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Nuestro Futuro: An Introduction

Bicultural Hispanic teens may be the single most important segment for future 
oriented marketers to understand.

Why?  Because they provide a variety of rich insights into larger consumer issues 
such as how the future of the American consumer identity is being influenced by 
ethnic and cultural characteristics. They also represent the future direction of the 43 
million consumer strong (and rapidly growing) U.S. Hispanic market. 

Unlike previous generations of Hispanics, second-generation Hispanic youth are 
celebrating their ethnicity and blending it with selected aspects of ‘mainstream’
American culture. The variable of ethnic identity is playing a stronger role in their 
identity formation than in recent generations due in part to three primary factors: the 
unprecedented large numbers of Hispanics in the U.S. that reinforce their identity; 
technology and infrastructure that facilitates cultural and linguistic retention; and 
Globalization, which both celebrates, rewards and incentivizes the ability to 
understand and cross cultures.

The difference today, as opposed to other eras of immigration, is that there is a true 
aspiration to become bicultural as an Hispanic. To start we need to have some 
working definitions based on level of acculturation, or how much one’s Hispanic 
culture defines their identity vs. that of U.S. culture. 

“What’s not to be proud of 

your nationality… Anyone, 

any race – Hispanic, 

American, Irish, Italian…

it's still in your blood, it’s 

part of who you are. Why 

not be proud of it.”

Jessica, 17
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Are all Hispanics the same? 
Understanding Hispanic Acculturation 

There are three basic levels of acculturation within the U.S. Hispanic market

Hispanic Dominant 

Preserve their own culture while gradually adopting elements of a second culture.

Biculturalism 

In the U.S., some immigrants acculturate by adding a second culture, not replacing 
their first culture.

Assimilation 

Replacement of one's original culture in favor of a second or host culture.  In the 
U.S., some immigrants gradually lose their original culture in favor of the second, 
thus assimilating. 
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Understanding Biculturalism

In general most Hispanic teens skew bicultural      

and marketing to them should focus on that skew:

Low

High

High

Hispanic Cultural 

Index

HighU.S. Dominant

HighBicultural

LowHispanic Dominant

U.S. Mainstream 

Cultural Index

Acculturation 

Quadrant

60-70% of 

Hispanic teens 

skew bicultural & 

others are moving 

in that direction
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Understanding Intraculturalism

Understanding this drive toward biculturalism is a key to understanding how ethnicity 
is playing a stronger role in the lives of U.S. consumers generally, with important 
implications for marketing in the future. Currently, many marketing programs 
correctly focus on multicultural markets, which define and celebrate distinct cultures 
for targeted products, services and communications. With youth, we believe the 
trend is toward combining, sharing, recreating and having multiple ethnic and racial 
identity influences within any one consumer. 

We believe this trend, dubbed ‘intraculturalism,’ is not only affecting Hispanics in the 
U.S but is part of a larger phenomenon that will continue to place ethnic identity in a 
more central role of identity formation and self expression for teens.  

For marketers to understand teens, we assert they need to understand this fluid 
process of identity formation that continually borrows from a diversity of traditions 
and attitudes and places a different emphasis on how to understand “who I am” as a 
teen. Studying this phenomenon in Hispanic teens can therefore provide insights 
into not only who Hispanic teens are, but perhaps how this ethnic variable is playing 
a greater role in shaping identity formation for teens generally. This should change 
the way Youth marketers structure their approach to ethnic/racial teen segments.

“Identity is not as 

transparent or 

unproblematic as we think. 

Perhaps instead of thinking 

of identity as an already 

accomplished fact…we 

should think instead of 

identity as a ‘production’

which is never complete, 

always in process.”

Stuart Hall
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Nuestro Futuro

Why is this important?

One in five teens in the U.S. is Hispanic and they are growing six times faster than 
other market segments. By 2020, they will account for 24% of the population aged 
five to 19 years. They are largely bicultural and bilingual and a bellwether for one of 
the most important trends shaping the future of the United States – the growth of the 
U.S. Hispanic population. 

Hispanic teen culture and attitudes are influencing “mainstream” American values 
through their growing presence – understanding them will provide insight into the 
broader teen population, the future direction of the Hispanic population as a whole, 
and perhaps, how “mainstream” America will be shaped by ethnic identity in the 
future.

This profile is meant to illuminate these issues not in our words, but in the words of 
these teens. Hearing and seeing them speak in their homes provides a more 
emotive, realistic and powerful context for understanding. Let this profile be your 
passport to understanding how culture is playing a key role in the lives of Hispanic 
teens and the greater teen segment. This report is meant simply to augment the 
video, as it is the Hispanic teens who speak best for themselves.

You may think you know Hispanic Teens… but they are more than you think.

One in five teens in 
the United States 
is Hispanic
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An Overview of Opportunity
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Hispanic Teens Help Determine Marketplace Success

“The relatively young Hispanic population, with more of them either entering 
the workforce for the first time or moving up on their career ladders, also 
argues for additional gains in buying power. Hispanics’ spending patterns 
already help to determine the success or failure of many youth-oriented 
products and services. In 2004, 34 percent of the Hispanic population was 
under age 18 compared to 25 percent of the total population. Also, in 2004, 
only 5.2 percent of Hispanics were over 65, compared to 12.4 percent of the 
total population.”

Selig Center, The Multicultural Economy 2005
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Hispanic Teens Are The Fastest Growing Segment of The 
Fastest Growing Population in the U.S.

The average Hispanic teen spends 
about $320 per month –
about 4% higher than the average 
non-Hispanic teen

$20 billion in spending power in 
2004 (ages 10 to19)

Market Facts

One third of Hispanics are under 18 
years of age and more likely 2nd

and 3rd Generation

4.9 million strong in 2005

(ages13 to19)

U.S. Census current population survey, Selig Center for Economic Growth, AHAA Final Facts

Expected to reach 16 million by 2020 
accounting for 24% of the U.S. 
population
(ages 5 to 19)

Expected to grow 62% vs. 10% 
for the general U.S. population 
(ages 5 to19)

Percentage growth rates 
2000 to 2020

Percentage share of 
population

62%

10%

Non-Hispanic pop.

Current Hispanic pop.

Hispanic pop. increase 2020
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Trends That Define Second Generation Hispanics Will 
Predominate

Although the Latino immigrant population can be expected to continue 
increasing, the growth rate for the second generation has already gained 
sufficient momentum that it will remain higher than the first generation’s even 
if immigration flows accelerate.

Pew Hispanic Center

Shares of the Hispanic Population By Generation
1950 to 2050
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Being Primarily 2nd and 3rd Generation, Hispanic Teens 
Are Largely Bilingual and Bicultural

Spanish is the dominant language of the Hispanic adult population because of the 
presence of immigrants. Even so, more than a quarter of the foreign-born population 
speaks some English. 

The language profile is very different among native-born Hispanics. Nearly half of 
the second generation primarily speak English and the other half is almost all 
bilingual, meaning they can speak and read both languages. 

Virtually all Hispanics whose parents were born in the United States speak English 
and none are Spanish dominant.

Source: Pew Hispanic Center National Survey of Latinos 2002

25%28%47%All Hispanics

78%22%0%Third and higher

46%47%7%Second generation

4%24%72%First generation

English DominantBilingualSpanish Dominant

Language Use Among Hispanic Adults
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So beyond these numbers, who are these kids? What motivates them and 
what are they passionate about? What’s meaningful to them and what 
product experience and messages will create a lasting impression and loyal 
following? And beyond this, what about this segment provides a glimpse of 
influences shaping the overall teen market?
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Hispanic Teens Are 
Teens First
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Hispanic Teens Are Teens First

Hanging out with friends and building social networks are important to teens.

• For virtually all teens, having a network of friends is extremely important – they 
validate each other and feed self-discovery… and fun. Hispanic teens are no 
different. “Friends” was frequently cited as the most important thing in these teens
lives.

• While proud of their ethnic heritage, Hispanic teens have non-Hispanic friends 
with whom they socialize. Their sources for fun are similar to those for other teens 
- video games, sports, hanging out at the mall, movies and bowling.  

• They are all on MySpace.com and on their cell phones, planning parties and 
using up their texting minutes as rapidly as their non-Hispanic teen counterparts.
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Hispanic Teens Are Teens First

Technology is a natural and necessary part of their life.

• Behaviors and usage are very similar to non-Hispanic teens. While they acquire 
technology for its entertainment and cool status, they are also actively engaged in 
the exploration of online gaming, social interaction and self-directed education. 
The fact that they’ve grown up with and truly embrace technology has given them, 
along with all teens, the power to change whole categories of commerce. 

• And like all teens, the experiences they seek from technology must compliment 
their existing offline behaviors and attitudes. The nuances of the Hispanic teen 
segment offer an opportunity for technology marketers and developers to help 
reinforce what makes this segment unique.

• Almost every Hispanic teen we spoke to had:

• Cell phone

• iPod or MP3 player

• Computer in home (most in room)

• Internet access

• Cable TV

• Few Hispanic Teens could cite preferred technology brands. Sony, Microsoft 
(Xbox) and Apple (iPod) were referenced by a few interviewees.

“I use up my text messages all 

the time. I have 1000 and it’s 

the 5th day of the month and I 

have 200 left.”
Aileen, 16
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Hispanic Teens Are Teens First

They are discovering who they are (and having fun).

• Like most teens, Hispanic teens are trying on different identities at home, school 
and within different social networks.

• The process of discovery includes a strong focus on ethnicity, values and culture. 
They are using their ethnic identity to help define their unique self identity.

• Hispanic teens seem to enjoy themselves with an underlying optimism. They 
believe they will succeed, and their ethnicity is a key component of that success.

• Marketers that understand how to tap into the themes of “we are all teens, but 
each of us is unique”, changing identity, and optimism will be more successful in 
striking a resonant chord.
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Hispanic Teens Are Complex …
their cultural identity plays a 
significant role.
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Hispanic Teens Are Complex

Hispanic culture grounds certain attitudes and behaviors.

• Hispanic teens feel a responsibility to their heritage, their parents and their 
ancestors who sacrificed to give them opportunity.

• Family plays a very important role – immediate and extended family offers 
support as well as a watchful eye. Hispanic teens for the most part emphasize the 
close relationships they have with their family and the key role they play in their 
lives. Teens express sentiments such as “my family is very into the family; all the 
cousins have to do everything together; we're a very protective close 
family…we're always going to be there for each other.”

• Music and food are two of the most common expressions of Hispanic culture 
according to these teens. Music is prevalent in their lives and they include a 
variety of Latin beats in their collections from Bachata to Reggaeton, even 
Ranchera.

• While not all Hispanic teens attend church each week, almost all note the 
importance of religion in their families. Households often exhibit shrines and 
religious artifacts. Sunday mass is frequently a time when family convenes.

• While Hispanic teens are searching to become unique individuals, they are not, 
perhaps unlike other teen segments, defining themselves outside of a family 
identity. Communicating to them as individuals only is not understanding who they 
truly are.
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Hispanic Teens Are Complex

They relate to a diverse, multicultural world and a broader world view.

• The U.S. today places a different value on diversity and ethnicity than in the 
recent past.  As such, Hispanic teens feel free to relate to their own cultures and 
those of others. 

• And with the advent and economic scaling of telecommunications, teens can stay 
in touch and be exposed to their culture of origin. Teens are able to talk and email 
with relatives in their country of origin, watch TV from Latin America, eat foods 
that are imported from across the border, and occasionally vacation with family to 
Latin America, reinforcing linguistic and cultural practices.

• Economic status may often place teens in racially diverse neighborhoods, 
exposing them to more diversity, but even in upscale areas, they gravitate toward 
friends who share a multicultural experience.

• Many times multi-ethnic teens are a majority at school so bonding between races 
and ethnicities is a given.  

“There are a lot of Hispanics 

in this area alone. You don’t 

see it in the media… I think 

it’s terrible that we don’t show 

more diversity.”

Bianca, 16
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Hispanic Teens Are Complex

• Unlike mainstream teens, Hispanic teens frequently include extended family in 
their immediate social network. Hanging out with cousins and siblings is common.

• Hispanic teens are interested in becoming part of the mainstream, but they want 
to maintain their ethnic identity – they believe this will more deeply connect them 
to their roots and will also give them a competitive advantage over others. This 
trait leads Hispanic teens to redefine what is “mainstream”.

• This unique integration of Hispanic and non-Hispanic elements is a key tenet of 
success for them – they want to have the best of both worlds. 

• Marketers who acknowledge the aspiration to be seen for who they are, with 
ethnicity as a core driver, will be in tune with this shared value.
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Hispanic Teens Are Complex

They want to see themselves as unique individuals

• As mentioned, Hispanic teens want to be liked, they want to be cool, and they 
want to have fun.

• BUT, even without trying their heritage, values and language sets them apart, 
especially when THEY want to set themselves apart.

• AND, this separation is what provides them with a unique Identity that allows 
them to straddle two worlds – the Teen General Market World and the Hispanic 
World.

“I’m naturally cool, I was 

born cool, cool is me, I am 

cool… ya, I do create cool.”

Alex, 16
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Hispanic Teens Are Complex

The U.S. Hispanic experience: Creating a unique identity 

Attributes include:

• They are always Latino – “you can’t shed your skin”.

• Proud to be Hispanic/Latino (i.e. more specifically Mexican, Colombian, Puerto 
Rican, etc) and are committed to retaining strong ties to their heritage.

• However, they live in the U.S. and are influenced by what occurs here.

• They understand their culture makes them different and are aware that their 
uniqueness can be perceived in positive and negative ways.

• They can move between both cultures effortlessly. 

• They have a choice

“I don’t usually say that I’m 

American; I always say that 

I’m Latina.”
Estale, 16
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Hispanic Teens Complexity Shows Up in Different 
Contexts

DifferentiateBelong/BlendIdentity - (base)

Use their culture and heritage to show 
they are different 

Successful brands that compete against 
mainstream brands with Urban or 
Spanglish twist provides pride in that they 
are the drivers of those brands

Speak English, Spanish and Spanglish

Are starting to set the trends as African 
American (Hip-Hop) culture becomes 
mainstream

Listen to Spanish and English radio

Hispanic friends, but also friends of 
other nationalities

Latin Food and drinks blended with 
Mainstream Products - Tacos and 
Lays Potato Chips

Mainstream products/brands are 
more effective in helping them 
“belong” and be cool and accepted

Speak English

Friends provide re-assurance its 
okay to be who you are & they 
hang out with other cultures

Family

Experience Latino food and drinks

Speak Spanish

Exposed to and Listen to Spanish 
Music

Exposed to and watch Spanish TV

Presence of Latin American icons

Family helps maintain cultural 
identity

U.S. mainstream marketplace -
distinguish themselves

Out-of-home & friendsIn-home & Family
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Hispanic Teens Are Influential …
they play the role of cultural 
messenger and interpreter.
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Hispanic Teens Are Influential

They are proud of their Hispanic culture and recognize its influence.

• Although they are quick to recognize that U.S. culture will likely shape U.S. 
Hispanic culture, they also believe that Hispanic culture has and will continue to 
influence U.S. culture. In the process of sharing, Hispanic teens are seeing their 
influence in music tastes for all teens, especially with Reggaeton. Other 
mainstream behaviors in food, popular actors (Eva Longoria = Maxim’s “hottest”
star), and media (“CSI has Latino detectives”) are reinforcing the incorporation of 
Hispanic culture into popular culture.

• Hispanic teens communicated clearly on issues of perceived discrimination (i.e. 
Anglos think all Hispanics are “lazy”, Hispanics “want to have 20 kids and live in a 
1 bedroom apartment”).  Having seen or felt this discrimination, they feel more 
need and obligation to change those negative perceptions.

• Pride in Hispanic culture and aspirations to become mainstream can conflict, but 
Hispanic teens are unwilling to negotiate – they want both.

“Being Mexican in my area, 

I am a minority and have to 

defend my pride and 

heritage.”
Manny, 16
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Hispanic Teens Are Influential

They act as cultural ambassadors, introducing friends to Hispanic traditions 

and styles.

• In contrast to past generations of Hispanic youth, today’s Hispanic teens are open 
and proud of their culture and heritage. As such, they are unafraid and eager to 
share Hispanic traditions with their counterparts.

• Even within groups of teens of different Hispanic origins, dances and foods are 
shared. Puerto Ricans and Dominicans for example learn each others traditions.

They acknowledge their responsibility as role models and cultural guides 

within their family.

• Especially in cases where their parents are foreign-born, Hispanic teens are 
usually the ones that help them navigate through the systems (financial, health 
care, etc.), which gives them a tremendous amount of responsibility and it also 
speeds their level of maturity vis-à-vis the general market teen.
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Hispanic Teens Are Optimistic …
their future is full of achievable 
possibilities.
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Hispanic Teens Are Optimistic

There is an expectation that they will do better than their parent’s generation.

Education plays a key aspirational role

• For many Hispanic teens, education is like carrying the family flag.  Many are the 
first to be receiving an extended education and to possibly attend college, so they 
receive enormous family support, which is a source of pride and stress.

• Often, those interviewed spoke of how their parents have shown they can change 
their destiny for the better by seizing opportunity, working hard and sacrifice. 
They feel an obligation toward the families and ancestors who sacrificed for them.

They are driven and motivated to succeed professionally

• Hispanic teens set high professional goals, and many expressed the desire to 
have a law or doctor’s practice, a business, a career in science, etc.
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Hispanic Teens Are Optimistic

They recognize the advantage they have in being bilingual.

• In order to achieve their success goals, Hispanic teens recognize that their 
networks will be further-reaching by speaking Spanish. They are already 
experiencing the advantage they have in the job market and in their ability to 
enter college, and expect this to carry on in their professional careers.

They balance their personal goals with a desire to give back to their 

communities

• The obligation they feel toward the families and ancestors who sacrificed in order 
to provide better opportunity is expressed in their desire to perpetuate that role. 
Their sense of community and being part of a greater whole inspires them to 
participate, whether that be coaching, mentoring or encouraging friends to better 
themselves.

They approach life with vitality and passion.

• As most people their age, Hispanic teens are full of energy.  However, their drive 
to succeed and their hunger for life is further fueled by family support and 
encouragement.

• They are lively and fun-loving with a passion for music, dance and sports. As one 
teen expressed, “..especially in parties Latinos are always jumping around 
everywhere, dancing merengue and the non-Latinos, they usually just chill…we're 
different.”
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Now you’ve seen a porthole into 
their lives… so how do you reach 
them?
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Reaching Hispanic Teens

They frequent the typical teen places, from the Internet and mainstream TV to 

the mall and the movies.

• Despite having more family activities than the typical teen, Hispanic teens are 
drawn to where the action is. Hispanic teens enjoy “teen” activities – hanging 
around with friends at home, going out to eat and going to the movies. They love 
to dance, which is as much an expression of culture as it is their optimism.

• They are on MySpace.com in droves, and access mostly English language 
websites to chat via Instant Messaging (IM), download music and conduct 
research.  AOL, Google, Yahoo are all used and vying for their loyalty.

• Predominantly, mainstream broadcast media are primary choices among 
bicultural Hispanic teens. Frequently cited shows and networks included:

• MTV

• VH1

• BET

• American Idol

• That 70s Show

• The Simpson’s

• Family Guy
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Reaching Hispanic Teens

Being bilingual and bicultural gives them access to more types of cultural and 

media experiences… and more choices.

• Hispanic teens do watch Spanish language broadcast, but with their family and in 
a non-teen mindset. They enjoy Sabado Gigante with their parents or telenovelas
with abuelita (Grandma). Often they express this activity in nostalgic terms, or 
when they are looking for a exaggerated expression of their culture (i.e. 
“telenovelas are so overly dramatic”; “Don Francisco is over the top”). In some 
instances, Spanish language news is strongly preferred due to its broad Latin 
American coverage and focus on country of origin.

• Some Spanish websites are visited, mostly for specialized interests such as 
checking in on country of origin life, sports, media gossip and local news. 
Univision.com is most cited, other sites like MiGente also come up.  

• Hispanic teens’ exposure to traditional Hispanic experiences and traditional 
American experiences make them the target of multiple outreach efforts. The 
important distinction for marketers is to understand what media represents what 
identity mindset the Hispanic teen is in.
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Reaching Hispanic Teens

It is interesting to note that when Cheskin studied Hispanic teens in 2000, Spanish 
Radio was not as dominant in their world. In the subsequent five years two things 
changed:  1) Spanish radio and programming exploded in the U.S., providing more 
and better options, and 2) the Hispanic influence trend continued to grow, most 
pronounced in Reggaeton. This provided better content for Hispanic teen listeners in 
2006, and a broader acceptance of their tastes.  

Key questions for marketers and content providers include:

• Is my broadcast/online content relevant to Hispanic teens?
• When choosing my media, am I looking to build awareness or relevance? (For 

instance, Spanish radio is very relevant for Hispanic teens, Sabado Gigante can 
build awareness of a brand, but in a less teen targeted way).

• If Spanish language is not being used in outreach, what themes, characters, and 
settings speak to this segment?
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Content Relevance Is 
Essential…acknowledging their 
teen and cultural sensibilities
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Content Relevance Is Essential

Language itself isn’t an issue; driving the importance of meaningful and 

contextualized marketing efforts is the issue.

• Because most Hispanic teens are not dependent on Spanish or English, 
meaningful and contextualized communications are the key drivers for success 
within this market.

• Especially at the emotional level, Hispanic teens are responsive to content that 
recognizes the role that Hispanic culture plays in their lives. It makes them feel 
accepted, unique and important, whether this is English, Spanish or Spanglish.

Humor, music, idols and authenticity are appealing.

• Geico’s Gecco is a hit!  Hispanic teens, like all teens, enjoy transparency in 
humorous ads. Funny ads and music appeals to their tastes and spokespeople 
they relate to get attention. The key is understanding what’s relevant. 

• And in a world where they are constantly gauging and engaging different media 
and sources of information, Hispanic teens gravitate towards what is truly 
authentic – they will be quick to spot something that is not true in its intentions.
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Content Relevance Is Essential

Ads can work, but teens are marketing savvy and many buying decisions rely 

on the influence of friends.

• Hispanic teens admit to paying attention and being influenced by advertising, but 
their natural skepticism makes them prone to rely on the endorsements of others, 
whether that be trusted personalities like Daddy Yankee or trusted friends.

• When asked about favorite brands, teens most frequently cited:

• Abercrombie

• American Eagle

• Baby Phat

• Hollister

• McDonald’s

• Nike

• Sean John

• Urban Outfitters

• Hispanic teens are somewhat mixed as to whether there is a “Latino Style”, but 
when asked specifically what that means, very few distinguishing style elements 
come through.   
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Understand Hispanic teens and 
capture the cultural nuances that 
are avatars for the new cool in 
teens.
With the emergence of intraculturalism, understanding the 
dynamics of bicultural, U.S. Hispanic teen culture will be the 
ticket to relevance and success with this booming market.
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Methodology
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Methodology

Hispanic teens were recruited through social networks with a goal of providing a 
balance of urban and suburban, age range, gender and economic status. In this 
group, we did not strive for a projectable sample, but instead sought to represent a 
balanced range of Hispanic teen influencers across the U.S..

All teens must have been born or lived in the U.S. for over 10 years and have at 
least one parent of Hispanic origin. All were bilingual.

Detail

• One-on-one in-home videotaped interviews with over 30 bilingual Hispanic teens, 
age 13 to 19, balance of males and females.

• Interview length of approximately 60 minutes. 
• Interviews conducted in whichever language the interviewee feels most 

comfortable.
• Teens videotaped in their own environment, typically in their bedrooms, bringing 

visual context and richness to their stories. 
• Seven U.S. markets represented including major Hispanic and emerging markets: 

New York, Miami, Los Angeles, Chicago, San Antonio, Charlotte and San 
Francisco.
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Cheskin

Cheskin is a consulting firm that guides innovation through its deep understanding of 
people, cultures and change. Grounded in research, design and marketing, Cheskin 
helps companies identify new markets, develop new products and services, and 
enhance brand experience. Clients include many of the Fortune 500, from 
technology and finance to consumer goods and professional services.

Cheskin helps clients relate customer experience to real business issues, touching 
every point of the product development process, from identifying unmet customer 
needs to visualizing new concepts. With a diverse multilingual staff, Cheskin is 
highly regarded for an ability to uncover the meaningful experiences that create 
competitive advantage in the U.S. and internationally. Cheskin is based in Redwood 
Shores, CA, with offices in New York, Seattle, San Francisco and Mexico City.

www.cheskin.com

650.802.2100

For more information on Cheskin’s Hispanic Market expertise and services, contact:

Stephen Palacios
Executive Vice President
spalacios@cheskin.com
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Snippies

Snippies is a unique "video data gathering" company, focused on producing 
insightful video footage through interviews and observations. Snippies manages a 
global team of local video journalists selected for their interviewing skills and 
technical prowess. 

In over 85 markets (over 50 of them in the U.S.), Snippies conducts one-on-one 
interviews in homes, offices and on the streets – bringing to researchers the world of 
their targets, revealing attitudes and behaviors both quickly and powerfully. Snippies’
production staff weaves together the footage into compelling presentations, both 
video and web-based. 

Aside from market research, clients use Snippies for business pitches, corporate 
communications, event audit and recap videos, conference videos, sales/marketing 
presentations and web content. 

www.snippies.com

212.594.9500
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