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ceording 1o 2000 U.S. Census figures, thare are maore than
35 million Hispanics in the United States, an increase of
B8 percent since the 1990 census, represanting 40
percent of the total population growth from 1990 to 2000

And that makes Hispanics the largest minosity segment
in the country.

There's plenty of research identifying their consumear
characteristics, buying power and cultural values. So that
begs the question: Why wouldn't you try to reach
this market?

The answer, according to Annette Taddes, president and
CEO of Miami-based Langusge Speak, is largely a lack
of understanding and education on the part of businesses.

“This bubble is growing so strongly, but it was only
through the 2000 census that the size and power of this
group becama known” she says Four years later,
many companies still haven't digested the wealth
of data that exists.

“It is sad to say that advertisers dedicate less than 5
percent of budgets to reaching this market” she says,
adding that's a huge lost opportunity, Consider that
Language Speak, which provides translaton services
seross a spectrum of industrias, has grown more than 200
percent the last three years.

Hispanics represent $6 bilon in purchasing power and
75 percent of that demographic prafer to receive informa-
tion in Spanish, That's where marketing efforts can un
into trouble.

of the is y important”
says Taddeo, “That's the biggest misconception. There are
20 different countries represented in the U.S. Hispanic
market, The largest majoeity is Mesican, so many people
opt to market using Mexican Spanish. But if you do that,
You are z i g the g 19 cultures.
Compare that to how néws anchors sound on air. You don't
hear a specific New York or Boston accent. You hear a neu-
tral accent. That's what you newd 1o portray when trying o

reach Spanish: @ peopl
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Consumer characteristics

By and large, most U.S. Hispanic households are younger
and larger than non-Hispanic households, with a median
age of 276 versus 372. And while the average U.S. non-
Hispanic household has 2.5 children, the averags US.
Hispanic household has 3.4, according to Nielsen 2002
Universa Estimates.

Hispanics are active in their community, socially oriented,
prafer to travel and participate in activities in groups and are
family oriented. Religion is a big part of their lives and they
tend to maintain a strong connection to their Hispanic her-
itage. embracing their culture through language, food,
music and celebrations

Education is a priority for Hispanic fami-
lies and they tend to be hard working and

“Think about it" says Taddeo;, “whoaver gets there first is
going to get that loyal business."

R hing Hi i h they are

Spanish is spoken in B9 percent of U.S. Hispanic
households, according to census figures. Of thosa house-
holds, 75 percent prefer to receive communication in Spanish,

“Data shows that communication is more successful
when it is presented in Spanish’ says Taddeo. The
problem with that is that you can't always translate literally.

"Sometimes there is no way to get the literal translation of
a product or service, so it's essential to understand what the
company is trying to portray and then say it in a
different way that still retains the meaning,’
she says.

entrepranaurial. While non-Hispanics tend Spauis ""‘;:::” For example: a financial services firm was
to be more individualistic, Hispanics e Ii-' 'H"' f e crafting a direct mail piece promoting its
embrace collectivism. The family comes e Ed"" e ratirament services. Taddeo says that the
first and group or family satisfaction ranks ng Spanish synonym for retirement is retido.
above all else. They are conformist in nature lmmtr;ﬂ “This is acceptable, but Hispanics see
and tend to honor traditions and respect gt A ‘retirement’ as a negative thing. The better
authority. effective inmessage . . iacion’ which is a celebration of

Hispanic women are still the primary comprehension; and the fruits of your labor and more closely
caregivers, but increasingly they also are h.".ud'.'hf"“‘hmn' aligned with the American meaning of
taking on responsibilities outside the home. 'ME'" 'E_“,_", o anm | trement. If you're selling retirement
In fact, careers are now seen by | i keting. funding, it's important to understand how

@s a viable option for womaen,

Purchasing power

Hispanics are interested in looking good and projecting
status and those attitudes play into their buying decisions.
The purchasing power of this demographic is projected to
grow four times that of the rest of the population, from 51
percent in 2005 to 126 percent in 2010, with even more
dramatic increases in major markets such as Miami, Los
Angeles and Houston.

Hispanics are extremely
loyal to brands. In fact,
they are interasted in
buying the best and
brand loyalty is a reflec-
tion of their desire to
achieve status and look
good—60 percent of
Hispanics state: "I'm
willing to spend more to
get the best,” according to
research,

Annette Taddeo,
President and CEO,
Language Speak
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this one word can convey somathing
complately differant”

Research from Roslow Research Group shows that among
Hispanics, Spanish-language markating is 61 percent more

ff at increasing ; 57 percent more effective
in message comprehension; and fourand-a-half times more
persuasive than English-language marketing.

Marketers also should consider online marketing, since
Hispanics are among the fastest-growing group of Intermnet
users. Computer ownership among Hispanics grew 153 par-
cent from 1997-2001, while computer ownership amang
non-Hispanics grew 100 percent during the same period,

Although they tend to be a little hesitant about buying
online, research from AOL has found that a significant por-
tion of Hispanic online consumers find online advertising
informative (41 percent] versus U.S. online consumers
124 percent).

Of those surveyed, more than half (53 percent)
of Hispanic online consumers who have ever made
a purchase online report that they have recommended a
specific shopping Web site to a friend or family member,

The U.S. Hispanic market is largely underserved by
marketing efforts, but a little research and smart marketing
could make this demographic a loyal and growing customer
base for years to come.
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