The U.S. Hispanic Market

The FSU Center for Hispanic
Marketing Communication


http://www.youtube.com/watch?v=pQnhuj11zgI
http://hmc.comm.fsu.edu/

Today’s Agenda

» Why study Hispanic Marketing Communication?
The U.S. Hispanic Market in numbers
Culture & Marketing

» Overview of The FSU Center for Hispanic
Marketing Communication

The Director, Dr. Felipe Korzenny
Vision and Mission

Courses & Programs Offered
Other Opportunities

» Recap - Q&A
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Why Study Hispanic
Marketing Communication?

Is this for you?



What’s in it for you?
» Gain a competitive advantage.

» Increase your possibilities for
advancing in your career.

» Learn from experts in this emerging
industry.

» Network with influential leaders.


Presenter
Presentation Notes
Briefly discuss mentorship program here and who you were paired with as your mentor; elaborate on what a great experience this has been and how it has led to many opportunities in Slide 7


Is this for you?

» Are you interested in marketing, advertising, business, public
relations, and other related fields!?

» Do you want to improve your understanding of US Hispanics
and other minority markets?

You are not required to speak Spanish™ and you do not have to be Hispanic.
*The Minor requires basic understanding of Spanish language
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Understanding the U.S.
Hispanic Market

Importance of the
U.S. Hispanic Market



The US Hispanic Market: SIZE

O n e in every S iX people

inthe US is

HISPANIC

sddd L
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Presenter
Presentation Notes
43% of growth in the last decade (Census)
With 50 million, people of Hispanic origin are now the nation's largest ethnic or race minority.
Every 30 seconds, a Hispanic turns 18 years old.
 More than half of the growth in the total U.S. population between 2000 and 2010 was because of the increase in the Hispanic population.  Between 2000 and 2010, the Hispanic population grew by43 percent, rising from 35.3 million in 2000 to 50.5 million in 2010. 


The US Hispanic Market: SIZE

» There are more Hispanics in the U.S. than
Colombians in Colombia.



Presenter
Presentation Notes
It is more than the Colombian population (43 million). 


The US Hispanic Market: SIZE
» One in every FOUR children in the U.S. is Hispanic.


Presenter
Presentation Notes
66% of all Hispanics are online
The average Hispanic online user is  8 years younger, and twice as likely to be 18-24 (Batanga)



The US Hispanic Market: BUYING POWER

» Buying power: the total personal income of
residents that is available, after taxes, for
spending on virtually everything that they buy.

» It does not include dollars that are borrowed or
that were saved in previous years.



The US Hispanic Market: BUYING POWER
» U.S. Hispanic buying power will grow GROWING PRESENCE

faster than all other minority groups. Hispanics, though Washington's
fastest growing population, are still

underserved by retailers who ignore

their spending power, Total U5,

» Hispanics’ buying power is much ispanic spending 1s estimated to

; reach 31 trillion by early 2010.
more geographically concentrated STATE HISPANIC POPULATION

than that of non-Hispanics. Percentage of Washington residents

1990 4.4%
2000 7.5% (441,509)

005* 8.5% (528,836)
* Estimated
Sourees L5, Cormus Bureau
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The US Hispanic Market: BUYING POWER

» California alone accounts for 26% of Hispanic buying power.

» In 2009, the ten states with the largest Hispanic market
shares

New Mexico (30.9%) v
Texas (20.4%) -
California (18.4%) -
Arizona (16.2%) N
Florida (15.8%) -

e T, @ 205 or More (6 states)
P 10% 1o 19.9% (8 states)
5% to 9.9% (17 states)

Less than 5% (20 states)
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The US Hispanic Market: BUYING POWER

» The US Hispanic buying power represents 10% of the total
buying power of the US.

» However, this 10% = one trillion dollars and is bigger than
the entire economies of all but 14 countries in the world!

1 0%

Smaller than the
® Hispanic GDP of Canada

® Non-Hispanic

Bigger than the GDP of Indonesia
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Presenter
Presentation Notes
*(2009 GDP measured in U.S. dollars as reported in the CIA World Factbook) 
U.S. Hispanic buying power will grow faster than African-American buying power (54 percent), Native American buying power (65 percent) and Asian buying power (89 percent).*  Currently, their wallet is fatter as well 


The US Hispanic Market: BUYING POWER

» Hispanic spending power increased 6.4%
(between 2005-2008)

Versus 2.9% for the general population.

HISPANICS’

wallets will continue to get fatter



Presenter
Presentation Notes
Hispanic spending power increased 6.4% between 2005-2008 versus 2.9 for the general population.
Small businesses owners are increasing faster for Hispanics (45%) than for the general market (14.5%). (Portada)


The US Hispanic Market: “HISPANIC”

» Hispanic or Latino!?
» Hispanic/Latino is not a race.

» “Hispanics” come from [8
countries (& Puerto Rico).
Share religion and language.
But are different.

Resent disrespect of individuality.



Why do we use the term Hispanic?

» The 1972 U.S. Census classified
Americans into five groups.

» It introduced the term Hispanic.

How to account for these Spanish
speakers!?

The label is like an empty glass

It contains but does
not define.


Presenter
Presentation Notes
The term Hispanic is used as a convenience to describe a complex group 
Hispanics seem to distance themselves from the negative stereotypes that hinder the expression of identity.  


The US Hispanic Market: In a nutshell



How do we communicate with
the U.S. Hispanic Market?

Discovering Cultural Insights


http://www.youtube.com/watch?v=SsTqGa2gd0E

The Nature of Culture

» Culture:

Culture encompasses the ways of life
including the arts, beliefs, and
institutions of a population and they are
passed from generation to generation.

Objective Culture

Subjective Culture:

Beliefs,Values, Attitude, Interpretation,
and Perception.
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How does culture work?

Examples



Time

» Present oriented vs. future oriented
Wanting to enjoy life.

Celebrating now (because life is suffering).

» Monochronism vs. polychronism
Late to parties, late to meetings.

Why don’t non-Hispanic whites drink orange juice!?
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Presenter
Presentation Notes
Collectivism
Fatalism and fate – insurance and financing
Polychromism – focused on the present.  Orange juice can be drinking whenever.



Relationships

» People oriented vs. task oriented
“Let me just say hi to her for a second...”

Kissing on cheek.

» Individuality vs. collectivity
Family is very important.

My decisions affect my group.
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Presenter
Presentation Notes
Grandma’s cereal.
What my friends buy is good for me to buy.
	Pepto-bismol:  others they trust also use it (vs. focusing on functional benefits).
Products can be enjoyed collectively.

http://www.youtube.com/watch?v=EDOEaTsUMBQ&list=PLFED5918343D81A38&index=37&feature=plpp_video

Destiny

» Internal control vs. external control
Mijo, the telenovela’s on...
Ojala
Plan for retirement!? What for?
Credit card? What for?
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Presenter
Presentation Notes
Plan for retirement? Why?  My Children will care for me when I’m older
Credit cards are seen as a good thing:  they give you mobility and provide well being.
Don’t spend it if you don’t have it.
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What does this all mean?



Your Brand & Validation

» There’s a need to show they have something to offer the
country.

» A key to make themselves more ‘legit’ are BRANDS.
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Presenter
Presentation Notes
This validation is tiring and occurs in two levels: 1. To demonstrate to their country of origin Success. To demonstrate to the us WORTH
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“Walmart, like P&G, now plan to "blow up" its
multicultural budget, take it "out of a siilo and
push it out into the business units."

- Tony Rogers, the senior VP-brand marketing.” - Ad Age, 201 |



Corporate Response

» Advertisers are spending and investing more in Hispanics

Telenovelas (latino soap operas) beat the ratings of ABC +
CBS + NBC.

Companies and broadcasters are ‘Latinizing’
(Fox,Walmart, NBC, and Google)
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Presenter
Presentation Notes
Fox News Latino
Houston’s "Super Mercado de Walmart”
Fun fact:  Dulce de leche Cheerios?


NBC Latino
Google’s specialized “Hispanic Market” team. "There are 46 million U.S. Hispanics, 30 million of who are on online,”




A Cultural Perspective
Makes a Difference!

» The unique cultural background of Hispanic consumers, which
differentiates them from non-Hispanics, must be taken into
account in order to gain their confidence and connection as
consumers for the marketer’s brand.

“After all, all marketing is cultural”

Dr. Felipe Korzenny




FLORIDA STATE .

UNIVERSITY

The Center for Hispanic Marketing
Communication at Florida State University
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The Center for Hispanic
Marketing Communication

» Founded by Dr. Felipe Korzenny in 2004.

» The Center is the first of its kind in the
U.S. devoted to educating students as well
as professionals in the field.

» Faculty and students working with the
Center are conducting ground-breaking
research and serving as an innovative
resource for the industry.
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The Center for Hispanic
Marketing Communication

» Vision

The FSU Center for Hispanic Marketing
Communication is the most authoritative
source of knowledge, production, education, and
professional training in Hispanic Marketing
Communication in the United States.
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http://hmc.comm.fsu.edu/

The Center for Hispanic
Marketing Communication

» Mission:

The FSU Center for Hispanic Marketing
Communication is a national hub for innovative
research, education, and training of marketing
professionals. The center provides a connection
between academia and industry.
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http://hmc.comm.fsu.edu/

The Center for Hispanic
Marketing Communication

» Courses Offered:

Undergraduate:
ADV3410 - Hispanic Marketing Communication

ADV44| | - Multicultural Marketing Communication (online only)
ADV4603 - Account Planning (online only)

Graduate
ADV5415 - Hispanic Marketing Communication
ADV54|6 - Multicultural Marketing Communication
ADV5605 - Account Planning
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The Center for Hispanic
Marketing Communication

» Programs Offered

Undergrads:
Hispanic Marketing Communication Undergraduate Minor

Grads:

FSU Integrated Marketing Communication Master's
Degree with an Emphasis in Hispanic Marketing

Multicultural Marketing Communication
Graduate Certificate
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The Center for Hispanic
Marketing Communication

» Other Opportunities:
Research and Networking Opportunities
Professional Mentorship Program
Industry Presentations

Scholarships

FSU student Deborah Roberts with

Joakim Wijkstrom, CEQ, Perry Ellis (right)
At The 2011 Association of Hispanic
Advertising Agencies (AHAA) Conference.
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The Center for Hispanic
Marketing Communication

» Learn and network with top executives at conferences, annual
meetings, and through our professional mentorship program.

» Who, you ask?

Adrien Lanusse, Netflix
Director of Consumer Insights — Marketing & Advertising
Mark Lopez, Google
Head of U.S Hispanic Audience
Aldo Quevedo, Dieste Harmel and Partners
President & Chief Creative Officer
Rudy Rodriguez, General Mills

Director of Multicultural Marketing

2011 Advisory Board Meeting
Professional Panel for Students
Upcoming Meeting: February 2012
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Questions?
We have answers!
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Thank you for your time!

For more information about The Center for Hispanic
Marketing Communication and its programs, contact us at:

HispanicFSU@gmail.com

or visit our website:

hmc.comm.fsu.edu
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- CLOROX - Mother's Day

http://www.youtube.com/watch?v=GzaOWu5| I N4&list=PLFED5918343D81A38
&index=9&feature=plpp_video

- MTV3 Hispanic Heritage
http://www.youtube.com/watch?v=F84A97VsY_0&list=PLFED5918343D8| A38&i
ndex=20&feature=plpp_video

- Tecate Light - Papas Leccion
http://www.youtube.com/watch?v=EDOEaTsUMBQ&list=PLFED5918343D8| A3
8&index=37&feature=plpp_video

- Here's an example of how some ads can crossover in interesting ways

Passat "Vamonos"

http://www.youtube.com/watch?v=SsTqGa2gdOE
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