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Overview

• American cultural diversity.

• A new business reality.

• Capital seeks growth.

• Role of Culture in Marketing

• The Melting Pot vs. an Emerging Culture

• Characterizing an Emerging Identity

• Qualifying Differences

• Advanced Segmentation
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American Cultural Diversity

Dominates population and business growth in foreseeable future



Basic compelling facts

• There are over 50 million Hispanic steady-residents of the U.S.

• Hispanics contributed 52% of overall U.S. population growth between 2000 and 

2010.

• Consumer spending growth drives the U.S. economy and Hispanics represented 

42% of the growth between 2009 and 2010 and in some categories represent the 

bulk of the growth.

– Food and Beverage, and other examples.

• The White Non-Hispanic population is flat and a declining share of the American 

consumer.

• Most Hispanics are reached more effectively through “in-culture” 

communications.

• Most corporations are under-invested in Hispanic marketing.

• Marketing is part of the equation, in-culture operations is a critical parallel step to 

capitalize on the opportunity.
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The changing face of 

America

Cultural Diversity
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* 2000-2010-2015 numbers for Asian and Black are for Non-Hispanic; 2010 and 2015 Estimates as of July 1.

Population Change by Ethnicity/Race

6• Source: Geoscape; American Marketscape DataStream: 2010 Series and the U.S. 
Census Bureau.

Note: Population in the Commonwealth of Puerto Rico (3.99 million) is not included in Hispanic population figures.

By 2015, the population in the three largest ethnic groups will be more than 110.5 million and Hispanics will represent 
nearly half of that population.

Population 1960 1970 1980 1990 2000 2010 2015

Asian & PI* 980,337 980,337 3,500,439 6,994,034 10,410,556 14,345,690 15,920,986 

Black* 18,871,831 22,580,289 26,495,025 29,284,605 33,707,230 37,536,836 39,262,964 

Hispanic 2,181,409 9,589,216 14,608,673 21,898,546 35,238,481 49,804,061 55,874,883 

Other 157,198,598 170,062,084 181,941,668 190,507,602 202,065,639 207,880,430 212,277,086 

Total  179,232,175 203,211,926 226,545,805 248,684,787 281,421,906 309,567,017 323,335,919 
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Hispanics became the 
largest ñminorityò group 

in 2000 and have 
continued to surge.

The Non-Hispanic White population 
will be about equal in size to 

Hispanic+Black+Asian in 2050.
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Aggregate Lifetime Spending per Household

0

0.5

1

1.5

2

2.5

3

3.5

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

M
ill

io
n
s
 (
2
0
0
8
 $

)

Calendar Year - Life Expectancy

Total Expenditures

NH White

Black

Asian

Hispanic

0

50

100

150

200

250

300

350

400

450

500

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

T
h
o

u
s
a
n
d

s
 (

2
0
0
8
 $

)

Calendar Year - Life Expectancy

Food at Home & Away

NH White

Black

Asian

Hispanic

0

50

100

150

200

250

300

350

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

T
h
o

u
s
a
n
d

s
 (

2
0
0
8
 $

)

Calendar Year - Life Expectancy

Food at Home

NH White

Black

Asian

Hispanic

0

10

20

30

40

50

60

70

80

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

T
h
o

u
s
a
n
d

s
 (

2
0
0
8
 $

)

Calendar Year - Life Expectancy

Household Furnishings
& Equipment

NH White

Black

Asian

Hispanic

0

100

200

300

400

500

600

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

T
h
o

u
s
a
n
d

s
 (

2
0
0
8
 $

)

Calendar Year - Life Expectancy

Transportation

NH White

Black

Asian

Hispanic

0

5

10

15

20

25

30

35

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

T
h
o

u
s
a
n
d

s
 (

2
0
0
8
 $

)

Calendar Year - Life Expectancy

Personal Care 
Products & Services

NH White

Black

Asian

Hispanic

0

20

40

60

80

100

120

2008 2013 2018 2023 2028 2033 2038 2043 2048 2053 2058 2063

C
u

m
la

ti
ve

 H
o

u
se

h
o

ld
 S

p
en

d
in

g

T
h
o

u
s
a
n
d

s
 (

2
0
0
8
 $

)

Calendar Year - Life Expectancy

Apparel
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Median Age Life Expectancy

Non-Hispanic White 40 81

Hispanic 27 83

Asian 33 85

African American 30 77

Source: Geoscape modeling on various data inputs.
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Aggregate spending over the 
lifespan of a Hispanic or Asian 

household is usually greater 
than that of Non-Hispanic 

White households

Span
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U.S. Population: 2010 by Ethnic Group

8

• About one-third of America‟s population is of either Asian, Black or Hispanic origin; however, these proportions vary dramatically at the 

state and metropolitan area levels.  Many companies include Puerto Rico within their U.S. marketing efforts, with an estimated 3.99 million 

residents in 2010.

Source: Geoscape, American Marketscape DataStream: 2010 Series.
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The Latino Boom

9

• Nearly 14.5 million additional Hispanics

– 41% growth during period

– 52% of the total population growth

• New Population From 2010 to 2015

– 1,151,228 Hispanic Americans per year

• 95,936 per month, 3,152 per day, 131 per hour

Source: Geoscape; American Marketscape DataStream: 2010 Series; Estimates as of July 1 2010.

Massive growth during this period, increasingly diversifying the American population.
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Hispanic Population Concentration in 1980

10Source: Geoscape; American Marketscape DataStream: 2010 Series; Estimates as of July 1 2010.

Gateway states 
bordering Mexico.
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Hispanic Population Dispersion 2015

11Source: Geoscape; American Marketscape DataStream: 2010 Series; Estimates as of July 1 2010.

Arizona is the only state  
to decline in Hispanic 
population between 

2009 & 2010.

Major metro areas 
outside border states are 
now gateway cities too.
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Acculturation: Hispanicity
Ê

Codes

12

• HA1: Americanizado
– English dominant (nearly no Spanish)

– Born in US; 3rd+ generation

– Few Hispanic cultural practices

• HA2: Nueva Latina
– English preferred (some Spanish)

– Born in U.S.; 2nd generation

– Some Hispanic cultural practices; 

often ñretro-acculturateò

• HA3: Bi-cultural
– Bi-Lingual (equal or nearly)

– Immigrant as child or young adult

– Many Hispanic cultural practices

• HA4: Hispano
– Spanish preferred (some English)

– Immigrant as adult, in U.S. 10+ years

– Pre-dominant Hispanic cultural practices

• HA5: Latinoamericana
– Spanish dominant (nearly no English)

– Recent immigrant as adult (less than 10 years ago)

– Primarily Hispanic cultural practices

– Identify with home country more so than U.S. 

Source: Geoscape, American Marketscape DataStream: 2010 Series.

Acculturation is the process whereby immigrants acquire a new culture through language, customs, lifestyle, media usage and 
other practices while retaining elements of their home culture as well.  For Hispanics, Geoscape® calls this characteristic 

HispanicityÊ.

This pie shows the national 
distribution, although the mix 
of segments varies by region 

and metropolitan area.
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Hispanic Language Usage

13

• About 60 percent of Hispanics are Bi-Lingual to some degree and about 40 percent are 

dependant on either English or Spanish.

Source: Geoscape, American Marketscape DataStream: 2010 Series.

This pie shows the national 
distribution, although the mix 
of segments varies by region 

and metropolitan area.

Code Language Segment Hispanics Age 5+ Language Segment Hispanics Age 5+ %
HL1 English Dependent 9,603,177                            English Dominant 21,788,218                    48.7%

HL2 Bi-Lingual English Preferred 12,185,041                         Bi-Lingual 5,866,279                      13.1%

HL3 Bi-Lingual English & Spanish 5,866,279                            Spanish Dominant 17,047,929                    38.1%

HL4 Bi-Lingual Spanish Preferred 7,963,136                            

HL5 Spanish Dependent 9,084,793                            English Capable 35,617,633                    79.7%

Total 44,702,426 Spanish Capable 35,099,249                    78.5%
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• The Hispanic population is younger than the Non-Hispanic population, with a significantly greater proportion of all 

population cohorts in the under 40 age groups.  Conversely, the retirement age population is predominantly non-Hispanic.

Source: Geoscape, American Marketscape DataStream: 2010 Series.

About 70% of Hispanics are 
under 40 compared to 51% of 
Non-Hispanics whereas more 

than over 92% of the retirement-
age population is Non-Hispanic.
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Income Ranges Among Hispanics

15

• Over 40% of Hispanic households earn over $50,000 per year and 71% earn over $25,000 per year.

Source: Geoscape, American Marketscape DataStream: 2010 Series.© Copyright Geoscape, www.geoscape.com, 1 (888) 211-9353.



Top Hispanic Consumer Spending Categories

16Source: Geoscape, American Marketscape DataStream and Consumer Spending Dynamix™: 2010.

Hispanics consumer more per than the average American household in many categories.  Among 
those over-indexing categories are Apparel and various food products consumed in the home.

*This category consists of other subcategories
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Hispanics and Asians drive consumer 

spending growth

17Source: Geoscape, American Marketscape DataStream and Consumer Spending Dynamix™: 2010.

Hispanics and Asians 
together  comprise 15% 

of households, but 
contribute 67%  of the 
increase in consumer 

spending.
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Gaining access

…to the New American Mainstream



Did you say òDigital Divideó?

• In 2000, the gap in internet adoption among Hispanics and 
African Americans was great—that trend has changed 
dramatically.

– Approximately 54% of Hispanics are online and 68 percent of Hispanic internet households 
have access via broadband in their homesðinternet use is growing by 13% for Hispanics 
compared to 8% for U.S. overall.

– Hispanics are more likely than Non-Hispanic Whites to download content from the internet.

– Hispanics spend more time accessing the internet via mobile phone device than non-
Hispanics.

– Hispanics are more likely to pass on their land line service, in favor of going completely 
wireless.

– Hispanics are more likely to participate in social networking sites.

• There has never been a digital divide with Asians as a whole 
group.

Source: Scarborough Research, March 2009., Mintel.
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Multicultural Business 

Growth

• Hispanic businesses estimated at 2.2 million in „08 

generating $389 billion and expected to grow by 42% over 

the subsequent six years.

• African American businesses numbered 1.2 million in „02, 

generating $89 billion.

• Asian American businesses numbered 1.1 million, 

generating $326 million in revenue in „02.

Sources: US Department of Commerce, Census Bureau, Hispanic Business, Inc. (HispanTelligence), 

20© Copyright Geoscape, www.geoscape.com, 1 (888) 211-9353.



Multicultural Marketing

Still strong in tough times

• More than 20 companies spent over $50 million in advertising 
for the Hispanic market in „08.

• In 2008, Hispanic advertising expenditures exceeded $5 
billion and African American $2.4billion.
– No such figures are readily available for Asian.

• Since the downturn, some Hispanic advertising spending 
have faired better than general market  budgets.
– Hispanic broadcast television - along with online media - are among 

the least impacted by the negative trends in the U.S. advertising 
industry.

Sources: Advertising Age, Hispanic Fact Pack, Hispanic Market Weekly, Jack Myers Media Business Report. 
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The Ad Gap

Sources: Nielsen 2009 release adjusted for 4 quarters; ahaa.org
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Despite the market growth and branding power offered by in-culture marketing, total advertising 
investment for 2008 reflects a giant gap in commensurate spend
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The Ideal DM Consumer

Hispanic HH are:                 

3.5          
Times

more likely to respond to direct 
mail than non -Latinos.

Source:2008 Hispanic Direct Marketing Report
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The Ideal DM Consumer

72%
Of Hispanics say they òAlwaysó read 

their Direct Marketing materials

Recibir Separar Abrir Guardar
Volver

a Abrir

Activació
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Los Momentos Criticos

Source:2008 Hispanic Direct Marketing Report
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Corporate Challenges for 

Multicultural Marketing

• Internal

– Getting buy-in from corporate leadership.
• Resources to tap your fare share of the growth.

• Reflecting diversity in corporate human resources.

• External

– Distribution
• Get the right product to the right customer.

– Promotion
• Get shopperôs attention to availability and deals.

– Actionable Insights
• Expand profit margin by increasing efficiencies.

© Copyright Geoscape, www.geoscape.com, 1 (888) 211-9353. 25



Strategic Execution Paradigm

26

ORGANIZATIONAL 

ALIGNMENT

CUSTOMER TOUCH 

POINTS

BUSINESS OPPORTUNITY

COMPETITIVE CONTEXT
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27

CORPORATE

RESPONSIBILITY

LEGAL LIABILITY 

LITIGATION

COMMUNITY 

RELATIONS

DOING WELL BY DOING 

GOOD

CUSTOMER RELATIONSHIP 

MANAGEMENT

STRATEGIC 

ADVANTAGE

Multicultural Marketing Imperatives: 

The Corporate Continuum
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Repositioning Corporate Diversity 

HR

MKG

SALES

CSR

28

Diversity at the core, beginning 

with product development

Recruitment for all touch-points 

reflecting the customer base

Diverse human resource 

strategic to long-term leadership
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The overlooked importance 

of culture In marketing

Felipe Korzenny, Ph.D.



Center for Hispanic Marketing 

Communication

• Thank you Cesar and Geoscape

• Online course

• Minor for undergraduates

• Certificate for graduate students

• IMC track

• Book and other publications 

• http://hmc.comm.fsu.edu
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Cultural Marketing

Culture
Subjective

Objective

Designs for living

Worldview

Communication 
codes 

Society

Hierarchy

Family relations

Role 
expectations 

Individual

Personality

Tastes

Attitudes

Interpersonal 
relations 



But all Marketing is Cultural

• Isn‟t marketing just marketing?

• All marketing is cultural

– Are urban youths a culture?

– Are women with young children at home a culture?

– Are golf enthusiast a culture?

– Are gays and lesbians a culture?

– Are people in fantasy sports a culture?

– Are skateboarders a culture?

– Are international travelers a culture?

• Some cultures are just more different than others



Melting Pot Vs. Emerging 

Culture



Ford Motor Company

• Ford students were graduated in a musical extravaganza 
that bears close attention as an indicator of the American 
spiritual climate after WWI. A huge black pot took up the 
middle of a stage, from which hung a large sign that read 
"MELTING POT." From backstage an endless procession of 
costumed immigrants descended into the pot on a ladder 
reaching into its bowels. Each wore a sign identifying his 
former homeland. Simultaneously, from either side of the pot 
two other streams of men emerged, now converted into real 
Americans, dressed in identical clothing. Each waved a 
small American flag while a brass band played "America the 
Beautiful," fortissimo. Wives and children cheered wildly 
when cue cards were flashed.

Source: http://www.johntaylorgatto.com/chapters/11c.htm

© Copyright Geoscape, www.geoscape.com, 1 (888) 211-9353.
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The òMelting Potó



An emerging identity



Multiculturalism

Asian
African     

American

Hispanic
Non-

Hispanic 
White

37

Emerging Identities
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A New Culture: A New 

Experience

• Hispanic/Latino in the US is a special way of 

being, a synergy of background and current life

1 + 1 ≠ 2



A New Culture: A New 

Experience

• A new culture vs. acculturation or assimilation

– Beyond adapting or fitting

– Beyond learning language and customs

– It is not about blending in

© Copyright Geoscape, www.geoscape.com, 1 (888) 211-9353.



A New Culture: A New 

Experience

• A conflicted balance between marginalization, popularity, and pride

- Relationship with own culture   +
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Multiculturalism

Assimilation

Melting Pot

© Copyright Geoscape, www.geoscape.com, 1 (888) 211-9353.



A New Culture: A New 

Experience

• Not being from here or from there (ni soy de aquí, 
ni soy de allá)



A New Culture: A New 

Experience

• Backlash due to an increasing defensive sense 

of non-Hispanics (particularly Whites) losing 

ground



Characterizing an emerging 

identity



Cultural Factors Beyond 

Language

44



Interpersonal orientation
ςCollectivism
ςFamilismo
ςPower distance
ςRespect
ςPolymorphic leadership
ςSimpatia and Harmony

Time and Space perception

ςPolychronism

ςTime horizons

ςPresent time

ςTradition, past time 
orientation as a means of 
stability

ςSpace, less rigid sense of 
privacy

Spirituality 

Catholicism, Indigenous 
religions

Relationship with nature

Holistic view of the world

Intuition

Health

Rituals and celebrations

Gender

Traditional gender roles 
continue to affect how US 
Latinos perceive the world, even 
as these gender roles shift.

Machismo

Marianismo

Androgyny



Interpersonal Orientation

ωIndividualism

ωEquality

ωSelf-development

ωSelf expression

Time and Space perception

ωMonochronism

ωFuture oriented

ωRigid sense of space and privacy

ωResult oriented

Rationality

ωScientific orientation

ωObjectivity

ωInternal locus of control

Gender

ωGender equality

46



Customization of Culture

• Now we can customize our cultural lives

– artifacts

– music

– film/video 

– active connections with country of 

origin and other Lations here



Qualifyng Differences



Behavioral Differences
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Attitudinal Differences
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I enjoy seeing ads in 
other languages on 
English language TV

I admire ads that 
feature cultural 
diversity



Attitudinal Differences
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Segmenting beyond 

acculturation



Segmentation Innovation

• Beyond language ability

• Beyond acculturation

• More into brand relationships

• More into lifestyles

• Segments may become more complex but more 

useful



New Segmentation Example

Fun Seekers Comfort Seekers Revolutionaries

Brand 

Attitude

Lifestyle

Consumption

Style

Cultural

Style

Experimental Engagers Innovators

Outdoors,Active Indoor, Passive Tryingout new 
ways of being

Hedonic Reassuring Collaborative, 
inventive

Pan Cultural Hispanic Traditional Latin-Asian



We Influence Each Other

HISPANIC ORIENTATION

ANGLO

ORIENTATION

John’s value scores: 5, 7, 3, 1



Marketing to The New Latino

• Beyond Language

• Understanding a new identity and obtaining its 

insights

• Not assuming that the melting pot can come back

• Realize that all marketing is cultural



Summary

• Understanding culture is an indispensable 
component of marketing communications.

• American culture has evolved to the point where 
diversity is front and center.

• Corporations seek growth to build shareholder value.

• Growth in multicultural segments represents a 
strategic opportunity for business.

• Marketing In-Culture will become even more essential 
as America and the world internalize diversity.



Discussion

Question & Answer

5
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