
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

"Brands need to harness Hispanic Millennials’ influence as
they represent one in four US Hispanics and one in five US
Millennials. Hispanic Millennials believe in hard work and

feel that their efforts will eventually pay off. Brands that
understand the motivations that keep them going and the

regrets they have so far may be in a better position to reach
them with messages that won’t be ignored."

- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Use traditional gender roles to contextualize success
• Make improvements known
• Embrace what Hispanics value: relationships
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Figure 32: Hispanic Millennials’ attitudes toward music, indexed to all Millennials and all Hispanics, October 2017-November 2018

More global collaboration mixed with local knowledge

Hispanic Millennials have few complaints about their financial situation

Traditional gender roles put pressure on Hispanic Millennials’ search for success

Older Hispanic Millennials’ attitudes are shifting

Hispanics divided in perceptions of small vs mass brands

Hispanics’ regrets tend to be related to “salud, dinero y amor” (health, money and love)

Hispanic Millennials believe their efforts will eventually pay off
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