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Nuestro Futuro: An Introduction
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Are all Hispanics the same? Cheskin
Understanding Hispanic Acculturation

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

Hispanic Dominant
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Understanding Biculturalism Cheskin

In general most Hispanic teens skew bicultural
and marketing to them should focus on that skew:

Acculturation Hispanic Cultural U.S. Mainstream
Quadrant Index Cultural Index
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& - Bicultural High High




Understanding Intraculturalism
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Nuestro Futuro

One Iin five teens In

the United States
IS Hispanic

Why is this important?
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You may think you know Hispanic Teens... but they are more than you think.






Hispanic Teens Help Determine Marketplace Success Cheskin

“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.”
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Hispanic Teens Are The Fastest Growing Segment of The
Fastest Growing Population in the U.S.

Percentage growth rates
2000 to 2020

4.9 million strong in 2005
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Trends That Define Second Generation Hispanics Will

Predominate

88

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.
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Being Primarily 2nd and 3rd Generation, Hispanic Teens Cheskin
Are Largely Bilingual and Bicultural
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Language Use Among Hispanic Adults
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Hispanic Teens Are Teens First
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Hanging out with friends and building social networks are important to teens.
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Hispanic Teens Are Teens First Cheskin

Technology is a natural and necessary part of their life.
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Hispanic Teens Are Teens First Cheskin

89
They are discovering who they are (and having fun).
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Hispanic Teens Are Complex

Cheskin
8E
Hispanic culture grounds certain attitudes and behaviors.
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Hispanic Teens Are Complex Cheskin

They relate to a diverse, multicultural world and a broader world view.
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Hispanic Teens Are Complex
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Hispanic Teens Are Complex Cheskin

They want to see themselves as unique individuals
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Hispanic Teens Are Complex Cheskin

The U.S. Hispanic experience: Creating a unique identity
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Hispanic Teens Complexity Shows Up in Different
Contexts

Cheskin

Identity - (base) Belong/Blend

In-home & Family Out-of-home & friends

Differentiate

U.S. mainstream marketplace -
distinguish themselves
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Hispanic Teens Are Influential
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They are proud of their Hispanic culture and recognize its influence.
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Hispanic Teens Are Influential Cheskin

They act as cultural ambassadors, introducing friends to Hispanic traditions
and styles.
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They acknowledge their responsibility as role models and cultural guides
within their family.
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Hispanic Teens Are Optimistic Cheskin

Education plays a key aspirational role
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They are driven and motivated to succeed professionally
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Hispanic Teens Are Optimistic Cheskin
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They recognize the advantage they have in being bilingual.
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They balance their personal goals with a desire to give back to their
communities
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They approach life with vitality and passion.
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Reaching Hispanic Teens Cheskin

They frequent the typical teen places, from the Internet and mainstream TV to
the mall and the movies.
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Reaching Hispanic Teens Cheskin

##

Being bilingual and bicultural gives them access to more types of cultural and
media experiences... and more choices.
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Reaching Hispanic Teens
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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.
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Humor, music, idols and authenticity are appealing.
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Content Relevance Is Essential Cheskin

#9

Ads can work, but teens are marketing savvy and many buying decisions rely
on the influence of friends.
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Methodology Cheskin
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Snippies Cheskin
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