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"The foundation for brand loyalty is very clear among
Hispanics; it is based mainly on functional aspects of the
brand such as quality as well as affordability,
dependability, and trust. When targeting Hispanics,
brands also need to be aware that brand loyalty can be
fragile."

- Juan Ruiz, Director of Hispanic Insights
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Affordability, dependability, and trustworthiness feed quality perception
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Hispanics tend to know the brands they want
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Well-known brands don’t always mean better quality
Figure 27: Hispanics’ perception of brand names — Well-known vs less-known, October 2015

Unacculturated Hispanics more open to see less-known brand names positively
Figure 28: Hispanics’ perception of brand names — Well-known vs less-known, by level of acculturation, October 2015

Hispanic Gained Loyalists more impressed with well-known brand names
Figure 29: Hispanics’ perception of brand names — Well-known vs less-known, by Hispanic brand loyalty segments, October 2015

Value is a function of price and quality
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Figure 30: Hispanics’ perception of brand names — Brand name vs price, October 2015

Financial constraints can trump brand loyalty
Figure 31: Hispanics’ perception of brand names — Brand name vs price, by household income, October 2015

Brand name is important for Hispanic Gained Loyalists
Figure 32: Hispanics’ perception of brand names — Brand name vs price, by Hispanic brand loyalty segments, October 2015

Trust is built over time
Figure 33: Hispanics’ brand trust — Older brands vs new brands, October 2015

New brands more trusted by less acculturated Hispanics
Figure 34: Hispanics’ brand trust — Older brands vs new brands, by level of acculturation, October 2015

Finding Brands that Hispanics Like

Brand availability prompts Hispanics to shop at multiple stores
Figure 35: Hispanics’ attitudes toward brands — Brands and stores, October 2015

Higher household incomes allow Hispanics to shop for the brands they want
Figure 36: Hispanics’ attitudes toward brands — Brands and stores, by household income, October 2015

Hispanics know where to find the brands they want
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Hispanics underestimate the influence of their families on their purchases
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Hispanics vocal about brands they like
Figure 44: Hispanics’ brand advocacy — Telling others, October 2015

More affluent Hispanics talk more
Figure 45: Hispanics’ brand advocacy — Telling others, by household income, October 2015

Hispanics as brand advocates
Figure 46: Hispanics’ brand advocacy — Buying brands for others, October 2015

Hispanics promote brands they like as an appreciation to others
Figure 47: Hispanics’ brand advocacy — Buying brands for other, by level of acculturation, October 2015
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