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Marketers Target Lucrative Hispanic Market with Targeted Campaigns

With an estimated purchasing power of $926 billion and a total U.S. population of 45 million, or 15% of the nation’s total population, Hispanics are providing to be a lucrative target market today.  Increasingly, marketers are finding the best way to reach Hispanics is online.

A recent comScore report found that the online Hispanic population reached a record 20.3 million visitors in February 2009—11% of the total U.S. online market.  The Hispanic online demographic is expanding more than 50% faster than the overall U.S. online population.  The report also reveals that during the past year, the growth of America’s Hispanic internet audience outpaced the total U.S. online population in terms of number of visitors, time spent and pages consumed.
To reach and touch the online, English-language dominant Hispanic market, online campaigns must be optimized for linguistic and cultural relevance. Facebook recently announced that marketers can now target users according to language preference, providing an opportunity to target Spanish preferring Hispanics. 
Retailers Reach Out to Hispanics with Targeted Campaigns

An increasing number of companies are reaching out to the growing Hispanic audience with targeted campaigns.  For example, Coca-Cola launched a new campaign that translates its “Open Happiness” theme to “Destapa La Felicida.”  The Ogilvy & Mather campaign also encourages Hispanics: “Unleash Your Dreams” (“Destapa Tus Suenos”). 
As Reinaldo Padua, assistant vice president of Hispanic Marketing at Coca-Cola North American, explained, “For Hispanics, happiness means pursuing and achieving their dreams.  For many, achieving their dreams means seeing their children graduate from college, owning their own business, learning to speak English or meeting their favorite celebrity or sports figure.”

To help "make dreams come true" for Hispanics, Coca-Cola's marketing efforts this year include the Coca-Cola Telenovela Club, the company's fifth promotion with Mexican telenovela "Al Diablo con los Guapos." Running through the end of March, the promotion gives fans the opportunity to win premiums and memorabilia related to the novella and an opportunity to meet two of the show's stars.
 
In May, Coke will also launch a soccer-related marketing, advertising and PR campaign featuring the Mexican National Team. Fans will have the opportunity to attend matches and a soccer clinic with Guillermo "Memo" Ochoa.
Wal-Mart Stores has also stepped up its efforts in targeting Hispanic customers.  In an effort to reach more Hispanic customers, Wal-Mart Stores opened the nation’s first Supermercado in Houston and this summer plans to open a Mas Club, a warehouse outlet for Hispanics, patterned after its Sam’s Club.

The company is trying to capitalize on its success in serving Latinos in Latin America.  Wal-Mart operates more than 2,300 stores in the region, half of which are located in Mexico.

With a projected reach of $1.3 trillion by 2013, according to market research publisher Packaged Facts, Wal-Mart and other grocers will likely to continue to experiment with new formats to reach the Hispanic market.  Information provider Information Resources projects that lower-income shoppers including Hispanics will generate $84 billion in incremental spending during the next decade.
Trends Suggest Hispanics are Recession Aloof

Terry Soto, Chair, AMA Hispanic Marketing Hot Topic Series and author of Marketing to Hispanics a Strategic Approach to Assessing and Planning Your Initiative, also noted that while Hispanics may not be recession proof, they may, indeed, be recession “aloof”.  “It’s important to note that Hispanic households have multiple sources of income from immediate and extended family members which are pooled together thus affording them greater proportions of disposable income.”  

Recent data from Experian Consumer Research indicated that 58% of Hispanics did not use a credit card in the last month and that approximately one-third opt for cash transactions making them more liquid than its general market counterpart.

Soto, who is President and CEO of About Marketing Solutions, said that “It’s a no-brainer that any for-profit business would jump at the chance to adjust its marketing strategy and spend to target consumers who are still spending, rather than the masses ‘who are struggling’. If Hispanics constitute 17 percent of the U.S. population, it sets up a pair of interesting questions: How much business am I leaving on the table today by not targeting Hispanics or by not targeting them strategically? And what if the economy does not, in fact, improve for 18-24 months?”

While it takes time and effort to build an effective Hispanic market strategy, Soto suggested that a well planned and implemented strategy that is deployed sooner rather than later could net a return quicker than expected.

To learn more about how you can position your company for growth by devising a winning Hispanic marketing strategy, plan to attend the AMA’s Hispanic Marketing Hot Topic Series.
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