure 11: Average household size, by race and Hispanic origin, 2016
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Figure 23: Profile of Culturally Detached Hispanics, September 2017

A more sophisticated market

A more fragmented market

A more fairer sex

Hispanics are defined by family

Acculturated Hispanics live in a more diverse world

Hispanics are optimistic, but…

Hispanics embrace both cultures

Culture is not static

Holidays are time for family

It’s complicated
Figure 24: What defines Hispanics, September 2017

Moms are key to maintaining cultural traditions
Figure 25: What defines Hispanics – Select items, by gender and parental status, September 2017

The definition shifts with acculturation
Figure 26: The importance of cultural traditions, by level of acculturation, September 2017

Hispanics see diversity outside the home
Figure 27: With whom Hispanics spend time – Cultural background, by location and by level of acculturation, September 2017

Personal interests bring people together
Figure 28: With whom Hispanics spend time – Personal interests, by location and by level of acculturation, September 2017

Spanish is not going away
Figure 29: With whom Hispanics spend time – Language, by location and by level of acculturation, September 2017

Faith is something personal
Figure 30: With whom Hispanics spend time – Religious beliefs, by location and by level of acculturation, September 2017

Diverse political views can create tension
Figure 31: With whom Hispanics spend time – Political views, by location and by level of acculturation, September 2017

Hispanics want to feel in control of their lives
Figure 32: Hispanics’ approach toward life, September 2017

Younger Hispanic women less likely to feel in control of their lives
Figure 33: Hispanics’ approach toward life, by gender and age, September 2017

Higher household income can bring some peace of mind
Figure 34: Hispanics’ belief they are in control of their lives, by level of acculturation and household income, September 2017
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This is home
Figure 35: Hispanics’ cultural pride, September 2017

Embracing of American culture goes hand-in-hand with household income
Figure 36: Hispanics’ embracement of American culture, by level of acculturation and household income, September 2017

Change affects all Hispanics
Figure 37: Hispanics’ perception of change, by level of acculturation and household income, September 2017
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Learning about American and Hispanic cultures
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Speaking Spanish and Spanish-language media
Figure 45: Importance of speaking Spanish and Spanish-language media, by level of acculturation and household income, September
2017

Hispanics embrace both American and Hispanic holidays

Gifts are “social currency”

Search for value may lead to year-round shopping

Some Hispanic holidays are faith related
Figure 46: Hispanics’ attitudes toward holidays, September 2017

Figure 47: Hispanics’ attitudes toward holidays, by gender and age, September 2017

Figure 48: Hispanics’ attitudes toward holidays, by level of acculturation, September 2017

Data sources

Consumer survey data

Terms

Figure 49: Hispanics and religion, by language spoken at home, July 2016-August 2017
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