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A STARTING POINT FOR HISPANIC MARKETING EFFORTS

By Jesse G. Wilson
Executive Vice President, San Jose Associates, Inc.

A first-time Hispanic marketing/advertising effort must
be developed both from the understanding of a prod-
uct’s or service’s foundation in the U.S. General Mar-
ket, along with insights and knowledge about the His-
panic market segment. Using this bi-cultural approach
provides an understanding of either how a Hispanic
marketing effort fits or does not fit conceptually into the
overall marketing plan of a product or service, While
simultaneously assisting brand managers in understand-
ing how Hispanic marketing might differ from normal
marketing procedures.

A General Market Background

To develop a benchmark against which a Hispanic mar-
keting program can be built and measured, a product’s
General Market condition must be known. This in-
volves reviewing the product’s background, lifecycle
and any special features vis-a-vis the product category.
In most cases, there will exist a high level of established
category awareness and knowledge among consumers,
while brand-specific awareness arises as function of
advertising effectiveness and media expenditures over
time. In a majority of product categories, the General
Market features an educated, technically sophisticated
consumer, since category familiarity and usage has ex-
isted for several generations. With a large selection of

| similar brands competing within a mature product cate-
gory, the tendency is greater for these brands to be
viewed by the consumer almost as “commodity items,”
at least within the consumer’s “acceptable pool” of
brands.

| A prime example of this “commodity item” or “accept-
able pool” syndrome exists in the floor polish category,
where most General Market consumers no longer dif-
ferentiate by brand, but buy whatever brand is “on sale.”
And because the category has existed for so long, prod-
uct knowledge is almost a given.

General Market consumers know which polish to use on
respective floor types and how to use it. Product inno-
vation has never been radical enough to confuse the
consumer, and many products are similar enough to be
perceived as one and the same by the consumer. There-
fore, brands must combat consumer indifference and
attempt to establish preference.

In summary, most consumer packaged goods belong to

known product categories with established brands and
brand benefits that are familiar to educated consumers.
Product re-stagings, including package graphic changes,
product additives to differentiate a brand or provide
“newness,” and promotions are all understood and ac-
cepted by the consumer as part of products’ lifecycles
and the regular way that companies conduct business.

Application To The Hispanic Market

What are the implications of this General Market prod-
uct history to the Hispanic market? First, the Hispanic
market is typified by a high rate of immigration. Eight
out of every ten U.S. Hispanic adults 18+ years of age
were born outside the U.S., according to recent re-
search. The majority of these immigrants came to the
U.S. out of economic necessity, and for the most part,
they came from the poorer, less educated ranks of soci-
ety -- i.e. less exposed to many of the product categories
and lifestyles found in the U.S.

An initial assumption would be that due to their recent
immigration, U.S. Hispanics would not have been ex-
posed to certain product categories and brands. Turn-
ing again to our example of floor polish, we find this to
be true to varying degrees. For example, Puerto Ricans
come from a country where household floors are pri-
marily made of ceramic tile which does not require
polishing. Therefore, the decision to choose a specific
floor polish for their U.S. residence is a new and unfa-
miliar purchase decision. Nor has a large percentage of
the Mexican or Dominican population had use for floor
polish in their countries of origin. This existing differ-
ence of previous knowledge and awareness must be
considered.

Generally speaking, the Hispanic market appears to be
divided between the Mexicans, Caribbeans, and “Oth-
ers” in relation to U.S. category and brand awareness
and knowledge. The Caribbean group consists mainly of
Cubans and Puerto Ricans. The Puerto Ricans out of all
Hispanic sub-groups, (14% of U.S. Hispanic popula-
tion) tend to be more familiar with U.S. products, as
many are advertised heavily in Puerto Rico. Cubans
(6% of U.S. Hispanic population), most of who came to
the U.S. as political exiles, have on the average, more
education and have been established in the U.S. for two
or three decades. Therefore, they usually are also more
familiar with U.S. products.
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On the other hand, the Mexicans (58% of the U.S. His-
panic population) more accurately fit the profile of the
Hispanic immigrant whose knowledge, awareness and
usage of many common U.S. product categories and
brands within these categories may be under-developed
or non-existent.

Of the “Other” U.S. Hispanics (22% of U.S. Hispanic
population), about half are classified similarly to the
Caribbean population (with some category knowledge),
while the remainder is more like the Mexican popula-
tion (with less category knowledge).

Overall, the Caribbeans and half of the “Others” in the
U.S. represent the 25-30% of the U.S. Hispanic popula-
tion that is more educated to U.S. products. The Mexi-
cans and remaining half of the “Others” represent the
70-75% of the U.S. Hispanic market that is more likely
to be unfamiliar with U.S. brands and product catego-
ries. This 75/25 breakout frequently corresponds to a
product’s awareness and usage levels prior to a Spanish-
language advertising campaign. About one quarter of
the U.S. Hispanic population regularly use English-
language media enough to be familiar with many U.S.
brands.

Cultural Differences

Up to this point, a case has been made for a U.S.
Hispanic market typified by a generally less educated
and technically less sophisticated consumer than is found
in the General Market.

Another key factor needs to be considered when devel-
oping a marketing campaign for Hispanics; certain psy-
chographic characteristics are typically unique to the
Hispanic lifestyle, and for example, include the concept
of close extended family ties, the value of a “traditional”
home life and roles, cultural and ethnic pride, etc. These
characteristics lend themselves to the creative elements
of Spanish-language advertising that allow for universal
product positioning versus a sub-group approach.

Besides misjudging the level of sophistication of the
consumer when attempting to adapt a General Market
approach or commercial to the Hispanic market, one
must also consider the difference in psychographics
based on a cultural frame of reference. Often, a commer-
cial/advertising situation which appeals to a General

Market consumer will not appeal to a Hispanic con-
sumer. Such differences may also be turned to the
advantage of the advertiser who knows his market. For
example, the frequency of usage of household cleaning
products, based upon more traditional homemaker val-
ues, is much higher among Hispanics than non-Hispan-
ics. This indicates an opportunity for manufacturers of
those products to heavily target the Hispanic.

Earlier, the subject of differences between Hispanic
sub-groups was addressed. Within the Hispanic market,
some groups may be more familiar with a brand and |
product category, while others will be novices. From a |
marketing perspective, this would require two separate |
objectives: one to bring new people into the category,
and one to switch people over from one brand to an-
other. However, from an advertising perspective, the |
development of a creative approach targeting both groups |
simultaneously is entirely possible, creating a universal ;
appeal based on common attractions, largely psychogra- |
phical in nature.

Conclusion

In summary, a thorough understanding of a product’s
background and position in the General Market pro-.
vides a basis for comparison to the Hispanic market.
The level of brand and product category awareness and
knowledge among Hispanics may be contingent on such
factors as economic status, education level, country of
origin, and length of residency in the U.S., all of which
may differ greatly from the General Market and within |
Hispanic sub-groups themselves.

Compared to the General Market, psychographics based
on cultural differences may also affect product usage
and purchase motivation. Therefore, purchase motiva-
tors, such as advertising, must be based on a sound
understanding of these differences and how they oper-
ate in a specific market setting.

Finally, although differences ghong Hispanic sub-groups
themselves may exist in relation to gwareness, knowl-
edge and usage of a brand, advertising based on a knowl-
edge and understanding of this market can create a
universal appeal that will motivate purchase and estab- |
lish brand loyalty. ]
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