A Note from Our

President
Dear HMCA members

and friends:

Increasingly we hear from people interested in learning
about U.S. Hispanic markets. The emails and calls come
from Los Angeles, Chicago, New York, Dallas, Latin
America and points in between. They want to find out
about U.S. Hispanic market demographics, tools to
reach them, practitioners to contact and more. When we
are able to, we point them in the right direction.
Sometimes one of our events, an event we support or a
newsletter article addresses their questions and we are
able to assist them that way.

In response to this growing interest and in order to
establish a reference tool for marketers and public
relations professionals, I have begun work on a Hispanic
marketing book. It will provide readers with insights on
how to reach the fast growing and desirable U.S.
Hispanic markets. A number of Hispanic market
specialists from coast to coast have agreed to contribute
a chapter to the book and we have the endorsement of
three organizations. If all goes well, the book is slated
for publication in the Fall of 2004. In addition, royalties
will be donated to HMCA.

Please help me welcome Lourdes de la Torriente who
has taken over as newsletter editor. Our former editor,
Mayra Gonzalez Rey, has resigned to run her new
business. Feel free to contact Lourdes with comments,
information and article submissions.

On the high tech front, thanks to board member Tony
Moreno’s hard work our website has a new look. Check
it out at www.hmca.org. We would love to hear how
you like it. And if you have ideas for upcoming events
or newsletter articles, drop us a line. Let us hear from
you!

Sincerely,

Elena del Valle

The Online Immigration:
U.S. Hispanics are Biggest Share
of Spanish-speakers Online

By David Duckenfield

Public Relations Manager

U.S. Hispanic and Latin America
Yahoo! en espafiol

Chalk it up to Ricky Martin’s shaking bon-bon at the
1999 Grammy Awards, or perhaps to Crest’s Spanish-
language ad during the last Super Bowl, one thing’s for
certain — the U.S. is standing up and taking notice of its
Latino cousins. But even though Shakira and dulce de
leche have quickly become household names, the
learning curve has been large and, at times, the process
has been slow.

In the past decade it was no secret that the U.S. Hispanic
market was growing. The latter end of the 1990’s showed
us more and more corporations using translated
marketing materials to reach diverse audiences. But only
in the more recent past has Corporate America realized
that translation is not enough nor are traditional
marketing techniques.

It is the company that can produce a relevant product and
message; the company that truly understands the wants
and needs of its Latino consumers — this is the company
that wins. This is the company that gets the bigger piece
of the $580 billion purchasing power pie. Increasingly,
slices of that pie are going online.

The growth of the Latino population has been mirrored
online. Hispanics are turning on their PCs and getting
connected faster than any other group...and the industry
has responded accordingly. As technology advances,
corporations are turning to the Internet to connect with
Hispanics in their own homes and places of businesses.

e s

Continued on next page...




The Newsletter of the Hispanic Marketing & Communication Association

Vol. 7.No.3  Fall 2003

Continued from previous page (US Hispanics Online...)

In October 2002, comScore Networks launched the indus-
try’s first Hispanic audience measurement service, leverag-
ing a panel of more than 50,000 U.S. Hispanic Internet us-
ers. The launch of this service marked a milestone with all
the major Spanish-language portals (including Yahoo! en
espafiol, YupiMSN, Terra, AOL, StarMedia and La Opin-
ion) coming together to support a credible third-party rat-
ings system.

In March 2003, comScore released an analysis of U.S. His-
panic Internet usage, which found that approximately one-
third of the country’s Latino population was online — nearly
12.4 million people. The study also found that online His-
panics are younger (60% are under the age of 34), live in
larger households and have larger household incomes than
their offline counterparts. comScore has found that the
U.S. Hispanic Internet population is on track to grow 5-10
percent annually, more than double that of 2-4 percent
growth rate witnessed in the total U.S. Internet population.

National corporations like Bank of America have heard and
answered the call. With financial topics being one of the
most popular search terms, Bank of America partnered with
Yahoo! en espaiiol, to create Centro Bancario. Centro Ban-
cario provides in-language general banking information on
the Yahoo! Finanzas section of Yahoo! en espafiol. Other
companies are quickly following suit and developing rele-
vant content for their own sites, as well as creating strategic
alliances with high-traffic Spanish-language sites.

Traditional companies from packaged goods’ companies to
sports leagues are learning that they have to follow their fan
base to the online arena. For this reason, groups like Major
League Soccer and the NBA are looking to the Internet to
help increase their Latino fan base, generate support for,
and, in some cases, generate awareness of the brand. New
interactive branding technologies have allowed corpora-
tions to more easily make the direct link between their
products and the consumers who stand to benefit from
them.

As the market continues to grow and develop, we will con-
tinue to see the evolution of industry as it works to better
address the wants and needs of Hispanics in America. The
melting pot theory has all but dissolved while the cultural
stew is taking over the kitchen. Those who are hungry had
better have the right utensils.

InterAccion
Editor: Lourdes de la Torriente, Edelman
lourdes.delatorriente@edelman.com

Associate Editor: Jesus L. Rodriguez, Edelman
jesus.rodriguez@edelman.com

The articles of contributing authors do not necessarily represent the opin-
ions of the HMCA board or those of the editors of this newsletter; they
represent solely the opinions of their authors.

Hispanic Market Trends

By Roger Selbert, PhD
Vice President, Strategic Planning
LatinWorks Marketing

As the American economy emerges from recession, so does
a clearer picture of which industries, regions, products, ser-
vices and markets were most severely affected. The His-
panic market was not among them. Spending by Hispanic
consumers, and spending by savvy advertisers reaching out
to them, continued to grow through the recent downturn
(although not at the same explosive rates of recent years).

The Hispanic population is large, young, and growing. It
now commands $630 billion worth of annual buying
power, growing to $1 trillion by 2010. Advertisers, for
their part, must continue to connect with one of the few
growth opportunities that exists in good economic times
and bad. Hispanic advertising expenditures topped $2.5
billion last year, from $2.22 billion in 2001; spending was
up in every medium, particularly in television.

During a recession, Hispanic households have relatively
low unemployment compared to the population at large.
Hispanic households are also larger, on average, and
younger. This means more kids and teens, markets that
drive spending under all economic conditions. Of the 37
million U.S. Hispanics, a third are under age 18. In the
next 20 years, the U.S. Hispanic teen population will grow
by 62%, compared to 10% for teens overall.

Additionally, Hispanics are expected to
exert their influence in a number of key
U.S. markets. Hispanics make up over
half of the Miami and San Antonio popula-
tions, nearly half of Los Angeles, a third of
Houston and one quarter in New York.
Chicago Hispanics numbered 1.4 million

in 2000, up 68% since 1990.
Hispanic iviiadle Llass Growtn

The expansion of the Hispanic middle class is one of the
dominant forces shaping economic life in the United States.
Between 1979 and 1999, the Hispanic middle class grew
71.2% to 9.5 million, according to Census data. Hispanics
also achieved impressive gains in household income, edu-
cational attainment, and home ownership. In 2000, for ex-
ample, 64% of middle-class Hispanic households either
owned or were buying a home, and 20% of all heads of
household had bachelor’s or advanced degrees.

According to Hispanic Business magazine, Hispanic

households earning between $40,000 and $140,000 annu-

ally reached 2.5 million in 1999, or about one-third of all
(continued on next page)
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influenced by friends, neighbors and celebrities, while

broader audience tends to be less swayed by a famous f3

Hispanics exhibit impressive brand loyalty: 52% of thg
polled swear they are loyal to a particular brand, and 3
said they look for quality in a product before checking
price. A third regard shopping as relaxing, compared to
8% of the general consumer population. According to
study findings, Hispanics are very “aspirational,” and sh
ping for brands correlates strongly with externally-motiga
behavior.

Hispanics Lagging Behind in
Graduate Education

By: Michelle Raczynski

Marketing Communications Specialist
National Society of Hispanic MBAs

The graduation rates among Hispanics at the graduate
level are tragically low. The GMAC 2002 Global MBA
Survey, for example, found that in 2002, only 4.5%6|0
students enrolled in an MBA program were Hispani¢ —
while students who considered themselves white, cpm-
prised 84.7% of the MBA student population.

According to the 1999-2000 statistics for the U.S. De-
partment of Education, the total number of Hispanics [ob-
taining their graduate degrees in business was just 4{241.
This is in sharp contrast to white, non-Hispanic grafu-
ates, who number 73,252, African-Americans at 8,630,
and Asian Americans at 7,371.

Ana Herrera-Malone is director of marketing and devel-
opment for the National Society of Hispanic MBAs
(NSHMBA), one of the nation’s premier Hispanic bug
ness associations: “NSHMBA believes that these npm-

bers can be reversed. We must start by reaching stuflents
at high school and college, and encouraging them to ton-
tinue. Hispanic educators, professionals and thouyight

leaders also must do more to emphasize the importance
of education in the corporate world,” she explained ih a

recent interview.

“We know that one of the most important reasons |fo

Hispanics not to attend graduate school is financial nged.
That is why NSHMBA strives to give away moredan
more scholarships each year; and this year we will give
away $1 million, but that is still not enough,” she addedl.

A study by the American Council on Education fdup
that from 1990 to 1999 the number of Hispanic studegnts
enrolled in higher education increased by more tharn 68
percent. Progress is being made, but with such nhodes
numbers of Hispanic graduates, the rate must continge to
climb dramatically in order for Hispanics to be ade-

quately represented in America’s corporate boardk |an

among the nation’s leadership.




