By Dick Lehnert
Contributing Editor

Approaching the Hispanic market
with a product or service can be
daunting, especially for stores and
companies that are themselves
nion-Hispanic or have mainstream
products and services.

But the challenge to take the
plunge becomes greater every year,
especially now with NAFTA,
which brings some 92 million
Mexicans within the trading
network.

According to Jesse Wilson,
executive vice-president of San
Jose & Associates, Inc., in
Chicago, there are about 27 million
Hispanic-Americans in the U.S.
concentrated in four "power states”
-- Texas, New Mexico, California
and Arizona -- and in Miami and
Chicago and cities in New York

27 million, and they are

concentrated rather than scattered.
Their buying power, Wilson
estimates, tops $200 billion. With

food industry clients include Sara NAFTA, another 92 million
Lee, Pepsi Cola Bottlers and  Mexican Hispanics enter the arena.
Veryfine (juice) products. Poorer than U.S. Hispanics,

In the food retail business, much
of the trade with Hispanics is

perhaps 10 to 20 percent of
Mexican citizens have the incomes

carried out by independent grocers o buy American products.

who saw changes coming in their Some ways of looking at the

neighborhoods and grew along Hispanic market:

with them. Most times, Wilson * The United States is the fifth

said, these stores’ ownership and  largest Spanish-speaking nation in

personnel reflect the ethnic mix of  the world.

the community. ; *The Hispanic market in the U.S.
In areas where the population has  has as many consumers as does all

a high percentage of Hispanics,  of Canada.

large gham stores find they have to * After Mexico City, the city with

hire in-house ethnic experts, the largest number of Mexicans is

Wilson said. Failure to attract local

Hispanic shoppers means giving
away half or more of the market in

Los Angeles, with 6.5 million
people of Mexican descent.
Jim Loretta, senior vice-president

Reaching the Hispanic
Market Through Research

"marketing firm that is
minority-owned and specializes in
Spanish-language and ethnic
marketing communications. Its

* Their weekly food bill per |

family is about $25 more than the
average American. There is about

one more person per household, |

and Hispanics don’t skimp on
food."

* They tend to buy in bulk or
larger units.

* They trade at the store that
welcomes them. Reaching out,
using the Spanish language, creates
an immediate bond.

* They tend to patronize brands
that advertise.

* Because of the extended family
structure, Hispanics do not usually
lose their first language as they

learn English. Speaking Spanish to |

them is a sign you are interested in
them.

* Hispanic families are somewhat
more like what U.S. families were
in the 1950s. They eat together as

* Sugar is good, not bad.
Hispanics like food somewhat
sweeter, in general, Loretta said.
The word "diet" suggests illness.
Chubbiness is not frowned on.
Babies should have fat cheeks.

Foods that index high for
Hispanics relative to the general
population include bottled fruit
juices, fresh fruits and vegetables,
rice, powdered fruit drinks, dairy
products, (especlally dry milk) and
bab'; food in jars.

situations for companies to reach
out to new customers. Local

| supermarkets will often bring radio

station DJs and remotes to their
stores to create the kind of festival
occasion that makes it easy for
Hispanics to become at ease and
new products.

ETHNIC MARKETING

and New Jersey. SOIICAITas) of Strategy Research in Miami, families and observe holidays with
SJ&A is a 13-year-old  Hispanics make up about 10 ;4 these generalizations about (Continued on Page 13)
advertising, public relations and  percent of the U.S. population, or Hispanics.
(Continued from Page 12) Jesse Wilson at SJ&A notes that Loretta, whose company works
large meals. They have old-fashioned Hispanics like food demonstrations with clients helping them market
values regarding work, education, and samples, and that festivals and to Hlspamcs. in both the U.S. qnd
religion and respect for elders. events of many kinds provide ideal Latin America, suggests putting

oneself in their shoes. Imagine
yourself a visitor to a foreign
country where you don’t know
anybody, can’t speak the
language, can’t read labels in the
food stores. The first person to
approach you, talk to you in
English and offer to help you is
going to be a friend for life.
Marketing to Hispanics is "an
exciting market to be in," Wilson

says, one that is growing faster
than the population as a whole in |
this country and growing through |
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