


Chemistry Cultura + U.S. Hispanic Chamber of Commerce 
partnered on a proprietary research study

of Latino trends in media, marketing, culture.



METHODOLOGY

Statistically significant / 
quantitative study

We polled 1,427 U.S. Latinos across 
country of origin, employment, 
geography, age and gender

Added control group of gen pop to 
compare & contrast 



WHO WE 
TALKED TO



WHO WE 
TALKED TO



WHO WE 
TALKED TO
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KEY TOPICS

When To Use

English v Spanish -

Is This Changing?

Impact of

Acculturation

How To Refer To 

Hispanics 

Inclusively

Social Media

Habits

Brand Loyalty -

What Brands + Why

Where Do 

US Hispanics

Learn About

New Brands

What Influences

Purchase Decisions?

How To Appeal To 

Younger US Born

Hispanics

Passion Point 

Analysis



THREE  
IMPORTANT 

MYTHS BUSTED
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Wrong!  Something 
new is emerging…

It's Multi-facetted,
Complex, Nuanced

From social adoption, to 
passion points,  cultura is 

rapidly evolving!

SPANISH IS GOING AWAY
LATINOS ARE HOMOGENOUS, AND 
CAN ALL BE FOUND ON UNIVISION

LATINO CULTURE 
REMAINS STAGNANT



HIGHLIGHTS - MEDIA



Latinos are fervent viewers of 

television, including a whopping        

42% who still watch broadcast TV daily.
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HIGHLIGHTS - LANGUAGE





● English as preferred language at home has grown exponentially by generation. 

50% of first-gen prefer Spanish, and the number drops to 4% of third gen.

● Counter-intuitively the opposite occurs with Spanglish. Rather than merely 

adopt English, 20% of Gen Z prefer Spanglish over either individual language,

as compared to only 14% of Millennials and 10% of Gen X.



Recipients overwhelmingly refer to themselves based on 

country of origin and / or the catch-all term Latino.

The term Latinx was negligible, and was strongly refuted as 

“an inauthentic creation of corporate America.”



HIGHLIGHTS – MARKETING 





● When asked what element they most like in advertising, respondents 

heavily favored Hispanic casting (34%) over interest in product (19%).

● Latinos remain more brand loyal than the gen market, and 57% attribute 

that loyalty to “exhibiting a respect for my Latino heritage.”



IN WHAT WAYS DOES 
HISPANIC CULTURE 
INFLUENCE YOUR LIFE? 43%

What I consume…
food, music, entertainment, art, style

63%
How I live / What I believe… 
values, outlook, opportunities, 
family/community, celebrations, how 
I’m treated, opportunities

20%
In All Ways





FULL RESEARCH REPORT



WHO 
WE 
TALKED TO



WHO 
WE 
TALKED TO



WHO 
WE 
TALKED TO



THREE  
IMPORTANT 

MYTHS BUSTED
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There’s 
No Magic
Formula

It's Multi-facetted,
Complex, Nuanced

Craving 
Inclusion but Impacting 

American Culture

THERE ARE SIMPLE 
STEPS TO CONNECTING 

LATINOS ARE
A SINGULAR GROUP 

HISPANIC HERITAGE
CREATES A SEPARATENESS



Here’s what U.S. Latinos 
Want Brands To Know About…

THEIR CULTURE



IMPACTING EVERYDAY LIFE

LATINO ROOTS RUN DEEP 

43%
What I consume…
food, music, entertainment, art, style

63%
How I live / What I believe… 
values, outlook, opportunities, 
family/community, celebrations, how 
I’m treated, opportunities

20%
In All Ways

Q3.2 - In what ways, big and small, does your Hispanic culture influence your everyday life?



BUT IT'S 
COMPLICATED

PROUD AMERICANS, 

WITH AN IMMIGRANT HERITAGE LIKE EVERYONE ELSE

EXTREMELY PROUD OF COUNTRY OF 

HERITAGE,
EVEN MORE SO THAN BEING HISPANIC IN GENERAL

TREMENDOUS DIVERSITY WITHIN THE 

COMMUNITY,
PHYSICALLY, CULTURALLY…“WE’RE NOT ALL 

MEXICAN”



COUNTRY OF ORIGIN
PRIDE IS REAL

http://drive.google.com/file/d/1H4yNXL0QeO4GFbfT9KE2jMsmy74DW1FX/view


SO
DON’T LET THIS

FOOL YOU

Society’s
Default

The Real
Preference



MOST DEFINED BY VALUES

PERSONAL CONNECTION IS 



LANGUAGE

AND NOT BY 

Q2.3 - What language do you find yourself most comfortable speaking most of the time?

19%
SPANISH

67%
ENGLISH

14%
SPANGLISH



FIRST GENERATION

THE EXCEPTION IS   

Q2.3 - What language do you find yourself most comfortable speaking most of the time?



GENZ

SPANGLISH POPS FOR    

Q2.3 - What language do you find yourself most comfortable speaking most of the time?



THAN WOMEN

MEN MORE ENGLISH-COMFORTABLE

Q2.3 - What language do you find yourself most comfortable speaking most of the time?

72%
Men

63%
WOMEN



HYPOTHESIS

PROOF

1ST GENERATION 

PREFERS

SPANISH

TRUE-ISH

49% of 1st 

generation are 

more comfortable 

speaking spanish

AGE 

IMPACTS

LANGUAGE

PREFERENCE

FALSE

With 1 exception…

20% of GenZ is 

most comfortable 

with SPANGLISH

IDENTIFY

MOST CLOSELY

WITH LATIN

HERITAGE

FALSE-ISH

Latin Roots Run 

Deep, But There

Is Great Pride

In Being American 

MYTH BUSTING



SO
WHERE IS 
SPANISH 
SPOKEN?

Q2.2 - What language do you prefer to speak primarily in the following areas of your life?

24%

13% 8% 7%

At Home

At Formal Social,
Religious or
Community 
Occasions

Socializing 
or

Hanging Out
With Friends

At 
Work



FOR CONTENT

ENGLISH IS LARGELY PREFERRED  

Q5.8 - Using the below scale, please rate the language in which you prefer to consume the following kinds of content.
0 is Always in Spanish, 5 is Sometimes in Spanish, 10 is Always in English

Social Media Movies/TV YouTube Videos Books, Newspapers, 
Magazines

MUSIC 
IS THE EXCEPTION

39%

3% 3% 4% 5%

33% 39% 40%

Always 
in Spanish
Top 2 Box

Always 
in English
Top 2 Box

22%

4%

28%
Sometimes

Spanish
Sometimes

English



IN ADVERTISING

65% PREFER SOME SPANISH  

Q5.7 - What language would you prefer to hear in advertising that is meant especially for you?

39%
ENGLISH

33%
BOTH 
ENGLISH + 
SPANISH

8%
SPANGLISH

14%
SPANISH

6%
LANGUAGE DOESN’T MATTER



WHO WANTS
ADS IN

BOTH SPANISH 
AND ENGLISH?

39% Second Generation

Q5.7 - What language would you prefer to hear in advertising that is meant especially for you?

38% First Generation

44%
Millennials



DO
SPANISH ADS 

GET 
ATTENTION?

43%

26% 23% 8%

Very Likely

Somewhat 
Likely

Neutral Somewhat or 
Very Unlikely

Q5.6 - How likely are you to pay attention to advertising created in Spanish?
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The Expected

The Experiment

LANGUAGE 
MATTERS
MOST

CULTURAL NUANCE 
MATTERS 
MORE



Here’s what U.S. Latinos 
Want Brands To Know About…

WHERE TO REACH THEM



IN SOCIAL MEDIA USAGE

LATINOS ARE PROGRESSIVE 
34%23%

52%55%

58% 41%

Q6.3 - Please rank the following social media platforms from the one you USE MOST (1) to the one you USE LEAST (10)

Q6.2 - Which of the following social media platforms do you use regularly



FIND NEW BRANDS

TIKTOK IS WHERE LATINOS   

Q6.1 What ONE PLACE do you most often learn about new products, services and brands you’d like to try?



PURCHASES

TIKTOK ADVERTISING INFLUENCES    

Q5.9 - Please rank the places you see advertising from MOST IMPACTFUL (1) in influencing the brands, products and services you buy, to LEAST IMPACTFUL (11). 
Click and drag to change the order.



TIKTOK POP

GENZ LATINAS DRIVING THE     

Q6.1 What ONE PLACE do you most often learn about new 
products, services and brands you’d like to try?

Q6.2 - Which of the following social media platforms do you 
use regularly

Q5.9  Please rank the places you see advertising from MOST 
IMPACTFUL in influencing the brands you buy to LEAST IMPACTFUL.



HOW 
REGULARLY IS 

SPANISH TV
WATCHED?

31%

30% 26% 13%

Daily

Weekly Almost 
Never

Monthly

Q6.4 - How often do you watch television in Spanish, on channels like Univision, Telemundo, 
UniMas, ESPN Deportes?



WHO
IS WATCHING

SPANISH
TV

42%

Daily

First Generation

Q6.4 How often do you watch television in Spanish on channels like Univision, Telemundo, UniMas,
ESPN Deportes?

32%

Weekly
9%

Monthly

17%
Almost
Never

34%

Daily 33%

Weekly
12%

Monthly

21%
Almost
Never

39%

Almost 
Never

25%

Weekly
19%

Daily

17%
Monthly

Second Generation

Third Generation



VARY BY AGE

ENTERTAINMENT PASSIONS    

Q6.5 - Which one of the following entertainment areas are you most passionate about?



HYPOTHESIS

PROOF

TRADITIONAL 

MEDIA  

DOMINATES

FALSE

48% of Latinos

Regularly Use 

TIKTOK

SPANISH 

LANGUAGE

MEDIA 

IS DYING 

FALSE

42% of Latinos

Watch Spanish 

Language TV Daily

MUSIC 

SKEWS

OLDER

FALSE

38% of GenZ Are 

Passionate About 

Music - An 

Important Cultural 

Staple

MYTH BUSTING
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The Expected

The Experiment

TRADITIONAL
MEDIA 
RULES

IT'S A CURATED MIX
OF EMERGING
SOCIAL
+ SPANISH TV

The Experiment 



Here’s what U.S. Latinos 
Want Brands To Know About…

EFFECTIVE ADVERTISING



ADVERTISING RIGHT

FEW BRANDS GET   

Q5.2 - What Brands “get it right” when it comes to advertising and marketing to you? What are they doing others could learn from?

38%
NONE/ DON’T 
KNOW

2%
MANY

Coca Cola 6%

Amazon 6%

Goya 10%

Nike 12%



AND LEAN IN TO CULTURE

START WITH REPRESENTATION 

Q5.3 - How should Hispanic culture be represented in advertising? Choose the ONE most important aspect.



AND BE PRESENT

REFLECT COMMON VALUES     

Q4.6 - In what way does X brand you are most loyal  to, MOST respect your Hispanic heritage.



IMPORTANT
VALUES 
IN LATIN 
CULTURE

60%

57% 56% 49%

Hard Working

Respectful Family-
Oriented

Loyal

Q3.4 What personal characteristics do you attribute to being Hispanic?



TO ALL GENERATIONS

FAMILY BONDS ARE CENTRAL     

http://drive.google.com/file/d/1rtYcMn-JNxk4Nh646t1HFXTcAqPTodwu/view


CULTURAL CONNECTORS

FOOD, MUSIC, CELEBRATIONS ARE     

http://drive.google.com/file/d/18NLsXSYEyyi74E34crk1oB2VmHVUXeSN/view
http://drive.google.com/file/d/1xTFJBw0vljleeYSv4QVIT6LoyZn7Areu/view


IS INSPIRING

WORKING HARD TOWARD SUCCESS       



WHAT DO BRANDS
GET WRONG?

http://drive.google.com/file/d/1bFFhS3dPd-oTCDw4brRN7wWR_prTgvjx/view


TOP THREE 
MISTAKES 

TO  
AVOID

Stereotypes

Mis-Using 
Language

Ignoring The
Diversity In 
Hispanic Culture



#1  
WISH FOR 

FUTURE ADS
WOVEN INTO THE FABRIC OF AMERICA

http://drive.google.com/file/d/1Gh6HBVbMtbxAI3KDwgK4yzTpOLA0qvJ4/view
http://drive.google.com/file/d/1giZrD7ZIm7iZHlg698fTx7O-ow_HUwR2/view


HYPOTHESIS

PROOF

FEW BRANDS 

ARE GETTING 

IT RIGHT

TRUE

2 out of 5 

Say NO Brands

Get Latino 

Advertising Right

+

REPRESENTATION

MATTERS 

TRUE, BUT

Authenticity Rules.

Diversity Is King.

Stereotypes 

Offend.

FOCUS

EXCLUSIVELY

ON LATINOS

FALSE

There’s A Longing 

For Inclusion 

In General 

Advertising 

MYTH BUSTING
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The Expected

The Experiment

REPRESENTATION
IS THE END GAME

AUTHENTIC 
INCLUSION IS THE 
LONG GAME

The Experiment



Here’s what U.S. Hispanics 
Want Brands To Know About…

BRAND LOYALTY



DIFFERENT

LOYALTY DRIVERS ARE NO 

Q4.3 - What is the one most important reason you are loyal to brand X?



ALSO SHARED

BRAND CHARACTERISTICS ARE 

Q4.4- Which of the following characteristics best describe the brand you are most loyal to?



CATEGORIES

TOP BRAND LOYALTY 

Q4.2- Thinking of the brands you use in everyday life, what one brand are you most loyal to?



57%
Very/Somewhat
Related

BUILDS LOYALTY

RESPECT FOR HERITAGE

Q4.5 - Earlier you mentioned the brand you are most loyal to is X.  How related or unrelated is your loyalty to this brand’s respect for your heritage.

27%
Neutral

15% 
Very/Somewhat 
Unrelated



HYPOTHESIS

PROOF

LATINO

BRAND LOYALTY

IS HERITAGE/

NOSTALGIA

DRIVEN

FALSE

Product/Brand 

Performance 

Attributes Top

Loyalty Drivers

+

LATIN BRANDS

WILL LEAD THE 

LOYALTY 

RACE

FALSE

NIKE Leads 

Loyalty at 15%.  

IT IS DIFFICULT 

FOR NON-LATIN

BRANDS TO 

BUILD

BRAND LOYALTY

WITH LATINOS

FALSE

57% Say 

Respect  

Builds Loyalty 

MYTH BUSTING
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The Expected

The Experiment

LATINO 
LOYALTY LIES
WITH LATIN 
BRANDS

QUALITY +
RESPECT =
LOYALTY

The Experiment



To explore an agency partnership that puts these insights to good use, 
contact mosaic@ChemistryAgency.com 

mailto:mosaic@ChemistryAgency.com
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