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1.0 INTRODUCTION

Executive Summary 

The fourth wave of research examines multicultural Millennials and the impact culture plays in 

their consumption of food, beverages, and alcohol. This wave will show that food, beverages, 

and alcohol not only have deep cultural roots for the different Millennial cohorts, but also plays an 

��«�ÀÌ>�Ì�À��i������Ü�Ì�iÞ�iÝ«ÀiÃÃ�Ì�i�À�VÕ�ÌÕÀ>���`i�Ì�ÌÞ]���Ü�Ì�iÞ�`iw�i�Ì�i�Ãi�ÛiÃ]���Ü�Ì�iÞ�
socialize, and how they share their most meaningful experiences. 

Furthermore, this study has expanded beyond Hispanic Millennials to include both Asian and 

African-American Millennials, which make up nearly half of all Millennials in the U.S. today. By 

including these two groups, this study will provide a cross-cultural analysis that will help provide 

insight into the similarities and differences that exist between the different ethnic audiences as it 

relates to food, beverage, and alcohol consumption.  

 
KEY FINDINGS

U.S.-born Hispanic Millennials use food and beverages as a means of connecting to their cultural roots.

Foreign-born Hispanic Millennials consume mass-market food and beverages 

because they are seeking assimilation into mainstream culture.

Hispanic Millennials prefer established brands to craft or artisanal brands.

Hispanic Millennials are heavy beer drinkers whose consumption is linked to culture and friendship. 

All multicultural Millennials are “Foodies”, with Hispanic Millennials leading 

the preference for whole foods. 

While vodka is the spirit of choice among all Millennials, Hispanic Millennials are equally drawn to tequila. 

Non-Hispanic White Millennials are embracing ethnic flavors. 

Hispanic Millennials are actively involved in grocery shopping, yet less likely to conduct 

research or use coupons. 
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Background
The Hispanic Millennial Project (HMP) is a joint research study by cross-cultural advertising agency Sensis, 

�i>`��}��>À�iÌ�ÀiÃi>ÀV��wÀ��/���� �Ü�,iÃi>ÀV�]�>�`���Ã«>��V�Ã�V�>����ÃÌi���}�«�>Ìv�À��"9
t°

The study aims to develop a better understanding of Hispanic Millennials living in the United States by 

digging deeper into segmentation, points of tension, and differences between U.S.-born and Foreign-

L�À����Ã«>��V�����i���>�Ã]�>Ã�Üi���>Ã���`iÀ���Ã«>��VÃ]� �����Ã«>��V�7��Ìi]�ƂÃ�>�]�>�`�ƂvÀ�V>��Ƃ�iÀ�V>��
Millennials.

The study was conducted and released in waves in 2014 and 2015, where each wave focused on a 

different topic relevant to this demographic.

Objectives 

/�i���Ã«>��V�����i���>��*À��iVÌ�«À�Û�`iÃ�>�����`i«Ì��Li�>Û��À>�]�«ÃÞV��}À>«��V]�>�`�V��ÃÕ�«Ì����«À�w�i�
of Hispanic Millennial segments by identifying insights related to:

• How Hispanic Millennials differ from “mainstream” Millennials and other Hispanic demographics.

• The different points of tension that Hispanic Millennials face by living in between 

 two different cultures.   

• ��Ü���Ã«>��V�����i���>�Ã�V��«>Ài�Ì���Ì�iÀ�iÌ���V�����i���>��V���ÀÌÃ�q���V�Õ`��}�7��Ìi]�ƂÃ�>�] 
 and African-American Millennials.
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Survey Methodology 

-i�Ã�Ã�>�`�/���� �Ü�,iÃi>ÀV��V��`ÕVÌi`�>�v�ÕÀÌ���>Ì���Ü�`i������i�ÃÕÀÛiÞ�����>ÀV��Óä£x°�Ƃ�
Ì�Ì>���v�£]xÎÎ�µÕiÃÌ����>�ÀiÃ�ÜiÀi�V��«�iÌi`°�+Õ>��wi`�ÀiÃ«��`i�ÌÃ�ÜiÀi�Ãi}�i�Ìi`���Ì��Ì�i�
v����Ü��}�wÛi�}À�Õ«Ã\

 �ÌiÃ\�I �����Ã«>��V�7��Ìi�`�iÃ���Ì���V�Õ`i�ƂvÀ�V>��Ƃ�iÀ�V>�Ã]�ƂÃ�>�Ã]�>�`��Ì�iÀ�iÌ���V�
}À�Õ«Ã°�,iÃ«��`i�ÌÃ����i>V��}À�Õ«�ÜiÀi�Üi�}�Ìi`�Ì���>ÌV��1°-°�
i�ÃÕÃ�«�«Õ�>Ì����
distributions for gender, age, and U.S. region.

II�Ƃ�V�����Ài�>Ìi`�µÕiÃÌ����>�Ài�«>ÀÌ�V�«>�ÌÃ�ÜiÀi�ÃVÀii�i`�v�À�>}iÃ�Ó£³°��
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The Hispanic Millennial segment is one of the most important and misunderstood consumer 

`i��}À>«��VÃ����Ì�i�1��Ìi`�-Ì>ÌiÃ�>�`�Ì�iÞ�>Ài�w�>��Þ�`À>Ü��}�Ì�i�>ÌÌi�Ì�����v��>À�iÌiÀÃ�`Õi�
to their size and lifetime value. The Hispanic Millennial has also received attention from brands 

and new media ventures because of the challenge Hispanic Millennials present to marketers. 

��Ã«>��V�����i���>�Ã�iÝ��L�Ì��iÞ�`�vviÀi�ViÃ�Ü�i��V��«>Ài`�Ì����`iÀ���Ã«>��VÃ�>�`�Ì��Ì�i� ���
��Ã«>��V�7��Ìi]�ƂÃ�>�]�>�`�ƂvÀ�V>��Ƃ�iÀ�V>������i���>�Ã°

7���i�Ì�iÀi��Ã�>�}Ài>Ì�`i>���v�ÀiÃi>ÀV��Li��}�«ÕL��Ã�i`�>L�ÕÌ���Ã«>��V�����i���>�Ã]�VÕÀÀi�Ì�
research is only scratching the surface of what we are beginning to understand is one of 

the most complex groups of consumers in the marketplace. By understanding the Hispanic 

Millennial, brands and marketers will be able to engage and speak with Hispanic Millennials in 

more culturally and contextually relevant ways.


Ý�ÃÌ��}�ÀiÃi>ÀV��«À�Û�`iÃ�>�}��`�ÃÌ>ÀÌ��}�«���Ì�LÕÌ�Üi�Ãii�Ì�Àii�vÕ�`>�i�Ì>��>Ài>Ã�Ü�iÀi�Üi�
need to further our understanding and change the paradigm:

•  Foreign-born vs. U.S.-born

•  Points of Tension

•  Segmentation 

 

2.0 WHY ANOTHER HISPANIC MILLENNIAL STUDY?
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Demographic Trends 
Hispanic Millennials make up the second largest Hispanic demographic living in the United 

States. In 2014, Hispanic Millennials accounted for 27% of all Hispanics. Hispanic Millennials also 

account for 29% of all Millennials living in the United States. 

Hispanic Millennials now make up the majority of Millennials in key DMAs and are reaching 

critical mass in many growing markets 
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"ÛiÀ�Ì�i��iÝÌ�wÛi�Þi>ÀÃ]�Üi�Ü����>�Ã��Li}���Ì��Ãii���Ã«>��V�����i���>�Ã½�À>«�`�}À�ÜÌ������>À�iÌÃ���Ì�
traditionally associated with the U.S. Hispanic market.  
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3.0 OVERVIEW AND KEY FINDINGS FROM PREVIOUS WAVES

Wave 1: Introducing Hispanic Millennials
Hispanic Millennials have grown up in a historic time for the U.S., facing a major recession, the 

Ü>À����ÌiÀÀ�À]�Ì�i�Õ�«ÀiVi`i�Ìi`�}À�ÜÌ�����Ã�âi�>�`���yÕi�Vi��v���Ã«>��VÃ]��i>�Ì�V>Ài�Àiv�À�]�
and high unemployment. This evolving landscape has shaped the way this segment views the 

Ü�À�`�>À�Õ�`��Ì°����Ì��Ã�wÀÃÌ�Ü>Ûi��v�ÀiÃi>ÀV�]�Üi�Ü>�Ìi`�Ì��}>���>�`ii«iÀ�Õ�`iÀÃÌ>�`��}��v�
��Ü�Ì�iÃi�V�>��i�}iÃ���yÕi�Vi`���Ã«>��V�����i���>�Ã½�Ü�À�`�Û�iÜ�>�`���Ü�Ì�iÃi�«iÀVi«Ì���Ã�
>Ài�`�vviÀi�Ì�vÀ���Ì��Ãi��v���`iÀ���Ã«>��V�Ãi}�i�ÌÃ�>Ã�Üi���>Ã�Ì�i�À� �����Ã«>��V�7��Ìi�
counterparts. By better understanding the mindset of Hispanic Millennials, brands will gain 

>�wÀ�iÀ�}À>Ã«������Ü�Ì��i�}>}i�>�`�V���Õ��V>Ìi�Ü�Ì��Ì�i�����>���Ài�VÕ�ÌÕÀ>��Þ�>�`�
psychographically relevant way. This wave focused on the following topics with respect to 

Hispanic Millennials:

• Perception of the direction of the U.S. 

• Belief in the American Dream 

•� �iw��Ì�����v�ÃÕVViÃÃ�

•� 
��ÌÀ�LÕÌ����Ì��Ì�i���ÕÃi���`��

KEY FINDINGS

Hispanic Millennials are more satisfied with the direction of the U.S. compared to Non-Hispanic Millennials

Hispanic Millennials are more driven by the “American Dream” compared to Non-Hispanic Millennials

Hispanic Millennials are more invested in higher education than Non-Hispanic Millennials

Hispanic Millennials are contributing more to the household expenses compared to Non-Hispanic Millennials

Walmart was seen as the brand that did the best job of communicating with Hispanic Millennials 

Hispanic Millennials are more attracted to owning their own business than Non-Hispanic Millennials 

Hispanic Millennials identified Apple as the brand that was most associated with success

Despite their Foreign-born heritage, Foreign-born Hispanic Millennials want to fit into the mainstream
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Wave 2: Hispanic Millennials and Healthcare
The second wave of research dives into the following topics with respect to Hispanic 

Millennials:   

• Attitudes toward health and wellness  

• Beliefs about diet and exercise 

• Adoption of health-related technology  

• Healthcare insurance knowledge and enrollment 

•� ƂÌÌ�ÌÕ`iÃ�Ì�Ü>À`�Ì�i�Ƃvv�À`>L�i�
>Ài�ƂVÌ��
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Wave 3: Hispanic Millennials and Financial Services
The third wave of research dives into the following topics with respect to Hispanic Millennials:  

•� ƂÌÌ�ÌÕ`iÃ�>�`��«�����Ã�Ì�Ü>À`Ã�w�>�ViÃ�>�`�L>����}��

• Adoption of new banking technology and digital currency 

•� Ƃ««À�>V��Ì���>�>}��}�Ì�i�À�w�>�ViÃ��

• Views on home ownership   

KEY FINDINGS

Attitudes about wealth: Money is important, but it is not everything

Hispanic Millennials are more debt averse than their parents and older Hispanics

Approach to finances and savings: they are pragmatic and saving for their futures

Technology: they are open to new forms of banking

Hispanic Millennials do not feel as financially overwhelmed as their non-Hispanic counterparts

Hispanic Millennials are on par with the general market in their adoption of digital currency

Hispanic Millennials consider home ownership part of their American Dream, but need help getting there

Hispanic Millennials are more likely to get a student loan in the future

For Foreign-born Hispanic Millennials, in-language banking services are important

Hispanic Millennials trust banks and have an overall favorable image of them
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4.0 EIGHT KEY FINDINGS
7�i��iÝ>�����}���Ã«>��V�����i���>�Ã����ÌiÀ�Ã��v�Ì�i�À�V��ÃÕ�«Ì�����v�v��`]�LiÛiÀ>}iÃ]�>�`�
alcohol it is clear that their cultural background plays a role in what they eat and drink. As the 

w�`��}Ã��v�Ì��Ã�Ü>Ûi�Ü����Ã��Ü]�Ì�i��iÛi���v�Ì�i�À�>VVÕ�ÌÕÀ>Ì����`iÌiÀ���iÃ�Ì�i���yÕi�Vi�Ì�>Ì�Ì�i�À�
�iÀ�Ì>}i�Ü�����>Ûi����Ü�>Ì�Ì�iÞ�V��ÃÕ�i°�/��Ã�Ü>Ûi�>�Ã��V�>À�wiÃ���Ü�LÀ>�`Ã�«�>Þ�>����«�ÀÌ>�Ì�À��i�
in either helping them reconnect with their cultural roots or assimilate within American culture as a 

whole. For marketers, it is important to think of their acculturation level as a spectrum, with one end 

identifying closer to the mainstream culture and the other end identifying closer to the Hispanic 

culture. The closer Hispanic Millennials feel to the U.S. the more they will want to reconnect with 

their cultural roots. The less acculturated they are, the more they will want to assimilate within the 

U.S. culture. 

U.S.-born Hispanic Millennials use food and beverage as a means of 
connecting to their cultural roots. 
The more acculturated Hispanic Millennials become the more likely they are to feel disconnected 

vÀ���Ì�i�À�VÕ�ÌÕÀ>��À��ÌÃ°�7�i��1°-°�L�À����Ã«>��V�����i���>�Ã�ÜiÀi�>Ã�i`��v�Ì�iÞ�vi�Ì�V��ÃiÀ�Ì��Ì�i�À�
Hispanic/Latino culture or the U.S. culture, only 31% of U.S.-born Hispanic Millennials indicated 

that they felt closer to the Hispanic culture. This was also the case for higher income Hispanic 

Millennials.

As a result, U.S.-born Hispanic Millennials have a stronger desire to reconnect to their Hispanic 

VÕ�ÌÕÀi�>�`�ÕÃi�v��`�>Ã�>��i>�Ã�Ì��`��Ã�°�7�i��>Ã�i`��v�Ì�i�À��iÀ�Ì>}i��À�VÕ�ÌÕÀ>��L>V�}À�Õ�`�
contributes to the foods and beverages they consume, 73% of U.S.-born Hispanic Millennials 

said yes, as compared to 71% of Foreign-born Hispanic Millennials. Furthermore, the higher the 

household income is the more likely
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��Ã«>��V�����i���>�Ã�>Ài�Ì��Li���yÕi�Vi`�LÞ�Ì�i�À�VÕ�ÌÕÀi°�7�i��iÝ>�����}�Ì�i�`>Ì>�LÞ���ÕÃi���`�
income, respondents that had a household income of $40,000 or more were 15% more likely than 

ÀiÃ«��`i�ÌÃ�Ü�Ì��>���ÕÃi���`���V��i��iÃÃ�Ì�>��f{ä]äää�Ì��vii��Ì�>Ì�Ì�i�À��iÀ�Ì>}i���yÕi�ViÃ�Ì�i�
types of foods and beverages they consume.

7�Ì��1°-°�L�À����Ã«>��V�����i���>�Ã�ÌÀÞ��}�Ì��ÀiV���iVÌ�Ü�Ì��Ì�i�À�VÕ�ÌÕÀ>��À��ÌÃ]�Ì�iÞ�>Ài���Ài����i�Þ�
than their Foreign-born counterparts to consume ethnic brands and shop at ethnic stores.  
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Hispanic Millennials that are Foreign-born consume mass-market food and 
beverages because they are seeking assimilation into mainstream culture. 

7���i�1°-°�L�À����Ã«>��V�����i���>�Ã�>Ài��iÃÃ����i�Þ�Ì��vii��V��Ãi�Ì��Ì�i�À���Ã«>��VÉ�>Ì����VÕ�ÌÕÀi]�
the opposite is the case for Foreign-born Hispanic Millennials, who do not feel close to U.S. 

VÕ�ÌÕÀi°�7�i����Ài�}��L�À����Ã«>��V�����i���>�Ã�ÜiÀi�>Ã�i`��v�Ì�iÞ�vi�Ì�V��ÃiÀ�Ì��i�Ì�iÀ�Ì�i�1°-°�
culture or Hispanic/Latino culture only 8% indicated that they felt closer to the U.S. compared 

to 27% of U.S.-born.  

As a result of these low acculturation levels, Foreign-born Hispanic Millennials have a desire to 

assimilate within the mainstream culture. Similar to the way that U.S.-born Hispanic Millennials 

use food to reconnect to their Hispanic roots, the Foreign-born Hispanic Millennial uses food as 

a means to connect with the mainstream culture. As a result, Foreign-born Hispanic Millennials 

�>Ûi��iÃÃ��v�>�`iÃ�Ài�Ì��V��ÃÕ�i�v��`Ã�Ì�>Ì�ÀiyiVÌ�Ì�i�À�v>���Þ½Ã�VÕ�ÌÕÀi�>�`�>Ài��iÃÃ����i�Þ�Ì��
Ãii�Ì�i�À�VÕ�ÌÕÀ>��L>V�}À�Õ�`�>Ã�>����yÕi�Vi����Ì�i�v��`Ã�>�`�LiÛiÀ>}iÃ�Ì�>Ì�Ì�iÞ�V��ÃÕ�i°��
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Hispanic Millennials prefer established brands to craft or artisanal brands. 
Hispanic Millennials show a clear preference for more established brands when it comes to where 

Ì�iÞ�Ã��«�>�`�Ì�i�LÀ>�`Ã�Ì�iÞ�V��ÃÕ�i°�7�i���Ì�V��iÃ�Ì��Ã��««��}]���Ã«>��V�����i���>�Ã�>Ài�
��Ài����i�Þ�Ì�>���Ì�iÀ�����i���>��V���ÀÌÃ�Ì��Ã��«�v�À�}À�ViÀ�iÃ�>Ì��>ÃÃ�ÀiÌ>��iÀÃ°�7�i��>Ã�i`�
which types of stores do they usually buy groceries from, 77% of Hispanic Millennials mentioned 

Ì�>Ì�Ì�iÞ�«ÕÀV�>Ãi�}À�ViÀ�iÃ�vÀ����>ÃÃ�ÀiÌ>��iÀÃ�ÃÕV��>Ã�7>��>ÀÌ��À�/>À}iÌ°��

Furthermore, Hispanic Millennials show a similar preference for large national brands, to other 

millennial groups.  
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Hispanic Millennials are also less likely to indicate that it is important that the foods they 

consume be locally sourced or locally grown.

 �Ì�ÃÕÀ«À�Ã��}�Þ]���Ã«>��V�����i���>�Ã���`�V>Ìi�Ì�iÞ�>Ài��iÃÃ����i�Þ�Ì��V��ÃÕ�i�>ÀÌ�Ã>�>��
foods and beverages. 
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Hispanic Millennials are actively involved in grocery shopping yet are less likely 
to conduct research or use coupons. 
Similar to other millennial cohorts, a little over a quarter of Hispanic Millennials do most of the 

grocery shopping for the household. 

9iÌ]�Õ����i��Ì�iÀ�����i���>��V���ÀÌÃ]���Ã«>��V�����i���>�Ã�Ã«i�`���Ài����iÞ����>ÛiÀ>}i�«iÀ�Üii�����
}À�ViÀ�iÃ°�7���i�Ì��Ã��Ã�«>ÀÌ�>��Þ�`À�Ûi��LÞ�Ì�i�À��>À}iÀ�>ÛiÀ>}i���ÕÃi���`�Ã�âiÃ]��Ì��Ã�>�Ã��>����`�V>Ì�À�
of a heavy grocery shopper
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Despite their heavy, weekly grocery spend, Hispanic Millennials are less likely to use coupons 

Ü�i��Ã��««��}�>�`]�>Ã�>�ÀiÃÕ�Ì]�>Ài���Ì���V���i`�Ì��«ÕÀÃÕi�Ã>Û��}Ã°�7�i��>Ã�i`���Ü��vÌi��
they use coupons, only 26% of Hispanic Millennials indicated that they use them frequently, 

V��«>Ài`�Ì��În¯��v� �����Ã«>��V�7��Ìi�����i���>�Ã�>�`�Î{¯��v�ƂÃ�>������i���>�Ã°�

 �Ì����Þ�>Ài���Ã«>��V�����i���>�Ã��iÃÃ����i�Þ�Ì��ÕÃi�V�Õ«��Ã]�LÕÌ�>�Ã��>Ài��iÃÃ����i�Þ�Ì��ÀiÃi>ÀV��
deals before they go grocery shopping. 
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Interestingly, when Hispanic Millennials do conduct comparative price shopping it does 

impact where they shop. 
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Hispanic Millennials are heavy beer drinkers whose consumption is 
linked to culture and friendship. 

��«>Ài`�Ì���Ì�iÀ�����i���>��V���ÀÌÃ]���Ã«>��V�����i���>�Ã�>Ài���Ài����i�Þ�Ì��V��ÃÕ�i�
LiiÀ����>�Üii��Þ�L>Ã�Ã°�7�i��>Ã�i`���Ü��vÌi��Ì�iÞ�V��ÃÕ�i�LiiÀ]�x£¯��v���Ã«>��V�
Millennials indicated that they drink beer at least once a week compared to 44% of 

 �����Ã«>��V�7��Ìi�����i���>�Ã°

��Ã«>��V�����i���>�Ã½�VÕ�ÌÕÀ>��L>V�}À�Õ�`�>�Ã��`À�ÛiÃ�«ÀiviÀi�Vi�v�À�Ì�i�LÀ>�`Ã�Ì�iÞ�
drink, with heavy consumption of major Mexican beer brands. 
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Furthermore, Hispanic Millennials see beer as a way to connect with friends.

 �Ì�ÃÕÀ«À�Ã��}�Þ]�vÀ�i�`Ã�«�>Þ�>����«�ÀÌ>�Ì�À��i������Ü���Ã«>��V�����i���>�Ã�`�ÃV�ÛiÀ��iÜ�
alcohol brands. 
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While vodka is the spirit of choice among all Millennials, Hispanic 
Millennials are equally drawn to tequila. 
7�i���Ì�V��iÃ�Ì��V��ÃÕ���}��>À`���µÕ�À]�ÌÜ��Ì��À`Ã��v�Ã«�À�Ì�`À�����}�����i���>�Ã�Ã��Ü�>�
preference for vodka. This is the case across all millennial groups.

However, unlike other millennial cohorts, Hispanic Millennials show an equal preference 

for consuming tequila and are willing to switch between vodka and tequila as their spirit of 

V���Vi°��7�i��>Ã�i`�Ü��V��ÌÞ«iÃ��v�>�V�������Ã«>��V�����i���>�Ã��>Ûi�V��ÃÕ�i`����Ì�i�«>ÃÌ�
3 months, Hispanic Millennials were 12% more likely to indicate tequila compared to their 

 �����Ã«>��V�7��Ìi�����i���>��V�Õ�ÌiÀ«>ÀÌÃ°�
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��À�>����Ì�iÀ�Ã«�À�ÌÃ]���Ã«>��V�����i���>�Ã�Ã��Ü�Ã����>À�V��ÃÕ�«Ì����«>ÌÌiÀ�Ã�>Ã� �����Ã«>��V�
7��Ìi�����i���>�Ã°�



H I S PA N I C  M I L L E N N I A L  P R O J E C T / 24

0QP�*KURCPKE�9JKVG�/KNNGPPKCNU�GODTCEG�GVJPKE�ƃCXQTU� 
7�Ì��V�>�}��}�`i��}À>«��VÃ����Ì�i�1��Ìi`�-Ì>ÌiÃ�>�`�Ì�i�}À�Ü��}���yÕi�Vi��v��Õ�Ì�VÕ�ÌÕÀ>��
V��ÃÕ�iÀÃ]� �����Ã«>��V�7��Ìi�����i���>�Ã�>Ài�i�LÀ>V��}���Ài�iÌ���V�y>Û�ÀÃ����Ì�i�v��`Ã�
>�`�LiÛiÀ>}iÃ�Ì�iÞ�V��ÃÕ�i°���À���ÃÌ>�Vi]�>���ÃÌ��>�v��v� �����Ã«>��V�7��Ìi�����i���>�Ã�
reported that they consume Mexican hot sauce, more so than their Asian and African-

American Millennial counterparts. 

 �����Ã«>��V�7��Ìi�����i���>�Ã�>Ài�>�Ã��ÃÕÀ«>ÃÃ��}���Ã«>��V�>�`�ƂvÀ�V>��Ƃ�iÀ�V>��
Millennials when it comes to consuming Asian condiments and sauces. 
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��ÃÌ�ÃÕÀ«À�Ã��}�Þ]� �����Ã«>��V�7��Ìi�����i���>�Ã�>Ài�>�Ã��Ã��Ü��}���ÌiÀiÃÌ����y>Û�Ài`]�
ethnic alcoholic beverages. 
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Multicultural Millennials are “Foodies,” with Hispanic Millennials 
leading the preference for whole foods. 
7i�`iw�i�º���`�i»�>Ã�Ã��i��i�Ü���i���ÞÃ�>�`�V>ÀiÃ�>L�ÕÌ�v��`�>Ã�Üi���>Ã�ÃÌ>ÞÃ�>LÀi>ÃÌ�
�v�Ì�i��>ÌiÃÌ�y>Û�À�ÌÀi�`Ã°�/�i����`�i���Ûi�i�Ì��Ã�LiV����}���Ài�«ÀiÛ>�i�Ì����Ì�i�1°-°]�
with the majority of Millennials across all ethnic segments considering themselves to be 

educated on food trends. 

Hispanic Millennials are embracing this trend and leading other millennial cohorts when it 

comes to a heightened awareness of the food production process, ingredients, and from 

where their food is sourced. For instance, 70% of Hispanic Millennials reported that they 

would like their food to be “free of growth hormones” and 63% indicated that they would 

like their food to be “sourced/manufactured ethically.” Hispanic Millennials are also ahead in 

V��ViÀ���ÛiÀ���"Ã�­}i�iÌ�V>��Þ���`�wi`��À}>��Ã�Ã®����Ì�i�À�v��`�>�`�LiÛiÀ>}iÃ°
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��Ã«>��V�����i���>�Ã½�ºv��`�i»��>Li��>�`�V��ViÀ�Ã��ÛiÀ���}Ài`�i�ÌÃ�>�`�Ã�ÕÀV��}�>Ài�>�Ã��
ÀiyiVÌi`����>����i�����`�Ì��Ã«i�`���Ài�����À}>��V�«À�`ÕVÌÃ°�"��>ÛiÀ>}i]���Ã«>��VÃ�>Ài�ÃiV��`�
only to African-American Millennials in the price premium they are willing to pay for organic 

foods. Hispanics are the most likely to pay 83% or more premium on organic products.
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5.0 COMPARING MULTICULTURAL MILLENNIALS 

By comparing Hispanic Millennials to other millennial cohorts and older Hispanics, marketers 

can identify nuances in their behaviors and opinions which can provide a deeper understanding 

of how they can tailor their messaging in a more resonant way. 

Hispanic Millennials vs. Hispanics 35-64
7�i��V��«>À��}���Ã«>��V�����i���>�Ã�Ì��Ì�i�À���`iÀ���Ã«>��V�V�Õ�ÌiÀ«>ÀÌÃ]�Ì�iÀi�>Ài�Ã��i�
distinct differences in where and how Hispanic Millennials shop. For example, when shopping 

for groceries, older Hispanics are 10% more likely to prefer shopping at large chain grocery 

ÃÌ�ÀiÃ�ÃÕV��>Ã�,>�«�Ã��À�Ƃ�LiÀÌÃ��Ã°�
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Ƃ�Ã�]���Ã«>��VÃ�Îx�Ì��È{�>Ài���Ài����i�Þ�Ì�������v�À�`i>�Ã°�
��«>Ài`�Ì����Ã«>��V�����i���>�Ã]���`iÀ�
Hispanics were 10% more likely to say that they use coupons when shopping, which they still source 

from traditional sources such as newspapers.

��Ã«>��VÃ�Îx�Ì��È{�>Ài�>�Ã��£ä¯���Ài����i�Þ�Ì��Ài«�ÀÌ�Ì�>Ì�Ì�iÞ�LÀ�ÜÃi�>�ÃÌ�Ài½Ã�ÜiLÃ�Ìi�v�À�Ã«iV�>�Ã°��
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Hispanic Millennials vs. Non-Hispanic Millennials

7���i���Ã«>��V�����i���>�Ã�>�`�Ì�i�À� �����Ã«>��V�7��Ìi�����i���>��V�Õ�ÌiÀ«>ÀÌÃ�Ã�>Ài�>�Ã����>À�
propensity for drinking craft or micro brewed beers, Hispanic Millennials show key differences in 

their preference for taste. 

1����i�Ì�i�À� �����Ã«>��V�7��Ìi�����i���>��V�Õ�ÌiÀ«>ÀÌÃ]���Ã«>��V�����i���>�Ã�>Ài��iÃÃ����i�Þ�Ì��
Ài«�ÀÌ�Ì�>Ì�Ì�iÞ�Ãii�VÀ>vÌ�LiiÀ�>Ã�Li��}�LiÌÌiÀ�Ì>ÃÌ��}�Ì�>��Ài}Õ�>À�LiiÀ°�7�i��>Ã�i`�>L�ÕÌ�Ì�i�
Ì>ÃÌi��v�VÀ>vÌ�LiiÀ]����Þ�{Î¯��v���Ã«>��V�����i���>�Ã�ÛiÀÃÕÃ�È£¯��v� �����Ã«>��V�7��Ìi�����i���>�Ã�
indicated that craft beer tasted better than regular beer. This demonstrates that even though 

Hispanic Millennials may consume craft beer, they still have not completely bought into the trend 

�À�V�>�}i`�Ì�i�À�y>Û�À�«>�>Ìi°�



H I S PA N I C  M I L L E N N I A L  P R O J E C T / 31

7�i���Ì�V��iÃ�Ì��Ì�i�Ì>ÃÌi��v�LiiÀ]���Ã«>��V�����i���>�Ã�>Ài��iÃÃ����i�Þ�Ì��«ÀiviÀ�`>À���À�
L��`�y>Û�Ài`�LiiÀÃ�V��«>Ài`�Ì��Ì�i�À� �����Ã«>��V�7��Ìi�����i���>��V�Õ�ÌiÀ«>ÀÌÃ°�
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U.S.-Born vs. Foreign-Born Hispanic Millennials
7�i��V��«>À��}���Ài�}��L�À��Ì��1°-°�L�À����Ã«>��V�����i���>�Ã]���Ài�}��L�À����Ã«>��VÃ�>Ài���Ài�
���i�Þ�Ì��i�«�>Ã�âi����i�V���i`��i>�Ã°�7�i��>Ã�i`���Ü��vÌi����Ài�}��L�À����Ã«>��V�����i���>�Ã�
cook meals from scratch, they were 8% more likely than their U.S.-born counterparts to state that 

they cook at home at least once a week. As a result, Foreign-Born Hispanic Millennials are 17% less 

likely to report that they eat at fast food restaurants. 

In addition, when it comes to the foods and beverages that Foreign-born Hispanic Millennials 

consume, they are more likely to show autonomy from their parents in the brands that they use. 

7�i��>Ã�i`��v���Ài�}��L�À����Ã«>��V�����i���>�Ã�ÕÃi��>�Þ��v�Ì�i�Ã>�i�v��`�>�`�LiÛiÀ>}iÃ�
that their parents used, only 47% of them agreed as compared to 60% of U.S.-born Hispanic 

Millennials. 
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Finally, when it comes to grocery shopping, Foreign-born Hispanic Millennials are less likely to 

shop for deals compared to their U.S. -born Hispanic Millennial counterparts. This indicates that 

the lack of bargain-hunting, with respect to food, among Hispanic Millennials, is driven by the 

Foreign-born.  
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Hispanic Millennials vs. Asian Millennials 

��«>Ài`�Ì����Ã«>��V�����i���>�Ã]�ƂÃ�>������i���>�Ã�>Ài�££¯���Ài����i�Þ�Ì��Ài«�ÀÌ�Ì�>Ì�Ì�iÞ�>Ài�
��yÕi�Vi`�LÞ�Ì�i�À��iÀ�Ì>}i�Ü�i���Ì�V��iÃ�Ì��Ì�i�v��`Ã�>�`�LiÛiÀ>}iÃ�Ì�iÞ�V��ÃÕ�i°��

Asian Millennials are also 8% more likely to report that they eat and drink ethnic brands as well as 

7% more likely to shop at ethnic grocery stores. 
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Hispanic Millennials vs. African-American Millennials  
7�i��V��«>À��}���Ã«>��V�����i���>�Ã�Ì��ƂvÀ�V>��Ƃ�iÀ�V>������i���>�Ã]���Ã«>��V�����i���>�Ã�>Ài�£{¯�
��Ài����i�Þ�Ì����`�V>Ìi�Ì�>Ì�Ì�iÞ�>Ài���yÕi�Vi`�LÞ�Ì�i�À��iÀ�Ì>}i�Ü�i���Ì�V��iÃ�Ì��V��ÃÕ���}�v��`Ã�
>�`�LiÛiÀ>}iÃ°����v>VÌ]�ƂvÀ�V>��Ƃ�iÀ�V>������i���>�Ã�>Ài�Ì�i��i>ÃÌ����i�Þ�Ì��Li���yÕi�Vi`�LÞ�VÕ�ÌÕÀi�
when it comes to food and beverage consumption.

Hispanic Millennials are also 5% more likely to state that they eat ethnic brands and 10% more likely 

to report that they shop at ethnic grocery stores. 
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Hispanic Millennial Males vs. Hispanic Millennial Females 

��«>Ài`�Ì����Ã«>��V�����i���>��vi�>�iÃ]���Ã«>��V�����i���>���>�iÃ�ÃÕÀ«À�Ã��}�Þ��>Ûi���Ài��v�>�
«ÀiviÀi�Vi�v�À���}�iÀ�i�`�}À�ViÀÞ�ÃÌ�ÀiÃ°�7�i��>Ã�i`�>L�ÕÌ�Ü�iÀi���Ã«>��V�����i���>�Ã�Ã��«]�
Hispanic Millennial males were 9% more likely to report that they shop at specialty grocery stores 

ÃÕV��>Ã�>�7���i����`Ã��À�/À>`iÀ���i½Ã°�

��ÜiÛiÀ]���Ã«>��V�����i���>���>�iÃ�>Ài�>�Ã����Ài����i�Þ�Ì��Li���yÕi�Vi`�LÞ�`�ÃV�Õ�ÌÃ°�
��«>Ài`�Ì��
Hispanic Millennial females, Hispanic Millennial males were 8% more likely to state that they shop at 

large chain discount stores. 
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7�i���Ì�V��iÃ�Ì��Ì�i�Ã��««��}�iÝ«iÀ�i�Vi]���Ã«>��V�����i���>���>�iÃ�>Ài���Ài����i�Þ�Ì����`�V>Ìi�
that they utilize technology to enhance their overall shopping experience. For instance, Hispanic 

Millennial males were 13% more likely to report that they order grocery items online and 13% more 

likely to look up product information on their mobile device while shopping at the store. 
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6.0 HISPANIC MILLENNIAL POINTS OF TENSION

Hispanic Millennials, as well as Asian and African-American Millennials, live within two cultures 

>�`]�>Ã�>�ÀiÃÕ�Ì]�iÝ«iÀ�i�Vi�`ii«�VÕ�ÌÕÀ>��>�`�«ÃÞV��}À>«��V�«���ÌÃ��v�Ìi�Ã���°�"�i��v�
the most important ways to establish a deeper understanding of Hispanic Millennials is by 

�`i�Ì�vÞ��}�Ì�i�«���ÌÃ��v�Ìi�Ã����V�>À>VÌiÀ�â��}�Ì�i�À���ÛiÃ°�"ÕÀ�v�ÕÀÌ��Ü>Ûi��v�ÀiÃi>ÀV���>Ã�
�`i�Ì�wi`�Ì�i�v����Ü��}�«���ÌÃ��v�Ìi�Ã����>Ã��Ì�Ài�>ÌiÃ�Ì��v��`]�LiÛiÀ>}iÃ�>�`�>�V����°�

Point of Tension 1: Cultural Perception is not reality 


��«>Ài`�Ì��Ì�i�À���`iÀ���Ã«>��V�V�Õ�ÌiÀ«>ÀÌÃ]���Ã«>��V�����i���>�Ã�>Ài�£Ó¯��iÃÃ����i�Þ�Ì��vii��
Ì�>Ì�Ì�i�À��iÀ�Ì>}i���yÕi�ViÃ�Ì�i�ÌÞ«i��v�v��`Ã�>�`�LiÛiÀ>}iÃ�Ì�iÞ�LÕÞ°��ÕÀÌ�iÀ��Ài]���Ã«>��V�
����i���>�Ã�>Ài�>�Ã��£{¯��iÃÃ����i�Þ�Ì����`�V>Ìi�Ì�>Ì�Ì�iÞ�LÕÞ�v��`Ã�Ì�>Ì�ÀiyiVÌ�Ì�i�À�v>���Þ½Ã�
heritage or culture. 
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In reality, Hispanic Millennials do purchase ethnic products and at a higher rate than their 

older counterparts, indicating a cognitive dissonance about the true impact of culture on their 

purchase behavior.
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Point of Tension 2: Healthy diet (except on cheat days) 
Similar to other millennial cohorts, Hispanic Millennials report that they are picky about eating 

healthy foods.

Hispanic Millennials are also more likely to state that they are on a diet to lose weight. 
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��ÜiÛiÀ]�Ü���i���Ã«>��V�����i���>�Ã�>Ài�«�V�Þ�>L�ÕÌ�Ü�>Ì�Ì�iÞ�i>Ì]�Ì�iÞ�ÃÌ����w�`�Ì��i�Ì����`Õ�}i°�
This contradiction indicates a tension between what they know is best for their health and cultural 

tendencies to indulge in food and beverages.
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Point of Tension 3: Whole foods are great, but processed ones are too?
Hispanic Millennials show a clear preference for consuming whole foods. For instance, 70% of 

Hispanic Millennials stated that they want their food to be free of growth hormones and 62% 

indicated that they want their food not to be processed. 

��ÜiÛiÀ]���Ã«>��V�����i���>�Ã�>Ài��iÃÃ����i�Þ�Ì��vii��Ì�>Ì�Ã«iV�wV�ÌÞ«iÃ��v�«À�ViÃÃi`�v��`Ã�>Ài�
bad for them – such as processed meats, frozen meals, and food with additives or preservatives. 

/��Ã�«���Ì��v�Ìi�Ã����«>��ÌÃ�Ì�i�«�VÌÕÀi��v�>�V��ÃÕ�iÀ�Ì�>Ì��Ã����yÕÝ�Ài}>À`��}�Ì�i�À����Ü�i`}i�
and attitudes about food ingredients and sourcing.
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Point of Tension 4: Home-cooked meals from the drive-thru? 
Hispanic Millennials report a preference for home-cooked meals, which is consistent with 

cultural emphasis on meals cooked by the family. 

9iÌ]�Ì�iÞ��«Ì�v�À�v>ÃÌ�v��`��«Ì���Ã�>Ì�>�ÛiÀÞ���}��À>Ìi]�ÀiÛi>���}�>�Ìi�Ã����LiÌÜii��VÕ�ÌÕÀ>����À�Ã�
and mainstream food choices while on the go. 
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Point of Tension 5: Coupons dictate where you shop but not necessarily savings. 
Hispanic Millennials were more likely to indicate that they rarely or never use coupons when 

grocery shopping. 

However, when Hispanic Millennials do use coupons, close to two-thirds indicate that coupons 

impact where they shop. This tension points to a desire to save money that is blocked by barriers 

such as convenience.
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Point of Tension 6: “I don’t like my parents’ beer, well kind of…” 
��ÃÌ���Ã«>��V�����i���>�Ã�Ã>Þ�Ì�>Ì�Ì�i�À�«>Ài�ÌÃ½�LiiÀ�«ÀiviÀi�Vi�`�iÃ���Ì���yÕi�Vi�Ì�i�
brands they drink. 

9iÌ]�Ü�i��V��«>À��}���Ã«>��V�����i���>�Ã�Ì��Ì�i�À���`iÀ���Ã«>��V�V�Õ�ÌiÀ«>ÀÌÃ]���Ã«>��V�
Millennials show a similar preference for traditional Mexican and American beer brands, 

ÃÕ}}iÃÌ��}�Ì�>Ì���Ã«>��V�����i���>�Ã�>Ài���yÕi�Vi`�LÞ�Ì�i�À�«>Ài�ÌÃ½�LiiÀ�«ÀiviÀi�ViÃ°�/��Ã�
indicates a similar cognitive dissonance about the true impact of culture on both their food, 

beverage, and beer consumption.
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7.0 IMPLICATIONS FOR MARKETERS 

Based on the insights found in our research, we have developed the following key implications 

for marketers to consider when marketing to Hispanic Millennials.

Organic food and beverages have a big opportunity with Hispanic Millennials. 
Hispanic Millennials show a clear preference for whole foods and are willing to spend more on 

organic products. As a result, Hispanic Millennials are less likely to consume products with high 

vÀÕVÌ�Ãi�V�À��ÃÞÀÕ«]�>``�Ì�ÛiÃ]�>�`���}��ÃÕ}>À°�7�i���>À�iÌ��}�Ì����Ã«>��V�����i���>�Ã]�Ì�iÀi�
is an opportunity for the messaging to highlight the freshness of the product and the natural 

ingredients used to make it. 

Craft brewers have a lot of work to do to win over Hispanic Millennials.
7���i���Ã«>��V�����i���>�Ã�V��ÃÕ�i�VÀ>vÌ�LiiÀ�>Ì�>�Ã����>À�À>Ìi�>Ã�Ì�i�À� �����Ã«>��V�7��Ìi�
Millennial counterparts, Hispanic Millennials still do not perceive that craft beer tastes better 

Ì�>��Ài}Õ�>À�LiiÀ°�/�iÀi��Ã�>���««�ÀÌÕ��ÌÞ�v�À�VÀ>vÌ�LÀiÜiÀÃ�Ì��iÝ«��Ài�`�vviÀi�Ì�y>Û�À�«À�w�iÃ�Ì��
V>«�Ì>��âi����Ì�i�«ÀiviÀi�ViÃ�Ì�>Ì���Ã«>��V�����i���>�Ã����Ü�>�`����i°�
À>vÌ�LÀiÜiÀÃ�>�Ã���>Ûi�Ì��
more effectively move Hispanic Millennials from trial to more regular consumption of bolder and 

��Ài�`�ÃÌ��VÌ�VÀ>vÌ�LÀiÜ�Ì>ÃÌi�«À�w�iÃ°

Artisanal foods are an untapped opportunity that will require greater cultural 
relevance. 
Knowing that Hispanic Millennials have a preference for more organic products, there is a similar 

opportunity for artisanal brands to highlight the natural ingredients and the sourcing methods 

used to differentiate themselves from more established brands. However, while artisanal brands 

>Ài�V�i>À�Þ�>�Ì�Ài>Ì]�Ì�iÀi��Ã�ÃÌ����>�Ã�}��wV>�Ì��>À�iÌ�v�À�iÃÌ>L��Ã�i`�LÀ>�`Ã°�

Coupons should be integrated with mobile and other emerging forms of 
technology to match usage. 

��«>Ài`�Ì���Ì�iÀ�����i���>��V���ÀÌÃ]���Ã«>��V�����i���>�Ã�>Ài��iÃÃ����i�Þ�Ì��ÕÃi�V�Õ«��Ã�Ü�i��
shopping; however, when Hispanic Millennials do use coupons it does impact where they shop. 

Knowing that Hispanic Millennials are heavy users of mobile devices, there is an opportunity for 

�>À�iÌiÀÃ�Ì��w�`��iÜ�>�`�V��Ûi��i�Ì�Ü>ÞÃ�v�À���Ã«>��V�����i���>�Ã�Ì��>VViÃÃ�V�Õ«��Ã�`�}�Ì>��Þ°�

For spirits marketers, Hispanic Millennials are more likely open to trial of new 
brands and should be targeted accordingly. 

��«>Ài`�Ì���Ì�iÀ�����i���>��V���ÀÌÃ]���Ã«>��V�����i���>�Ã�>Ài���Ài����i�Þ�Ì���>Ûi���Ài�Ì�>��
one alcohol of choice. This openness to consume different spirits makes Hispanic Millennials a 

lucrative market to encourage trial and cultivate brand preference.
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8.0  KEY FINDINGS AND IMPLICATIONS FROM PREVIOUS   
 WAVES OF THE HISPANIC MILLENNIAL PROJECT 

The initial wave explored broad attitudes and perceptions among Hispanic Millennials in the U.S. 

The second wave focused on Hispanic Millennials and healthcare. The third wave focused on 

��Ã«>��V�����i���>�Ã½�w�>�V�>��ÃiÀÛ�ViÃ�>�`�>ÌÌ�ÌÕ`iÃ�Ì�Ü>À`Ã�Üi>�Ì�°�/��Ã�v�ÕÀÌ��Ü>Ûi�v�VÕÃiÃ����
��Ã«>��V�����i���>�Ã½�v��`]�LiÛiÀ>}iÃ]�>�`�>�V�����V��ÃÕ�«Ì���°�7i�v�Õ�`�V��Ã�ÃÌi�Ì�Ì�i�iÃ�
across all four waves that are relevant for marketing purposes.

Hispanic Millennials trust big, established brands such as Coke,Pepsi, Wal-Mart, and 
Apple
7�i���Ì�V��iÃ�Ì��Ì�i�LÀ>�`Ã�Ì�>Ì���Ã«>��V�����i���>�Ã�ÌÀÕÃÌ]�L�}}iÀ��Ã��vÌi��LiÌÌiÀ°�
��i]�Ƃ««�i]�
7>���>ÀÌ]�>�`�*i«Ã��>Ài�>���}�Ì�i���ÃÌ�ÌÀÕÃÌi`�LÀ>�`Ã�>���}���Ã«>��V�����i���>�Ã°�

0WCPEGF�FGƂPKVKQPU�QH�YGCNVJ��JGCNVJ��CPF�JCRRKPGUU
��Ã«>��V�����i���>�Ã��>Ûi��Õ>�Vi`�>�`��Õ�Ì��v>ViÌi`�`iw��Ì���Ã��v�V��Vi«ÌÃ]�Ü��V��>Ài�V�i>À�Þ�
rooted in cultural norms, such as wealth, health, and happiness, but are also mixed with their 

experiences as young Americans.

*KURCPKE�/KNNGPPKCNU�GODTCEG�VGEJPQNQI[�s�HQT�ƂPCPEKCN�UGTXKEGU��JGCNVJ��CPF�
shopping
Hispanic Millennials are undoubtedly on the forefront of adopting innovative technology. They 

are comfortable not only with new forms of media, but also with the use of health-related apps, 

`�}�Ì>��v�À�Ã��v�«>Þ�i�Ì]�����ÌÀ>`�Ì���>��L>��Ã]�>�`��V���V�ÌiV�����}Þ�LÀ>�`Ã�ÃÕV��>Ã�Ƃ««�i°� �Ì�
surprisingly, they also use technology to enhance their overall shopping experience. 

Hispanic Millennials are key decision-makers in Hispanic households. 
As we have seen in the previous waves, Hispanic Millennials act as key decision-makers within 

the Hispanic household. As a result, Hispanic Millennials are taking on more responsibility for the 

grocery shopping. Furthermore, Hispanic Millennials spend more on groceries per week, making 

Ì�i��>��ÕVÀ>Ì�Ûi��>À�iÌ�v�À�ÀiÌ>��iÀÃ]�
*�]�LiÛiÀ>}i]�>�`�v��`�LÀ>�`Ã��Ì��>}}ÀiÃÃ�Ûi�Þ�Ì>À}iÌ°��

*KURCPKE�/KNNGPPKCNU�UVTWIING�YKVJ�YCPVKPI�VQ�ƂV�KP�XGTUWU�UVCPF�QWV�
ƂVÀ�ÃÃ�>���Ü>ÛiÃ��v�Ì�i�ÀiÃi>ÀV�]�>�V��Ã�ÃÌi�Ì�«���Ì��v�Ìi�Ã�����>Ã�Lii��>�V��y�VÌ�LiÌÜii��
��Ã«>��V�����i���>�Ã½�`iÃ�ÀiÃ�Ì��wÌ���Ì���>��ÃÌÀi>��VÕ�ÌÕÀi�Ü���i�>�Ã��ÃÌ>�`��}��ÕÌ�>Ã��>Ì���Ã°�/��Ã�
point of tension is further complicated by a consistent theme in our data that U.S.-born Hispanic 

����i���>�Ã�>Ài���Ài�`À�Ûi��Ì��ÃÌ>�`��ÕÌ�>�`���Ài�}��L�À����Ã«>��V�����i���>�Ã�>Ài�������}�Ì��wÌ���°��
This disparity manifests itself in food, beverage, and alcohol consumption behavior.  
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'CVKPI�TKIJV�KU�KORQTVCPV��[GV�FKHƂEWNV�HQT�*KURCPKE�/KNNGPPKCNU�
Hispanic Millennials see the value in eating healthy and report that they are currently on diets to 

��Ãi�Üi�}�Ì°�"ÕÀ�Ü>Ûi�Ó�ÀiÃi>ÀV��>�Ã��Ã��Üi`�Ì�>Ì���Ã«>��V�����i���>�Ã��>Ûi�Ã�«��ÃÌ�V>Ìi`]�Üi���
À�Õ�`i`�`iw��Ì���Ã��v��i>�Ì��>�`�Õ�`iÀÃÌ>�`�Ì�i���«�ÀÌ>�Vi��v�iÝiÀV�Ã��}�Ì��ÃÌ>Þ��i>�Ì�Þ°�7�i��
it comes to eating properly, however, Hispanic Millennials are more likely to indulge compared to 

other millennial groups. 

Additional Implications for marketing to Hispanic Millennials
•  Avoid Millennial generalizations

•  Approach Hispanic Millennials differently than their older counterparts

•  Utilize Spanish-language media as it is key to reaching Hispanic Millennials

•  ,iV�}��âi�>�`��iÛiÀ>}i�`�vviÀi�ViÃ�LiÌÜii��1°-°�L�À��>�`���Ài�}��L�À����Ã«>��V�����i���>�Ã
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9.0 WHAT’S NEXT?

-i�Ã�Ã]�/���� �Ü�,iÃi>ÀV�]�>�`�"9
t]�Ü����V��Ì��Õi�Ì��v�VÕÃ����Ì�«�VÃ�Ài�iÛ>�Ì�Ì��Ì�i�
iÝ«iÀ�i�Vi��v���Ã«>��V�����i���>�Ã�Ü�Ì����i�w�>��Ü>Ûi��v�ÀiÃi>ÀV��ÃV�i`Õ�i`�v�À�Ài�i>Ãi����Óä£x\

• Wave 5:��i`�>]�/iV�����}Þ�>�`�
�ÌiÀÌ>���i�Ì�­�Õ�Þ�Óä£x®�

We have expanded the Hispanic Millennial Project
The fourth wave also surveyed African-American and Asian Millennials. Please contact Sensis for 

a cross-cultural analysis of Millennials and food, beverage, and alcohol consumption. 
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10.0 CONTACT

11.0 SOURCES / REFERENCES

Sign up for the full reports at
www.HispanicMillennialProject.com

…and follow us on Twitter
@HispMillennial

£°� -i�Ã�Ã�+Õ>��Ì>Ì�Ûi�
��i�Ì�,iÃi>ÀV��q�1ÃiÀ���ÌiÀÛ�iÜÃ]���i�`���ÌiÀVi«ÌÃ]���VÕÃ�� �
 Groups (2013-2014)

Ó°� 1°-°�
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Î°� 
Ý«iÀ�>��-�����Ã�
��ÃÕ�iÀ�,iÃi>ÀV�]� >Ì���>����Ã«>��V�
��ÃÕ�iÀ�-ÌÕ`Þ�� �
�  �
-]�7��ÌiÀ�Óä£{

4. Geoscape GIS, Marketscape DataStream, 2014

 


