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Reaching the Hispanic Community

Jesse G. Wilson

w ith the 27 million Hispanics in
the US representing one of the
country’s fastest growing population seg-
ments and enjoying increasing purchas-
ing power, financial institutions are
beginning to recognize the need to aggres-
sively market their products and ser-
vices to this consumer.

Historically, two factors have deterred
Spanish-speaking consumers from taking
advantage of financial products and ser-
vices. First, relatively few consumer-ori-
ented financial products have been
available in Latin America. Therefore,
even after arriving in the US, Hispanics
still continue traditional habits and prac-
tices in using cash. Second, once in the
US, Hispanics usually encounter a min-
imum of education and training in the use
of available financial services. In part, this
is because banking institutions have
neglected to provide them with sufficient
information. For example, in Chicago,
with a Hispanic population of more than
1 million, financial service providers’
broadcast and print advertising expen-
ditures targeted at the Hispanic market
totaled only about $400,000 in 1993.

As a result, Chicago-market banks
exemplify the considerable underuse of
financial institutions by Hispanic con-
sumers. Only 47% of all Hispanics in
Chicago use banking services, with only
32% possessing checking accounts.
Nationwide, use does not increase greatly,

with only 49% of the Hispanic population
having checking accounts, 48% having sav-
ings accounts, and a mere 11% having
home mortgage loans. These numbers pre-
sent a vast opportunity for banks seeking
to attract new customers, especially in the
area of home mortgages.

Only 37% of Hispanic adults are home
owners, leaving substantial room for
growth in the area of home mortgages.
Moreover, home mortgages are currently
one of the products most likely to attract
Hispanic consumers to banks. To tap this
market, many banking institutions are cre-
ating home mortgage plans that offer ben-
efits to low- and moderate-income,
first-time home buyers. These plans
emphasize a simplified approach to home
mortgages and may include such elements
as lower down payments, more flexible
qualifying guidelines, and loan assis-
tance packages.

One program is a national mortgage loan
plan created by the Federal National
Mortgage Association (Fannie Mae). This
plan targets minority and lower-income
houscholds, thus being especially beneficial
to Hispanic consumers, many of whom
tend to fall within these categories.

Another reason bankers have begun to
extend their marketing programs to the
Spanish-speaking consumer is that banks
must meet the requirements of the Com-
munity Reinvestment Act (CRA), which
mandates that banks serve the credit
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Hispanic neighbors and is thus highly
regarded by a consumer group that prefers
to do business on a first-name basis. The
personal touch established by volun-
teering or sponsoring local activities also
creates a positive image for a financial
institution that is competing with other
lending institutions that are not involved
in the Hispanic community.

Publicity

In addition to community participation,
media relations also plays a key role in an
effective Hispanic marketing program. For
example, if a bank is offering a free pub-
lic health screening, this information
should be sent to local Spanish-language
press and arrangements made to have

bilingual staff on hand. As is the case with
marketing materials, merely translating
an English-language press release into
Spanish is not always effective.

Direct Marketing

A financial institution that decides to con-
tract a Hispanic marketing communica-
tions firm to produce bilingual
communications should consider choos-
ing a firm with the ability to build a His-
panic data base and create direct mail
pieces for future bank product promo-
tions. Such programs are effective in
developing a solid list of prequalified
Spanish-speaking consumers who can
later be targeted for other products, such
as credit cards. I
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