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ABSTRACT 

 This thesis examines selected aspects of the Hispanic community in the United States and 

suggests ways to create marketing strategies that effectively connect with the demographic 

through their family and religious life, sports fandom, music and media preferences, political 

beliefs, wealth and use of technology. The thesis begins by providing an overview of the 

Hispanic community living in the United States in a variety of areas and highlights the benefits 

that come with targeting Hispanics through marketing campaigns. In order to provide examples 

of campaigns that have attempted to reach Hispanics in the past, the analysis section looks at 

several past marketing efforts toward Hispanics, both successful and unsuccessful. This thesis 

can benefit marketers looking to expand their brand’s reach to the local Hispanic community in 

the United States.  
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Developing Marketing Strategies that Effectively Connect with the Hispanic Community in the 

United States 

 

INTRODUCTION 

 The Hispanic community is a large and rapidly growing group in the United States. With 

such a large population with incredible spending power and a bright future, it seems logical that 

companies would want to find ways to connect with Hispanics, yet few brands are making 

concentrated efforts to do so. Opting to not market to the Hispanic community could prove to be 

a costly mistake for companies in nearly all areas of business. Not capturing the Hispanic market 

results in major opportunity costs that could put a brand behind for decades.  

This thesis will begin by defining who exactly the United States Hispanic community is. 

The community is certainly not homogenous, and thus the values, preferences and way of life of 

each individual or subgroup cannot be fully addressed in this study. That said, there are certain 

aspects where a certain level of generalizations can be made to allow marketers to effectively 

reach a high percentage of the demographic. In addition to exploring population size and growth, 

the thesis will explain which Hispanics typically speak English, Spanish or both. While the fact 

that Spanish is used might be obvious, it is equally important to understand where, when, and 

how often it is used as well as by who.  

A review then covers the typical family and religious life, sports fandom, music and 

media preferences, political beliefs, wealth and class, and technology adaptation of the group. An 

understanding of this section will help marketers make genuine connections with the Hispanics 

they target.  
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With an awareness of both the common mistakes that need to be avoided and the great 

benefits that a brand will receive from targeting Hispanics, an analysis then shows how past 

marketing campaigns geared toward Hispanics have either succeeded or failed and why.  

While marketing to Hispanics is not a new or groundbreaking idea, the methods that have 

been used by various companies in the past have yielded mixed results. Too often, brands try to 

carry over a previously successful strategy aimed at non-Hispanics to their Hispanic campaigns. 

In reality, Hispanic marketing requires a unique approach.1 Authentic listening and learning is 

required for brands who wish to capture this market and differentiate themselves from the 

competition. While other studies on the U.S. Hispanic market exist, this thesis will aid in 

providing the basic knowledge necessary for marketers to start crafting campaigns that will win 

over this market.  

OVERVIEW OF THE HISPANIC COMMUNITY IN THE UNITED STATES 

 This section will provide a basic level of understanding of Hispanic people and their 

cultures, values, and way of life. It is important to remember that the Hispanic community in the 

United States is extremely diverse, making it impossible to accurately describe each individual 

person, subculture, and subcommunity within the greater Hispanic umbrella. The purpose of this 

section is to provide information that will at least apply to enough Hispanics to make it 

worthwhile to consider when creating marketing campaigns.  

 
1 Llopis, G. (2013, November 27). 5 Steps To Capturing The Hispanic Market -- The Last True Growth Opportunity. 

Retrieved April 2, 2021, from https://www.forbes.com/sites/glennllopis/2013/09/03/5-steps-to-capturing-
the-hispanic-market-the-last-true-growth-opportunity/?sh=3ee432b34064 
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To begin, it is important to understand who may be considered Hispanic. It is also important to 

note the difference between the terms Hispanic and Latino/a which are often used 

interchangeably, although they have slightly different meanings. Hispanics are those “from Spain 

or Spanish-speaking countries, especially those countries in Latin America.” Latino/a (and the 

increasingly popular gender-neutral form Latinx), on the other hand, is defined as “a person who 

lives in the US whose family is from Latin America, or a person who lives in Latin America:” or 

“a person of Latin American origin living in the U.S.”2 To put it simply, Hispanics come from 

any Spanish speaking country in the world, including Spain. Latinos must have family 

background in a Latin-American country, which does not include Spain but does include non-

Spanish speaking countries such as Brazil. In order to keep the Spanish language a constant in 

the research, the more narrow term Hispanic will be used.  

Population 

Mexicans are by far the most prominent nationality for Hispanics in the United States, 

accounting for over 60% of the U.S. Hispanic population in 2018. The next largest group, Puerto 

Ricans, made up only 9.7% at this time. There are six Hispanic countries that about one million 

or more Hispanics living in the U.S. claim as their country of origin: Cuba, El Salvador, The 

Dominican Republic, Guatemala, Colombia and Honduras. While the growth rate of Mexicans in 

the U.S. is low compared to many others (12% from 2010-2018 compared to 106% for 

Venezuelans, 37% for Dominicans and Guatemalans, and 34% for Hondurans)3, the wide gap in 

 

2 Latino. Cambridge Dictionary. (n.d.). https://dictionary.cambridge.org/dictionary/english/latino.  

Hispanic. Cambridge Dictionary. (n.d.). https://dictionary.cambridge.org/dictionary/english/hispanic?q=Hispanic.  

3 Krogstad, J., & Noe-Bustamante, L. (2020, September 10). Key facts about U.S. Latinos for National Hispanic 
Heritage Month. Retrieved January 15, 2021, from https://www.pewresearch.org/fact-
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total population numbers between them and all other Hispanic groups means Mexicans will 

likely stay the dominant Hispanic group in the U.S. for decades to come. While this paper will 

attempt to focus on aspects that are similar across all Hispanic groups, marketers hoping to focus 

on narrower cultural aspects that are more specific will reach the most consumers from using 

Mexican culture, unless the marketing campaign is limited in its geographic reach in areas such 

as New York City, where the local Hispanic population is mostly Puerto Rican and Dominican.  

 

Source: IPUMS 

 In addition to the total population number expanding, the Hispanic population is also 

rapidly growing geographically. Traditionally, Hispanics have mostly stayed in states near the 

southern border, such as Texas, California, and New Mexico. While these states still maintain 

large Hispanic populations, they are not the only ones anymore. U.S. News and World Report 

states that “In 2000, there were 10 states that had Hispanic populations of at least 10% of the 

 
tank/2020/09/10/key-facts-about-u-s-latinos-for-national-hispanic-heritage-
month/#:~:text=The%20U.S.%20Hispanic%20population%20reached%2060.6%20million%20in,16%25%20in
%202010%20and%20just%205%25%20in%201970. 

Hispanic Origin Groups in the U.S., 2018

Mexican 61.9% Puerto Rican 9.7% Cuban 4.0% Salvadoran 3.9%

Dominican 3.5% Guatemalan 2.5% Colombian 2.1% Honduran 1.6%

Spaniard 1.4% Ecuadorian 1.2% Peruvian 1.1% All Other 7.1%

https://www.census.gov/prod/2001pubs/c2kbr01-3.pdf
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total. Thirteen states have since joined them, according to July 2019 estimates from the Census 

Bureau.” These states experiencing rapid growth are located all over, including Wyoming, 

Nebraska, Tennessee and Connecticut.4 While targeting Hispanic consumers has previously been 

beneficial in the southwest region, its benefits now extend to every region, making the 

population worthwhile to be targeted from national campaigns.  

The next several sections will cover different aspects of the Hispanic culture that could be 

important for marketers to focus on when attempting to connect with the population. Of course, 

not all of these areas need to be covered in every marketing campaign. Marketers should 

consider which cultural aspects their brand can best relate to and highlight those connections 

throughout the campaign. For any cultural aspects that the company cannot naturally connect 

with, it is best to avoid mentioning them. Any obvious artificial 

attempts will present an image of inauthenticity for the brand 

and possibly come across as offensive to the very people the 

campaign is targeting.  

Language 

 Not surprisingly, there are two dominant languages for 

Hispanics living in the United States, Spanish and English. 

Spanish is primarily used by immigrants and those from older 

generations. English, in turn, is generally dominant for U.S. born 

and younger Hispanics. While the share of Hispanics that only 

 
4 Davis, E. (2020, February 25). 13 States with RECENT Hispanic population growth. Retrieved January 12, 2021, 

from https://www.usnews.com/news/best-states/slideshows/13-states-with-recent-hispanic-population-
growth 
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speak Spanish is falling and the share that only speak English is rising, an increasing number of 

Hispanics speak both languages. Many U.S. born Hispanics, especially those whose parents are 

immigrants, speak Spanish in the home and English outside the home, including in school.5  

 With the majority of Hispanics speaking both languages, code-switching is an 

increasingly popular phenomenon. Code-switching is described as the “process of shifting from 

one linguistic code (a language or dialect) to another, depending on the social context or 

conversational setting.”6 For Hispanics, this generally refers to them speaking Spanish with 

family and other Hispanics, and English with everyone else. The most common form of code-

switching for Hispanics is through the use of “Spanglish.” Spanglish is the use of both English 

and Spanish mixed together in sentences or conversations. Examples of the use of Spanglish in 

marketing campaigns will be examined in the analysis section.  

Family Life 

 Family plays a much more central role in the lives of Hispanics. Compared to the average 

American household, it is much more common to find Hispanics living in multi-generational 

households. In these households, children often live with not just their parents, but their 

grandparents as well.7 Arguably the most central part of United States culture is the focus on the 

 
5 Krogstad, J., & Gonzalez-Barrera, A. (2020, July 27). A majority of English-speaking Hispanics in the U.S. are 

bilingual. Retrieved March 24, 2021, from https://www.pewresearch.org/fact-tank/2015/03/24/a-majority-
of-english-speaking-hispanics-in-the-u-s-are-
bilingual/#:~:text=Hispanics%20in%20the%20United%20States%20break%20down%20into,immigrant%20p
arents%20are%20most%20likely%20to%20be%20bilingual. 

6 Morrision, C. D. (n.d.). Code-switching. Retrieved March 25, 2021, from https://www.britannica.com/topic/code-
switching 

7 Gamboa, S. (2020, November 25). Pew: More Latinos, Asians IN multigenerational households. Retrieved April 
08, 2021, from https://www.nbcnews.com/news/latino/pew-more-latinos-asians-multigenerational-
households-n628201 

https://www.britannica.com/topic/language
https://www.britannica.com/topic/dialect
https://www.merriam-webster.com/dictionary/context
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individual. Those living in the U.S. typically seek out ways to improve their own life and make 

decisions based on their own best interest. Traditional Hispanic culture, however, places a 

greater emphasis on family, called “familism.” With this mindset, decisions are more often made 

based on which option is better for the family as a whole. The National Research Council notes 

that “Hispanics exhibit high levels of familism relative to non-Hispanics on a variety of 

structural/demographic indicators. However, they are also participating in the general changes in 

family life that are under way in the United States.”8 While the assimilation rate for Hispanics is 

lower than that of many other ethnic minorities in the U.S., assimilation still exists. Hispanic 

families are slowly becoming structured more similarly to the average American household, with 

several families having women heads and/or having both parents work outside the home. There 

still remains the idea that family is of great importance however, and it is important to maintain 

respect for family members at all times while remaining close knit. In a similar manner, 

traditional Hispanic households also typically prefer businesses that appear more family 

structured. There is a higher level of trust given towards brands that share family values and 

structure, which is important to project for any brand hoping to capture the Hispanic market. 

Marketers should consider demonstrating the family ties and values within a company in order to 

connect with Hispanics.  

Religious Life 

 Catholicism is the dominant religion of Hispanics as a whole. This has persisted since the 

early colonization of Central and South America by heavily Catholic Spain. Catholicism has had 

the greatest influence on Hispanic culture, forming the base of many other cultural aspects, such 

 
8 National Research Council. 2006. Hispanics and the Future of America. Washington, DC: The National Academies 

Press. https://doi.org/10.17226/11539.  
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as family structure. While Catholicism remains the dominant religion today, its reach is overall is 

declining. According to a Pew Research Center survey of Hispanic adults in 2013, 55% identify 

as Catholic (61% for Mexicans compared to 47% for non Mexicans), with Protestant claiming 

the next highest percentage with 22%. This is a sharp decline from the past few decades, with 

multiple causes likely being to blame.  

The long-term decline in the share of Catholics among Hispanics may partly reflect 

religious changes underway in Latin America, where evangelical churches have been 

gaining adherents and the share of those with no religious affiliation has been slowly 

rising in a region that historically has been overwhelmingly Catholic. But it also reflects 

religious changes taking place in the U.S., where Catholicism has had a net loss of 

adherents through religious switching (or conversion) and the share of the religiously 

unaffiliated has been growing rapidly in the general public. (Pew Research Center)9 

The heavy dependence on Catholicism is one of the largest stereotypes that comes to mind when 

the average person thinks of Hispanics. This assumption, historically, is accurate and still bears 

some accuracy to this day, yet it is essential to understand how the religiosity of Hispanics in the 

United States is evolving. While still claiming the majority of Hispanics, the ideals of 

Catholicism are still necessary to keep in mind for brands targeting Hispanics, although its 

importance will likely continue declining in the future. It is certainly not essential to demonstrate 

Catholic values in marketing campaigns towards Hispanics, and certainly should not be done 

 
9 Krogstad, J., & Noe-Bustamante, L. (2020, September 10). Key facts about U.S. Latinos for National Hispanic 
Heritage Month. Retrieved January 15, 2021, from https://www.pewresearch.org/fact-tank/2020/09/10/key-facts-
about-u-s-latinos-for-national-hispanic-heritage-
month/#:~:text=The%20U.S.%20Hispanic%20population%20reached%2060.6%20million%20in,16%25%20in%2020
10%20and%20just%205%25%20in%201970 
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when these values are ingenuine, however showing Catholic values could be beneficial if the 

brand also shares these ideals.  

Sports 

 Not surprisingly, soccer, specifically men’s soccer, is the dominant sport in the Hispanic 

culture. While soccer may rank behind many other sports in the United States in terms of overall 

viewership, it is the clear top choice of Hispanics. Of the Hispanics with televisions in their 

homes, 61% watched soccer in 2017, accounting for 68% of the sports overall viewership. 

Important to note is that these Hispanic viewers are younger than non-Hispanics, with 42% of 

Hispanic viewers being under the age of 35 compared to 31% for non-Hispanics. For companies 

looking to capture the Hispanic market, it is most notable that “Of these young viewers, over a 

quarter of them are within the key buying demographic (18-34). Moreover, 16% of them are in 

the 2-17 demo—a group vital to growth and long-term sustainability”.10 All this is to say that 

promoting a brand through the world of soccer is one of the most effective ways to gain access to 

the Hispanic market and have that access sustained for decades to come.  

 Perhaps the most surprising stat is that overall, Nielsen notes that 94% of Hispanics 

viewed soccer matches on Spanish language networks. Even 40% of Hispanics that speak only 

English still viewed the sport on these Spanish language networks. The large majority of U.S. 

Hispanics now speak English, and the percentage that do continues to rise each year as a greater 

percentage of Hispanics are U.S. born and grow up with the language. Despite the Spanish 

 

10 When it comes to the language of fútbol, Hispanic Americans know it best. (2018, June 14). Retrieved February 
16, 2021, from https://www.nielsen.com/us/en/insights/article/2018/when-it-comes-to-the-language-of-
futbol-hispanic-americans-know-it-best/ 
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language’s decrease in prevalence overall in the U.S. Hispanic community, it still dominates the 

world of soccer. This is essential for companies attempting to market to Hispanics via sports to 

know.  

 While men’s soccer is dominant, baseball and boxing are also extremely popular among 

Hispanics, with other sports, including basketball, rapidly growing its Hispanic audience. 

Hispanics are some of the most avid sports fans, with Nielsen reporting that 94% identify as fans 

of at least one sport. More important for companies, Hernan Tagliani of Orlando Business 

Journal notes that “According to Nielsen, 43 percent of Hispanics feel loyalty toward sports 

sponsorships and 41 percent are inclined to buy products offered by the sponsors.”11 The biggest 

takeaway is that one of the most effective ways to capture the Hispanic market, especially the 

men, is to advertise through sports.  

Music 

Hispanics listen to the radio more than any other group, with 97% tuning into the radio 

each week in 2016.12 That said, like with the rest of the country, the popularity of the radio 

amongst younger generations is decreasing in favor of online streaming services. It is also 

important to understand how the music preferences of this younger demographic varies from 

 

11 Tagliani, H. (2015, April 3). Bizjournals.com. Retrieved February 20, 2021, from 
https://www.bizjournals.com/orlando/blog/2015/04/hispanics-and-sports-how-to-make-a-big-
business.html 

 

12 The Latino Listener: How Do Hispanics tune in to the radio? (2016, January 25). Retrieved February 27, 2021, 
from https://www.nielsen.com/us/en/insights/article/2016/the-latino-listener-how-do-hispanics-tune-in-
to-the-radio/ 
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older generations. For example, various Mexican regional genres are being left behind with the 

older demographic in favor of pop and reggaeton. Reggaeton originated in Puerto Rico and now 

is popular all over Latin America and increasingly penetrating the U.S. market, with major 

names such as Bad Bunny, Daddy Yankee, and Ozuna. The young Hispanic population also has 

a strong attraction to pop mega stars, especially those who are Hispanic Americans mixing 

languages and cultures within their music. Nielsen points out that “Latin music artists like 

Enrique Iglesias, Jennifer Lopez and Pitbull are crossing between Spanish and English to reach 

these increasingly young and U.S.-born listeners.” Marketers looking to attract the young 

Hispanic crowd would likely be well served recruiting these established Hispanic music stars to 

promote their products or services.  

News, Movies and Television Series 

 About three quarters of Hispanics watch the news on TV, about the same as those 

read/watch on the Internet.13 Not surprisingly, older generations stick to television while the 

younger drive the change to Internet. As far as language goes, 91% of Hispanic Millennials in 

2016 said “they get at least some of their news in English, compared with 68% who said they 

consume at least some of their news in Spanish.”14 As the prevalence of English amongst 

Hispanics increases, the viewership of traditional Hispanic news sources such as Univision and 

 
 

14 Flores, A., & Lopez, M. H. (2020, July 28). For US latinos, internet now rivals TV as source of news. Retrieved 
February 27, 2021, from https://www.pewresearch.org/fact-tank/2018/01/11/among-u-s-latinos-the-internet-
now-rivals-television-as-a-source-for-news/#:~:text=On%20a%20typical%20weekday%2C%20three-
quarters%20of%20U.S.%20Latinos,commonly%20used%20platform%20for%20news%20among%20U.S.%20Hispan
ics. 
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Telemundo decline. More and more Hispanics are now shifting to more mainstream news sources 

that are also popular amongst other groups.  

Hispanics attend movie theaters more frequently than any other group. Lucas Shaw of 

The Wrap notes that Hispanics “bought 25 percent of the tickets sold in 2013 though they 

comprise just 17 percent of the population, according to the Motion Picture Association of 

America’s year-end wrapstudy.”15 The MPAA also reports that Hispanics go to the movies on 

average six times per year, double that of the average moviegoer. They have played a major part 

in the success of all blockbuster films in recent years. While horror, action, and comedy are the 

top genres, Hispanics play a significant role in every genre. Further still, “Between 2009 and 

2013, the number of adult Hispanics who saw dramas rose by 15 percent while the audience for 

romantic comedies rose by 12 percent. The total audience for both of those genres dropped over 

the same time frame.” Connecting through film is a fantastic way to connect with Hispanics in 

nearly every genre popular in the United States today.  

 In the world of television series, telenovelas, a traditionally Hispanic genre known for its 

exaggerated dramatic events, takes the lead, with all ten of the leading primetime broadcast 

programs among Hispanics in the United States in October 2020.16 Hispanics typically have 

fewer TVs per person in a given household, and programs are more often watched together. Like 

sports, the majority of these shows are watched on Spanish language networks, however this is 

 

15 Shaw, L. (2014, July 17). How Hispanics Became Hollywood's most important audience. Retrieved February 15, 
2021, from https://www.thewrap.com/how-hispanics-became-hollywoods-most-important-audience/ 

16 Stoll, J. (2021, February). Most watched TV shows among Hispanics in the U.S. Retrieved February 27, 2021, 
from https://www.statista.com/statistics/798691/primetime-programming-hispanic-viewers-usa/ 
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rapidly changing, especially with the younger demographic. Internet streaming services are 

taking over, and more time is being spent watching programs on mobile devices.  

Political Beliefs 

 Hispanics living in the United States do not appear as political as the average American 

citizen, with only half being registered to vote, although they do tend to skew Democratic. A 

USA Today/Gallup poll from 2012 shows that 51% of Hispanics identified as Independents while 

32% identify as Democrats and 11% Republicans. Once political leanings are taken into account 

however, 52% more affiliate with the Democrats compared to 23% with the Republicans.17 It is 

important to note that the most “apolitical” are Hispanic immigrants. There are multiple reasons 

for this seeming lack of political involvement. For starters, immigrants from other countries have 

less experience dealing with American politics and are therefore less informed/invested. On the 

other hand, however, many do not have the ability to vote for various reasons. Some immigrants 

are undocumented, and therefore ineligible to vote. Others have the ability to register and vote 

but are unaware due to lack of education on the matter and sometimes even targeted voter 

suppression. That said, U.S. born Hispanics are starting to identify more with the parties, with 

more going Democrat. Keeping this in mind, it is likely that as a greater percentage of Hispanics 

become U.S. born, the demographic will shift further Democrat. Although Republicans are 

making some progress gaining Hispanic supporters, it does not appear likely that there will be 

enough to change the majority at least for the next few decades.  

 
17 Jones, J. M. (2021, April 03). Half of U.S. HISPANICS identify as Political Independents. Retrieved March 1, 2021, 

from https://news.gallup.com/poll/155453/half-hispanics-identify-political-independents.aspx 



14 
 

 While the Democratic skew of Hispanics is largely well known, there are some that still 

may be surprised by this. As previously stated, the Catholic religion has a strong influence on 

Hispanic culture. This religion carries with it a lot of conservative values, especially on stances 

such as abortion and marriage rights. Based on this, it would make sense for more Hispanics to 

trend Republican, yet this is not the case. It is likely that despite these differences, Hispanics feel 

more represented by the Democratic party, as the party typically has more Hispanic 

representatives and overall creates more programs aimed at improving Hispanic communities. 

This conflict also is likely a reason why so many Hispanics choose to be Independents.  

 Wealth and Class 

 Hispanics as a whole have a lower income than nearly every other group. In 2017, 

Hispanics had a Real Median Household Income of $50,486 much lower than the national 

median of $61,372 and only beating the black median of $40,258.18 There are several factors that 

contribute to the lower average income. Many Hispanic immigrants accept jobs that pay low by 

U.S. standards but are considerably higher than what was available to them in their home 

country. Many of them are unable to speak English fluently, making the job search even harder. 

Those Hispanics born in the U.S. still have their own challenges to face. Although their English 

skills are typically much higher, many Hispanic communities do not have access to top tier 

education and other opportunities. This lack of resources combined with the lasting effects of 

racism and negative stereotyping have limited the earning potential of many Hispanics.  

 
18 Real Median Household Income by Race and Hispanic Origin: 1967 to 2017 [Digital image]. (n.d.). Retrieved 

March 1, from https://www.census.gov/content/dam/Census/library/visualizations/2018/demo/p60-
263/figure1.pdf 
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 Despite the hardships facing many Hispanic Americans, their economic status is 

improving, and at a faster rate than any other minority group. Tami Luhby of CNN Business 

notes that a Stanford, Harvard, and Census Bureau study shows that “Some 45% of Hispanics 

who grew up in the lowest income quintile made it to the middle class or even higher, compared 

to 46% of whites and 25% of blacks.”19 The article also notes that this is largely due to second 

and third generation Americans gaining the benefit their parents never had of a stronger 

American school system while also inheriting the immigrant parents strong work ethic. With 

gradually improving conditions and education, it is widely expected that Hispanics will continue 

to improve their economic status for the next several decades. With this continued improvement, 

Hispanics over time will likely increase their consumption of luxury goods and experiment with 

new products. Brands who feel that their products would not be purchased by those with the 

economic means of most Hispanics should monitor this trend and consider reaching out to them 

in the future.  

Use of Technology 

 Hispanics, and not just younger Hispanics, are heavily connected to their personal 

technological devices. A PricewaterhouseCoopers survey found that 90% of Hispanic 

consumers stream video on their smartphone devices, while 80% of non-Hispanics do so. They 

also spent 7 more hours per week watching mobile videos. What’s more surprising, while 

Hispanics tend to watch Spanish language live TV, they prefer to stream English language 

videos on their devices, even if they speak little English. Most important for companies, 

 
19 Luhby, T. (2018, June 22). This Group is Getting Ahead in America. Retrieved March 4, 2021, from 

https://money.cnn.com/2018/06/22/news/economy/hispanic-social-mobility/index.html 
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however, is that Hispanics are much more likely to interact with a mobile ad on social media 

(82%) compared to non-Hispanics (76%). Outside of the ad portion of social media, “Younger 

Hispanic consumers aged 18-24 (33%) are significantly more likely than their non-Hispanic 

peers (21%) to tweet, like, share, or follow a brand on social media in return for exclusive access 

to insider information about a new product launch or special appearance,” according to the PwC 

report.20 Also important to know is that overall, Hispanics tend to trust advertisements presented 

in English more so than they trust those in Spanish. The biggest takeaway: the most effective 

means of reaching a Hispanic consumer is through their smartphones.  

Summary 

 The Hispanic community is rapidly growing, both in overall numbers as well as 

geographically. Nearly two-third of them are of Mexican origin, although this percentage varies 

by U.S. region. They are increasingly U.S. born as the birthrate of Hispanics increases while the 

migration rate decreases. Family is a central part of Hispanic daily life, as is religion. Brands that 

display family values are more likely to gain the trust of Hispanics. The Catholic religion also 

maintains a heavy influence, although it is decreasing over time. Sports, especially soccer, are 

the favorite pastimes of Hispanics, who are much more likely than the average American to buy 

brands connected to their favorite teams/players. Hispanic movie and music preferences are 

slowly molding into the mainstream, with Hispanics having major influence on their success.  

 The Spanish language dominates live sports and news on TV, although English language 

programs are more trusted and viewed on mobile devices. Although not heavily active in politics 

as a whole, their participation is increasing, and it is trending left. The overall wealth of 

 
20 Always connected: US-based Hispanic consumers dominate mobile, entertainment, and beyond (Consumer 
Intelligence Series, Rep.). (n.d.). PricewaterhouseCoopers 
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Hispanics is low, yet rising as education and other conditions improve their opportunities. 

Finally, Hispanics are extremely active on mobile devices, much more so than the average 

American, while also much more likely to be influenced by advertisements they see on these 

devices.  

 Overall, the Hispanic community is diverse and constantly changing. To truly connect 

with the Hispanic consumer, it is essential to thoroughly understand all aspects of their culture 

and how best to reach them. This paper provides a basic introduction to several key areas of 

Hispanic culture. While the information provides a good overview of the U.S. Hispanic 

population overall, marketing campaigns wishing to break the population down into more 

specific groups will need to research each of these key areas further. Keeping all this information 

in mind will also allow a greater understanding of why certain past efforts have succeeded or 

failed, as will be examined in the following sections.  

COMMON MISTAKES IN MARKETING TO HISPANICS 

 While there are several examples of past marketing campaigns that have been successful 

in capturing the Hispanic market, many others have failed, in large part due to improperly 

connecting with Hispanics. There are a number of factors that have contributed to this lack of 

connection. The first being making too many generalizations, such as assuming all Hispanics 

share one common culture. As was just demonstrated, the Hispanic community is extremely 

diverse. Advertising efforts that depict women dressed in china poblana (a traditional Mexican 

dress), for example, may connect with Mexican Hispanics, but do little to appeal to Puerto 

Ricans. A second factor that can harm a marketing campaign is failing to do proper research on 

the market. Failure to research and deeply understand Hispanic culture and values will result in 

marketing efforts that appear not just ingenuine, but also potentially offensive. A company 
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fronting high costs to launch a marketing campaign that does net damage to a brand’s image is 

one of the (if not the) worst possible outcomes. It is important for an organization to properly 

research the various Hispanic cultures and genuinely listen to all feedback21. Finally, some 

brands have marketed to Hispanics by replicating their campaigns and simply translating them to 

Spanish. While simply translating may work for things like product descriptions, it will not be 

enough to effectively create a personal connection with a Hispanic consumer that drives them to 

make a purchase.  

WHY BRANDS WILL BENEFIT FROM TARGETING HISPANICS 

Growth 

There are ample benefits for brands that successfully target and capture the Hispanic 

community. As previously stated, the Hispanic population in The United States is rapidly 

growing, with the U.S. Census Bureau predicting that the population will reach 111 million by 

2060. With the Bureau also predicting a total national population of 404,483, Hispanics will 

comprise of 27.5% of the national population. A study published by the Instituto Cervantes at 

Harvard University found that while the overall U.S. fertility rate is currently below replacement 

level, the Hispanic population is the only group that has a rate above the level, leading to a faster 

growth rate in the population.22 Additionally, the Hispanic market is also growing 

 
21 Tores, A., Guerra, L., Caal, S. and Li, W., 2021. Researching and Engaging with Hispanic Communities. [online] 

Child Trends. Available at: <https://www.childtrends.org/wp-content/uploads/2016/09/2016-
51LatinoCommunicationsGuide.pdf> [Accessed 2 February 2021]. 
 

22 Hernández-Nieto, R., Gutiérrez, M. C., & Moreno-Fernández, F. (2017). Hispanic Map of the United States 2017 
(Informes del Observatorio / Observatorio Reports, Rep. No. 2373–874X). Cambridge, MA: Instituto 
Cervantes at the Faculty of Arts and Sciences of Harvard University. doi:10.15427/OR035-11/2017EN 

https://www.childtrends.org/wp-content/uploads/2016/09/2016-51LatinoCommunicationsGuide.pdf
https://www.childtrends.org/wp-content/uploads/2016/09/2016-51LatinoCommunicationsGuide.pdf
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geographically. While previously concentrated in southern border states such as Texas and New 

Mexico, the past couple decades, as have previously been mentioned, have seen a boom in their 

presence all over the country. As seen in the table below, Hispanics had a population of over 1 

million in nine states as of 2016, with those states being from all four major regions of the 

United States. They also had a population of over 500,000 in twenty states. For marketers, the 

risks of not targeting Hispanics are apparent. Those who fail to make an effort to reach this 

demographic risk missing out on tens of millions of consumers every day.  

 Source: U.S. Census Bureau/AmericanFactFinder 2016: PEPASR6H. 

 

Spending Power 

In addition to their large population size, the spending power of the Hispanic population 

is also noteworthy. A report from the University of Georgia showed that in 2018, U.S. Hispanics 

had a total buying power of $1.539 trillion. By 2023, this number was expected to increase by 

another $400 billion.23 Of course, with the Covid-19 pandemic and subsequent economic 

 
23 Editors, E. (2019, August 21). $1.5 trillion spending power of US Hispanics has a caveat. Retrieved March 17, 

2021, from https://www.emarketer.com/content/1-5-trillion-spending-power-of-us-hispanics-has-a-caveat 
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downturn, the actual buying power will certainly be lower than this prediction. In fact, as seen 

below, Hispanic households have been hit much harder than the general United States. 

Furthermore, these losses will carry over to the next generation, as some Hispanic families will 

not be able to afford to send their children to college, leading to further job struggles. 

Additionally, it is important to note that while Hispanics make up just over 18% of the 

population, their spending power of $1.539 trillion accounted for just 10.4% of the overall U.S. 

spending power of $14.8 trillion in 2018. This shortfall is due to the wealth gap between 

Hispanics and the general population as previously discussed. While the share of Hispanic 

wealth is lower, the spending power of Hispanics is still far too immense for companies to 

ignore. As the recovery from the pandemic progresses, Hispanics will gradually gain better 

access to higher education and job opportunities, and the average income of Hispanics should 

consequently rise. The growth of the population combined with the increase in average income 

for Hispanics should lead to exponential growth of the Hispanic spending power in the decades 

ahead. Companies who wish to claim a piece of the $1.539 trillion in Hispanic spending need to 

act now. Nearly all brands would be mistaken not to at least attempt to tap into this market when 

so much potential revenue exists.  
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Brand Loyalty 

Another major reason for companies to target Hispanics is their propensity to remain 

loyal to brands.24 There is a stereotype that all Hispanics are very brand loyal. While this, like all 

stereotypes, does not apply to the entire Hispanic population, there is a certain level of truth 

about this brand loyalty in many Hispanics. It is important to note that the median age of 

Hispanics is 28.9 years old, younger than that of the overall United States population of 37.9 

years old25. There is both an upside and a downside to this fact. The good news for marketers is 

that younger demographics are often still making decisions on which brands to try and latch on 

to. This provides an opportunity for companies to win over this younger generation before they 

settle on a brand. The downside, on the other hand, is that, according to The Group Advertising, 

“the least acculturated Latinos (47%) are far more loyal than bicultural (38%) and acculturated 

U.S. Hispanics (34%).” Acculturation occurs when an individual begins to identify with and take 

on the cultural norms and patterns of a new group, in this case the culture of the United States.26 

As previously noted, the younger generation is far more acculturated than previous generations, 

whereas the older generations maintain the practices of their culture of origin. That said, there is 

still a notable level of brand loyalty within Hispanics, but not so much to where brands that 

haven’t targeted Hispanics before have no shot of winning part of the market share. For brands 

 
24 Gudat, S. (2019, September 12). HISPANIC BRAND LOYALTY: SURPASSING AFRICAN AMERICANS AS THE MOST 

LOYAL ETHNIC GROUP. Retrieved March 11, 2021, from https://www.customer.com/blog/retail-
marketing/hispanic-brand-loyalty/ 

25 Hernández-Nieto, R., Gutiérrez, M. C., & Moreno-Fernández, F. (2017). Hispanic Map of the United States 2017 
(Informes del Observatorio / Observatorio Reports, Rep. No. 2373–874X). Cambridge, MA: Instituto Cervantes at 
the Faculty of Arts and Sciences of Harvard University. doi:10.15427/OR035-11/2017EN  

26 Tagliani, H. (n.d.). Hispanics and brand loyalty: Myth or fact? [Web log post]. Retrieved March 15, 2021, from 
https://www.blog.thegroupadvertising.com/hispanics-and-brand-loyalty-myth-or-fact/ 
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that start targeting Hispanics now, there is a good chance they can gain a loyal following, 

especially when the marketing campaigns are done authentically with their true cultural interests 

in mind. The downshift in loyalty should also come as a warning, however, that brands cannot 

get lazy and expect their Hispanic consumers to blindly keep purchasing their product. Those 

that start to show a lack of care for or interest in Hispanics increasingly run the risk of losing 

market share to a competitor who puts in greater effort to win over the market.  

Ease of Access 

A great benefit of electing to target Hispanics is that there is a relative ease of access in 

The United States to information about this market. For starters, it has already been obviously 

demonstrated that there are millions of Hispanics living in the United States. The best way to 

understand a culture is to learn about it from those who live it. For marketers who live in the 

U.S., it is not difficult to find Hispanics willing and eager to share about their culture. Online 

surveys and focus groups are relatively quick and inexpensive ways to gain valuable information 

on the market’s needs and preferences. Furthermore, hiring marketers who are Hispanic or have 

extensive background with Hispanic cultures would bring extensive cultural knowledge in 

addition to their business expertise. It would not be difficult to find Hispanics working in 

marketing that would easily be able to find marketing practices their culture would connect with.  

A second great benefit of Hispanics from a marketing perspective is their heavy use of 

mobile technology. Even older generations of Hispanics have been early adopters to new mobile 

services. Matthew Harris, Director of Sales at Yahoo, notes that “Over the last few years, their 

time spent on mobile video increased by 53 percent, and is even higher for those who are 

Spanish-dominant, with 94 percent who watch video at least once a week. It allows them to 
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watch whenever, wherever they are. And that’s huge for marketers.”27 The rise of digital 

marketing and heavy improvement in mobile advertising in both design and use of retargeting 

has made this demographic much more approachable. While traditional marketing, such as 

television ads and billboards, is seen by everyone, regardless of who they are, digital ads are 

more targeted and can be delivered only to those who would directly relate to the content and be 

likely to act towards a purchase. Therefore, the fact that Hispanics are the heaviest users of 

mobile devices makes them arguably the easiest to reach with directly relatable and effective 

marketing content.  

Finally, Hispanics are by far the most likely to engage with brands on social media, with 

nearly 50% of Hispanic millennials saying they have talked about a brand online with others or 

used a brand’s hashtag, compared to just 17% of non-Hispanics. 28 Direct interaction with 

consumers via social media is an excellent way for companies to cultivate brand loyalty and 

create a fan base for a certain product or service. Social media is also becoming an increasingly 

cost-effective way to easily reach consumers. With Hispanics leading the way with brand 

engagement on these platforms, marketers should be excited by the opportunities presented.  

Main Takeaway 

Hispanics are a rapidly growing demographic in both size and spending power. While not 

necessarily easy to connect with their culture, it is certainly possible when the right level of 

 
27 Harris, M. (2017, June 06). Marketing to hispanics: Why it's not just about speaking spanish. Retrieved February 

25, 2021, from https://www.entrepreneur.com/article/295296 

28 Morse, P. (2018, January 09). Council post: Six facts about the Hispanic market that may surprise you. Retrieved 
February 27, 2021, from https://www.forbes.com/sites/forbesagencycouncil/2018/01/09/six-facts-about-
the-hispanic-market-that-may-surprise-you/?sh=14c136905f30 
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research and effort is put in. Additionally, there are too many negative consequences for a 

company or brand to not immediately begin to target Hispanics. Companies currently not 

attempting to reach this group are likely missing out heavily on potential revenue earned and 

brand exposure. It is certainly not too late to start reaching out to Hispanics, but further delay 

risks competitors getting a head start, if they haven’t already, in capturing them and earning their 

loyalty and spending power for decades to come. The Hispanic market is simply too large and 

important for any successful company to ignore.  

ANALYSIS OF PAST ATTEMPTS TO MARKET TO HISPANICS 

 This section will analyze several examples of past marketing efforts toward the Hispanic 

community by various brands and companies. Each example includes a brief description along 

with an analysis of how it either effectively or ineffectively relates to Hispanics. Any efforts to 

target via the areas discussed in the previous sections (family structure, religious life, sports, 

music, media, political beliefs, wealth and technology) will be highlighted.  

2021 Nissan Rogue TV Commercial, 'Llega a tu manera'   

Link: 2021 Nissan Rogue TV Commercial, 'Llega a tu manera' [Spanish] [T2 - iSpot.tv 

https://www.ispot.tv/ad/ta0B/2021-nissan-rogue-llega-a-tu-manera-spanish-t2
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Description 

This advertisement depicts a scene in which a family is driving in a Nissan Rogue. The 

young son in the back asks to do “algo [something] cool.” The mother switches the dial in the 

center console, and the scene changes to a road near a beach. Next, the mother suggests “algo 

padre” and the scene changes again to a ranch. Finally, the father suggests something “chévere” 

and the scene flips to a snowy mountain area. The daughter in the back remarks that all of this 

was “nice.”  

Analysis 

With the spot only recently being released, there is not currently any public data as to the 

engagement or success levels of the ad. That said, it is extremely well done and will likely be 

highly successful for a number of reasons. First, the advertisement is featured not just on TV, but 

on many social media platforms as well, such as Facebook. This is the best way to connect with 

the demographic that watches more videos on mobile devices than anyone else and also engages 

with brands on social media at the highest level.  
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 Secondly, this advertisement does an excellent job of including diverse language used in 

parts of the Hispanic community. To start, the son asks for “algo cool,” using an English word 

that has been heavily adopted by semi to fully acculturated Hispanics. This phrase will directly 

relate to many young Hispanics who have adopted the term even when primarily speaking in 

Spanish. Then, the mom wants something “padre,” using a Spanish equivalent for “cool” that is 

frequently used in Mexico. In addition to young acculturated Hispanics, the ad has now included 

its largest Hispanic demographic, Mexicans. When the father asks for something “chévere,” he 

uses the term primarily used in several Caribbean, and South American countries such as Puerto 

Rico, Cuba, Venezuela and Colombia. The spot wraps up with the daughter using another 

adopted term for young Hispanics, “Nice.” Those Hispanics who trace their origins to countries 

where these specific terms are not used will still feel represented by the fact that the spot is 

entirely in Spanish, although those from the countries mentioned above will feel extra 

represented.  

 Finally, the entire advertisement is centered around the experience that a family shares on 

a road trip. With many Hispanics maintaining strong family values, they will appreciate and 

connect with a company that demonstrates a desire to create memories a family can share 

together. Overall, this advertisement is very well done and should make many different groups of 

Hispanics, whether they be young, old, Mexican, Caribbean, or South American, feel represented 

and appreciated. This is an excellent example of how to effectively target many parts of the 

diverse Hispanic community in an efficient manner.  
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2004 Hershey’s “Cajeta Elegancita”  

 

 

 

 

 

 

Description 

 In 2004, Hershey’s attempted to reach the Hispanic market through appealing to the 

musical tastes of Hispanics. To do so, Hispanic pop star Thalia Sodi was given her own line of 

candy, including a new bar named Cajeta Elegancita. In Mexico, “Cajeta” is a term for milk 

candy. The bar was distributed in the United States.  

Analysis 

 This is one of the more notorious flops in the history of marketing to the United States 

Hispanic community. Those that approved of the branding did not do proper research into the 

various meanings of the words selected. “Cajeta” is a common term for milk candy in Mexico, 

which is why it was selected and approved by the Mexican pop star. That said, not all Hispanic 

countries use this term in a similar manner. In fact, some Hispanic countries have quite a 

different significance for the word. In Argentina, for example, the term is quite vulgar and refers 

to the female anatomy. As highlighted previously, Mexicans dominate Hispanic culture in the 

United States. For those unaware of the other significance of the word, it would appear that 
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Hershey’s did well in deciding to target them over any other Hispanic group. Argentinians make 

up a very small percentage of the U.S. Hispanic population, and as such do not make as much 

sense to target directly in large scale marketing campaigns. That said, even when targeting one 

specific Hispanic group, it is important that those not targeted will at the very least not be 

offended. While the number of Hispanics actually offended was small, it was enough to create 

damage to the Hershey’s brand. Targeting one specific Hispanic group is fine, and usually 

beneficial, as long as proper research is conducted to ensure other Hispanic groups at least won’t 

have a negative reaction.  

McDonald’s “J Balvin Meal”  

Link to English version: McDonald's TV Commercial, 'The J Balvin Meal' Featuring J Balvin - 

iSpot.tv 

Link to Spanish version: McDonald's TV Commercial, 'El J Balvin Meal' con J Balv - iSpot.tv 

 

Description 

https://www.ispot.tv/ad/tken/mcdonalds-the-j-balvin-meal-featuring-j-balvin
https://www.ispot.tv/ad/tken/mcdonalds-the-j-balvin-meal-featuring-j-balvin
https://www.ispot.tv/ad/tYv7/mcdonalds-el-j-balvin-meal-spanish
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 In 2020, McDonald’s started selling specific meals endorsed by celebrities as “their 

meal.” In this specific campaign, J Balvin, a Colombian and one of the most popular Reggaeton 

stars, endorses a Big Mac with no pickles, medium fries and Oreo McFlurry as the “J Balvin 

Meal.” In the TV spot, featuring a reggaeton beat in the background, J Balvin dances as he 

describes his favorite meal that he is labeling as his own. While mostly in English, he introduces 

himself with “Hola soy [Hi I am] J Balvin” and describes how he likes his fries “con (with) 

ketchup.” To enhance the deal, he concludes by saying that if the meal is ordered via the 

McDonald’s app, then the Oreo McFlurry will be free or “on me.” The spot finishes with 

“¡Lego!”, J Balvin’s popular phrase, appearing under the McDonald’s logo before changing to 

the classic slogan “i’m lovin’ it.”   There is also a Spanish language version of the spot.  

Analysis 

 This advertisement appeals to the young and large Hispanic population that enjoys 

reggaeton music. J Balvin consistently ranks towards the top of the charts in reggaeton, 

increasingly the most popular genre among young Hispanics, with many non-Hispanics being 

fans of his music as well. In addition to the targeted use of a popular Hispanic music genre, 

Spanglish is also featured throughout. While English is mostly used in the spot, a few Spanish 

words are slipped into sentences. In addition, there is another version of the ad where J Balvin 

speaks entirely in Spanish. With J Balvin, a native Spanish speaker, himself speaking in both, 

there is an assurance the Spanish version is not a loose translation and is worded in an effective 

manner. Additionally, J Balvin suggesting that the McFlurry is “on me” for those that order 

through the app leaves a feeling that those that buy the meal are in a sense receiving a gift from 

the artist himself. With Hispanic’s love for mobile technology, this is a great way to get them to 

download the company’s app as well. The McDonald’s celebrity meals have been a huge 
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success. While no specific data is yet available on how many sales the meal produced, it appears 

that this meal was very popular, due in large part to the appeal to young Hispanics and those 

interested in reggaeton.  

California Milk Processor Board “Got Milk?”29 

 

Description 

 When deciding how to reach the Hispanic Market, the California Milk Processor Board 

originally hoped to simply translate their famous ads into Spanish. Someone realized, however, 

that a direct translation of their slogan would more accurately translate into a phrase meaning 

“Are you lactating?” This term is perceived as offensive and was thankfully scrapped before 

launch. In its place, the Board launched a new campaign that focused on family life. The ads 

incorporated Hispanic recipes involving milk, with slogans such as “Y Usted Les Dio Suficiente 

Leche Hoy?" [Have You Given Them Enough Milk Today?] and "Familia, Amor y Leche" 

[Family, Love and Milk].  

 
29 Raine, G. (2012, February 01). Lost in the translation / milk board does without its famous slogan when it woos a 

Latino audience. Retrieved March 29, 2021, from https://www.sfgate.com/business/article/Lost-in-the-
translation-Milk-board-does-without-2884230.php 
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Analysis 

 The story of this campaign shows the dangers of simply translating successful English 

language advertisements. A bilingual advertising executive warned the California Milk Processor 

Board that the simple translation of their slogan would not sit well with Hispanics. Instead of 

relating to them through their language, it would instead insult Hispanic women who could not 

provide milk. Additionally, it would also come across as lazy to promote an ad that, aside from 

the language, provided no attempt to relate to Hispanic values.  

 Fortunately, the campaigns that were actually launched were much more relatable, 

demonstrating the success of connecting with Hispanics through their strong family values. The 

new advertisements targeted mothers and grandmothers, the principal buyers of milk in Hispanic 

households. Additionally, the slogans “Familia, Amor y Leche” and “Y Usted Les Dio Suficiente 

Leche Hoy?” tie in family themes and connect with the role of the parent providing nutrition for 

the kids. Cooking is an essential element of family bonding in Hispanic households, and the 

recipe suggestions in the ads simultaneously connected with this tradition while also promoting 

recipes that require the purchase of milk. The advertisements that were launched were highly 

successful, with ninety-eight percent of California Hispanics being aware of the ad campaign at 

the time it was run.  

IMPLICATIONS 

 The findings and analysis of this research show that in order for a marketing campaign to 

successfully capture Hispanics, it must take into consideration their cultural values and display 

them in a significant and authentic manner. Through the use of the various aspects of Hispanic 

culture discussed, companies may increase their sales exponentially and gain the support of an 
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ever-growing demographic. The study of these cultural aspects and the lessons learned from the 

marketing examples analyzed in this study can benefit marketers aiming to construct campaigns 

that not only target Hispanics but also are sensitive to their cultural values. There is no specific 

formula to winning over Hispanics. This research only serves as a source of information and 

suggestions that will help guide marketers in the creation of their own campaigns. When cultural 

representation and recognition are a focal point, Hispanics should easily connect with the 

marketing campaign and feel far more inclined to make a purchase.  

CONCLUSION 

 The Hispanic population in the United States is incredibly diverse and rapidly growing. It 

is increasing not just in population size, but in geographic area and spending power as well. With 

this growth, it is imperative for companies to put a greater focus on the Hispanic market. To date, 

the results of past marketing efforts are mixed. While some companies have experienced 

tremendous success thanks to their campaigns that appear authentic and genuine, others have 

failed and, as shown previously, even harmed their brands as a result of general stereotyping or a 

lack of research. Despite with the economic and social harms related to the Covid-19 pandemic, 

the significant population size and spending power of Hispanics living in the US make the 

demographic too essential for a business not to target. Furthermore, their heavy use of mobile 

technology makes them an ideal target as digital marketing becomes the prominent marketing 

method. There are many ways to authentically connect with the Hispanic market, and with such a 

diverse set of subcultures, there is no easy formula to follow. That said, the research provided in 

the categories of family, religion, sports, music, media and politics should provide useful insight 

into how to market a product in a way many Hispanics living in The United States will 

appreciate.  
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This thesis certainly does not cover every possible way to market to Hispanics. With such 

a diverse demographic, there is an incredibly immense number of areas in which specific 

subgroups of Hispanics can be successfully targeted. For those with no history or no success with 

marketing to Hispanics, however, the information presented provides a starting point to ensure 

that attempts to capture the Hispanic market are done in a relatable and genuine manner.  


