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"The Hispanic Millennial generation accounts for the
largest share of the Hispanic population. Due to their
significant influence on older and younger Hispanics,

understanding Hispanic Millennials provide hints about
the future direction of the Hispanic market as a whole.

- Juan Ruiz, Director of Hispanic Insights

This report looks at the following areas:

• Hispanic Millennials make a positive balance of their lives so far
• Hispanic Millennials’ lives are not worry-free
• Innovating beyond the idea of family
• Making Hispanic Millennials the heroes of their stories
• Using social media to increase awareness
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Raising children is more expensive for more affluent Hispanic Millennials
Figure 42: Hispanics’ attitudes toward having children, by household income, February 2018

Data sources

Consumer survey data

Abbreviations and terms

Abbreviations

Terms

A note about acculturation

Appendix – Data Sources and Abbreviations

Report Price: £3254.83 | $4395.00 | €3662.99

Marketing to Hispanic Millennials - US - June 2018

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/860533/
mailto:reports@mintel.com

	Marketing to Hispanic Millennials - US - June 2018
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What You Need to Know
	Market Factors
	Key Players – What You Need to Know
	What’s Working?
	What’s Struggling?
	What’s Next?
	The Consumer – What You Need to Know
	What Makes Hispanic Millennials Unique?
	Hispanic Millennials’ Satisfaction with Their Lives
	Hispanic Millennials’ Financial Challenges
	Hispanic Millennials and the Status Quo
	Hispanic Millennials’ Attitudes toward Children
	Appendix – Data Sources and Abbreviations



