
Minority is Becoming the Majority 
The Importance of the U.S. Hispanic Consumer

62.3 M Hispanics Living in the U.S.

The Hispanic demographic’s impressive growth places a sharp focus on understanding their behavior patterns 
as consumers and drives brands from all industries to reconsider their approach to successfully engage them 
online and offline. 
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Boomer: Born between 1946-1964 Gen X: Born between 1965-1980
Millenials: Born between 1980-1994 Gen Z: Born between 1980-1994
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Generational Population 2021 - Nationwide

Today, 23.5% of the U.S. Millennial population is Hispanic
Hispanic millennials are a very large consumer segment and are digitally savvy. Retailers looking 

to influence Hispanic millennials should likely turn their efforts toward the online arena.

The demographic now represents 19% of the U.S. population.

28 y/o Median Age
Hispanics make up nearly a quarter of the youngest generational 
cohorts (Millennial and Gen-Z consumers).

59% Growth from 2010-2021

75% Of all U.S. Labor Force Growth

$1.9T Purchasing Power By 2023

Hispanics are the fastest growing ethnic group in the U.S. today. 67% of 
the projected population growth over the next 5 years will emerge from 
the Hispanic segment. 

The number of Hispanic workers in the labor force has grown from 10.7M in 
1990 to 29M in 2020, and is projected to reach 35.9M in 2030.

From 0 to 2019, Hispanics’ buying power increased 69% compared with 
41% of non-Hispanics.



Country of Origin Matters
To successfully target the Hispanic audience, it is vital to understand preferences and usage across 
culturally diverse segments to efficiently use the cultural connectivity that is so important to the 
demographic. While there are some segments that retain their values and beliefs from their own culture 
with a firm grip, others become fully acculturated or have a balanced mix of both. 

Even though the demographic shares one language, Spanish, there are still certain preferences in the 
way different generations consume media and interact with brands. This is vital to address in your 
strategy development and marketing approach. It is also important to highlight that Hispanics are largely 
bilingual and bicultural, with 75% speaking Spanish at Home. 
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U.S. Hispanic Population Digital Trends

41% 25% 30+
hours

More likely than any other 
consumer to leave a review, that 
percentage jumps to 46% with 

Hispanic millennials.

Hispanics spend an average of 30+ 
hours on smartphones, almost two 
more hours per week compared to 

the total population. 

More likely to connect with brands 
through preferred social media 
platforms Hispanic millennials.

Hispanics are a digital-savvy group, who increasingly embrace mobile and social media platforms. 
They are also far more receptive to mobile advertising compared to the general population. 
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E - Commerce
Hispanics represent $1.5 trillion in annual spending power and have adopted e-commerce at a faster 
pace than the general market. They skew younger than your average demographic, are digitally savvy, 
and love shopping online after comparing prices and doing their research. 

Items Bought by Hispanic Adults on the Internet in the Past 6 Months

Latinas are Driving Growth in Health and Beauty

An Authentic Inclusive Experience in the Physical Retail Environment

Latinas, as heads of their households, place an emphasis on health and wellness for the entire family. 
And that starts at a personal level. Latinas take great care to ensure they are always looking their best, 
which is evidenced by their increased purchasing in the beauty category. 

Latinas spend four percent more than non-Hispanic white women in the beauty supply stores and, 
across all age groups, spend more on a variety of product categories in this channel, including cosmetics, 
deodorant, women’s fragrances, and hair care than non-Hispanic white women.

Target’s experiences show the necessity 
of having campaigns geared specifically 
to the Hispanic audience; but more 
than that, it shows the importance of 
having campaigns that affirm the 
influence and relevance of the Spanish 
language in American culture, while 
also positioning the brand as one that 
understands and meets the needs of 
Hispanics.

Target’s dedication to inclusivity 
transcends the physical presence of 
Hispanic products on their shelves. 
Their inclusion promise ranges from 
in store and digital campaigns to more 
philanthropic efforts.

19M 8M 16M 22M
Apparel Medications Groceries Health-Beauty 

Items

What can brands learn from Target’s approach to Hispanic marketing?

Hispanic Heritage Campaign "Más Que" reflects the diverse 
identities, experiences, and cultures of the Latino community.

In-Store Spotlight on beauty, baby and grocery brands and 
products founded by Latino and Latina entrepreneurs.

Digital efforts feature an assortment of curated products 
created for and by the Latino community.

In the community, Target continues to support the Hispanic 
Scholarship Fund, a relationship now in its 20th year, in 
addition to serving as lead sponsor for the Hispanic Heritage 
Foundation’s 33rd Annual Hispanic Heritage Awards.

Target's Hispanic Business Council  is creating a team-
member panel exploring the intersection of diversity and 
personal identity and a virtual expo spotlighting Latino and 
Latina artists and entrepreneurs. 
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Consumer connection and cultural insight 
are key to the strategy 

Establishing a connection with Hispanics should go beyond simply being in-language, they should focus 
on being culturally relevant and traditionally accurate. Those delving into the Hispanic market must start 
with forming a more complete picture of Hispanics, not just as consumers, but as people whose different 
experiences and cultures give shape to their decisions.

Creating messaging that goes well beyond the language, tailored to the cultural references specific 
to the audience. Utilizing Hispanic spokespeople and influencers in culturally affirming situations 
will go a long way toward building brand trust in this demographic.

Research shows that a significant majority of Hispanics respond well to online advertising, and they 
are at least one-third more likely to use their mobile devices for online shopping than the average 

Another high-impact delivery channel for reaching Hispanics, especially Millenials, is nearly any kind of 
streaming platforms (i.e. streaming music, podcasts, YouTube). Roughly half of the Hispanic community 
are active users of streaming services.

Culturally relevant imaging and messaging

Culturally relevant doesn’t necessarily mean ‘Spanish - speaking.’ Nearly 60% of Hispanics in the U.S. 
are under age 35, and the 14-35 Hispanic age bracket prefers messaging in English over Spanish. If your 
target market is older Hispanics, a Spanish-language ad will be more effective. If you are reaching a 
younger audience, you may do better with English messaging or Spanglish where appropriate.
       

Be Age-Specific with Language

Focus on Mobile/Online Advertising

Focus on Streaming Media



For reference, we can further segment the U.S. Hispanic market into three groups:

Key considerations when 
developing strategy:

Older 
Established 
Generation   

Traditional 
Hispanic 
Families

Ambitious 
Young 

Generations

Mindset 
Reaping the rewards 

from their years of 
hardwork.

Brand's Role
Help them generate 

fulfulling experiences for 
themselves and their 

families.

Attractive Benefits 
Enchancing 

connections with family 
and friends. Access to 

things they enjoy. 

Motivators
Perks and Extra 

Benefits

Attractive Benefits 
Enhancing familiar

connections. More value for 
less. Empower the family as a 
unit where everyone's needs 

are met.

What is your target segment 
trying to achieve in life? 

How does your brand help 
them get there?

What key benefits or services can 
you spotlight as proof points to 
your target customer? 

Motivators
Maximized value, price 

and data offers.

Brand's Role
Help them find and share 
amazing family moments 
that lead to both success 

and fun 

Mindset 
Seeks to enhance their 
potential for success, 

especially for their kids, 
and sharing the joy as a 

family. 

Mindset 
Self-Realizatoin

Brand's Role
Help them be their 

best and get to where 
they want to go

Attractive Benefits 
Empower with 

choice.  Access to 
new experiences

Motivators
Accessibility, Value, 
and Entertainment

Understanding the basics of the U.S. Hispanic market is only the first step. The need to connect to this audience 
requires more than a one-size-fits-all strategy to ultimately see the full benefit of your investment. Your brand’s 
accessibility is a priority and establishing an authentic connection is a requirement to convert them for your growth. 

Genomma Lab is a leading pharmaceutical and personal care products company, focused on developing, selling 
and marketing innovative brands that resonate with this audience and are now available for wholesale purchase 
directly from the platform.

If you have any questions about the Genoma Lab platform or the Hispanic market in general, or if you want to 
talk about how we can help your organization, you can visit our website: www.mygenommalab.com

Register today for access to a vast portfolio of products that will help you attract this thriving market. 

Some of the benefits of the platform include:

(1) Claritas AMDS 2021 
(2) Claritas Pop-Facts® 2021 
(3) Nielsen: Cultural Connectivity Transformed 2020
(4) Nielsen: Latina 2.0 2017

My Genoma Lab: 

How We Can Help You Connect with the Hispanic Audience

Provides access to promotions and discounted rates - MSRP and margins are clearly showcased.
Access to an expansive portfolio of products – Some are the leading brands in Amazon sales.
Access to company news, including new products and availability
Control of shipping preferences to facilitate deliveries that meet your business objective.
Easy Registration – Company information is required for access within 3 business days.


