
2O20s
in their

YOUNG HISPANICS: XPLORING THE NEW FACE OF AMERICA



1
1

are reshaping the United States and 

the pace of change is accelerating. 

New media and technologies are  

transforming the ways brands interact 

with this dynamic young audience. 

Method and message are fast 

becoming inseparable. 

Welcome to the new America. A 

place where consumers are more 

empowered, more opinionated and 

moving faster through the crosshairs.

We are here to be navigators of this  

changing society. Let us help you 

chart a course.

Latinos
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Xploring a Microcosm
One in five Americans ages 21-29 is Hispanic1. Numbering eight million, Hispanics 21 to 29 
comprise a powerful and growing market that cannot be ignored1. With 34% growth from 
2000 to 2011, and projected growth of 15% in the next five years, their importance is only 
increasing1.

Twenty percent and growing. That’s an easy target to spot on a census chart. But is it easy 
to connect with? Are there unifying principles, a collective heart to touch, inspiring loyalty to 
our clients’ brands?

This is the story of how we pursued that question and came to know this young Hispanic 
segment and the themes that define their lives.

We call them H20s. Hispanics in their 20s. And getting to know them in true, intimate depth 
meant following a unique approach, one summed up by the dictum that if you want to 
understand how a lion hunts, don’t go to the zoo – go to the jungle.
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Our vehicle for going deep into the jungle: Xploring, a proprietary Conill/Saatchi & Saatchi tool 
that enables us to uncover the colors and textures of H20s’ lives.  

Xploring is a guide to action inspired by real people living in the real world. With it we take 
ourselves out from behind the focus group mirror and put ourselves right in the middle of 
consumers’ lives. 

Xplorers don’t follow interview guides. We don’t limit our knowledge to what our subjects say 
they do. We experience what they really do. We get involved relationally.  We make friends, join 
conversations, and seek out experiences with our subjects that get to the heart of what matters 
the most.

To gain deep understanding of the H20 segment, we befriended 20 young men and women 
in Miami and Los Angeles. We found them not through commercial recruiting techniques but 
through relationships: friends, friends of friends, those friends’ friends and families — through 
six degrees of separation. Their acculturation levels, economic attainment, and heritage 
backgrounds were diverse.
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Constanza, also known as “Coco,” is a Venezuelan part-time design student. She is 
24 years old and has been living in the U.S. for 10 years. In addition to studying at 
Miami International University, she holds down two jobs, as an intern in a design shop 
during the week and as a bartender on the weekends.

Monica 28, is one busy woman — a bank supervisor by day and a chef extraordinaire 
at all other hours, while balancing family events, attending concerts with friends, and 
traveling. She is U.S. born, but touts her Salvadorian heritage every chance she gets. 
Mom and Grandma have inspired her and have taught her the value of hard work and 
persistence in pursuing her dream: owning her own bar. She lives in Los Angeles.

Roberto (Baloo to his friends) is a 25-year-old Venezuelan living in Miami. He came 
to the U.S. 11 years ago with his mother and three siblings. Baloo is proud of himself 
because he joined the U.S. Marines and, at the age of 23, was able to buy his first 
house to help out his family.

Meet a few of our

H20s

4
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Edgar, 29, was born in Los Angeles of Mexican parents. He is an accountant working at a law 
firm, but don’t let his serious demeanor fool you. Edgar enjoys having a good time by going 
beer tasting with his friends, hosting parties at his home to watch boxing matches, or grilling 
up some carne asada with the family. On Fridays, he picks up his favorite cigar, heads home 
to his “man-cave” to relax with “the wife.” As the oldest child in a big family, he ventured out 
on his own while still a teenager so he wouldn’t be a burden to his parents.

Juan is a cinematography student in Miami. He is 22 years old and is from Ecuador. Juan 
says his parents forced him to come to this country with them 10 years ago. Now he is happy 
to live here because he has the opportunity to meet people from other countries and various 
backgrounds. He believes that such exposure has inspired the creative passion behind his 
pursuit of a filmmaking career.

Jazmine F  has been in the U.S. only a few years and still feels the thrill of being in her new 
country. She enjoys cooking traditional meals from her hometown in the Mexican state of Puebla 
but doesn’t mind indulging in pizza once in a while. Although she doesn’t speak much English, 
she plans to learn the language and get her GED. She lives with her husband and baby girl in a  
two-bedroom house shared with three other relatives. She is 21.

Angel is a 23-year-old Latino born in East L.A. His parents are originally from Mexico. With the 
downturn of the economy, he moved back to his parents’ house to help them out financially. 
After losing his basketball scholarship from UCLA, he has been working as a security guard, 
saving money to go back to school. He is soon to be a father; that’s what is prompting his return 
to school. He wants to make sure he is able to provide a good life to his “Nicaraguexican” baby 
girl.

Stephany, from Colombia, is a 24-year-old student. She arrived in the U.S. nine years ago 
and lives with her parents in Miami. Her mom taught her to always look good because first 
impressions are important. She believes her future depends on her appearance and will not step 
out of her house without her hair and nails done.
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H20s:
WHO THEY ARE 
HOW THEY LIVE THEIR LIVES 
& WHAT MATTERS TO THEM

  QUARTER-LIFE CRISIS: WRESTLING WITH IDENTITY & VALUES
THEME 1:

8



Goodbye teen years. H20s are transitioning into adulthood and coming to grips with the 
responsibilities of grownup life. They are becoming more introspective and analytical about 
their values, the type of person they want to be, the career they want to have, the type of 
parent they want to become. Confronting this crisis (for that is how it feels — uncomfortable 
and unavoidable) has heightened their admiration for their parents, caused the H20s to 
reconsider their career and educational choices, and increased their identification with their 
Latino heritage.

NEW APPRECIATION FOR THEIR PARENTS – LIVING THE STRUGGLE IN THEIR  

OWN SKIN

Grappling with increased responsibilities from work, education, parenthood, and adult life in 
general has made H20s more aware of all the sacrifices their parents made for them, inspiring 
a new level of gratitude, admiration and respect (perhaps not so high during teenage years). 
Regardless of their parents’ acculturation level, education, or economic attainment, H20s 
better appreciate the sacrifices their parents made and understand that those sacrifices were 
stepping stones for their children to have a better life. 

“I have a deep admiration for my dad. 

He works repairing trains and walking 

several miles a day with a heavy 

toolkit. I do not think I would be able 

to survive such physical labor.” 

-Edgar

“My mom and abuela  

suffered a lot. They struggled 

for their kids, their family.” 

-Monica

“My mom and dad are my 

inspiration. I admire their 

determination and hard work to 

give me the life I have right now.”

-Arlette

“I don’t see my mom complaining. That is a 

quality I admire about her. She does hard 

work and unpleasant things that most people, 

including myself, would complain or cry 

about. However, she views those things as 

part of life- normal everyday things.” 

-Niria

“We are faced with situations where 

we have to make big decisions based 

on our gut feeling rather than our own 

experience, and the decision that we 

make today will shape our future.” 

-Constanza

“Motherhood is no joke. You have 

to get used to your new hours. Go 

to bed early and wake up early. You 

have to begin to care for another 

human being, not just yourself.” 

-Jazmine F
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AMBITION AND ANXIETY — THE PRESSURE TO SUCCEED

H20s feel great pressure to succeed. Success among Hispanics is measured across generations, 
and H20s feel the responsibility of parents’ hard work and sacrifices resting heavily on their 
shoulders. They are anxious about not living up to their family’s expectations and are willing to work 
very hard to reach their goals. 43% are willing to give up time with family to advance, compared to 
26% for NH20s2. For H20s in wealthier families, trying to match their parents’ economic attainment 
can represent a source of stress.

Regardless of language, culture, and financial disadvantages, H20s are striving to succeed, and 

they take pride in their accomplishments. The challenges that they (and their families) have 
faced along the way make them feel even more proud of their present and future attainments. 
The sky is the limit, and, as Gabriela puts it, “If a big fat lady like Oprah did it, then why can’t I?” 

 

“My parents always wanted me to follow a 

certain path. They wanted me to be a doctor 

or a lawyer, but I am passionate about 

comedy and my parents don’t believe that 

is a profession. They need a more traditional 

role for me and it took a while for them to 

understand it, but we are getting there.” 

-Francisco

“Even though I work at a bank right now and 

I have a pretty good job, I still want to own 

my own business someday. My dream is to 

own my own bar. Not just any bar, but a place 

where I could marry my love for music and 

alcohol together with the idea of hanging out 

with your friends. That’s my ultimate goal.” 

-Monica
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“Now that I am having a baby girl, I want to go back  
to college and get my education in order to be a  
P.E. teacher and coach. I want to provide a better  

future for my girl.” 
-Edgar

“I really didn’t think my life was going to play out the way it did. I 
thought I would be playing basketball. If I hadn’t lost that basketball 
scholarship years ago, I probably would be living a different life. I had 
to reassess and now I want to focus on being a basketball coach.” 
-Angel

SECOND THOUGHTS — RECONSIDERING CAREER AND EDUCATIONAL CHOICES

The median individual income for H20s is $17K per year, $7K below their non-Hispanic 
(NH20s) counterparts2. This wage gap is primarily attributable to the H20s’ lower educational 
attainment. Even though Hispanic college education has increased by 171% since the 

2000 Census, relatively lower education attainment is still a reality. Six out of 10 have high 
school education or less, three of 10 have some college education, and one out of 10 has 
graduated from college2. Factors such as exposure to the work environment, low wages, 
financial challenges, becoming a parent, and sometimes simply growing into a better 
understanding of themselves have made H20s consider changing jobs or going back to 
school.

Being young makes such changes feasible — and common. In the next 12 months, 28% 

expect to enroll in or graduate from school, and another 29% expect to change jobs2. 

Many have to juggle school and work, but the thought of providing a better future for their 
family keeps them motivated.



IMMIGRANT STORIES — PROUD LATINOS TAKING ACTION

Immigration is no piece of cake; it is tough, sometimes even dangerous, and entails great 
sacrifice. Learning to navigate a new culture and a new language without the safety net of 
family and friends can seem overwhelming.  For the vast majority of H20s, this experience 
is part of their reality: 46% are foreign-born and 34% are U.S. born with foreign-born 

parents
2. As H20s seek to define their identity, their migratory experience and heritage play 

a key role. Perhaps they were a little self-conscious of being different during childhood and 
teenage years, but now they are embracing their cultural distinctions and all the challenges 
they overcame. They are proud Latinos.  Compared to the next younger segment of Hispanics, 
those 18 to 20 (H18-20), the H20s are more likely to share their Latino roots with other Latinos 
(57% vs. 52%) and to feel it is important to teach Spanish to their kids (74% vs. 69%)2.

Through the media, young Hispanics are translating their Latino pride into action. From the 
Dream Act to MTV TR3s’ Agentes de Cambio, they are actively engaging and influencing 
political decisions. The Dream Act bill gave hope to many young Hispanics who would otherwise 
lose legal residency status after high school graduation. Young Hispanics put their hearts and 
souls in the fight to make this bill a reality. Their protests and demonstrations were pivotal in the 
outcome. In MTV TR3s’ Agentes de Cambio, we also see young Hispanics passionately and 
tirelessly influencing political decisions, and having a positive impact on their communities’ 
education, employment, and environment. H20s are fighting for Hispanic and immigration 
rights by tapping into social media and their knowledge of the “system” (government).  
H20s feel more empowered than past generations and are not ashamed or afraid to speak 
up. More than half of H20s say they will speak their mind even if it upsets people (53% vs. 47% 
H18-20)2.
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“Latinos are all about our family. That will  
never change. In our hearts and minds,  
we fight for them. For us, the struggle is 
greater because we don’t just struggle 

for ourselves but for our families.” 
-Angel

“When I came to the States around 

12 years ago, I was full of dreams and 

aspirations. The reality was tough...I 

struggled with the language, received 

bad grades in school, and achieved 

low scores on my SATs. However, I kept 

working hard and remained passionate 

about my dream.” 

-Gabriela

“I have had lots of opportunities thanks to 
my parents, but now I have to work harder 
to reach the same standard of living. Life is 
tough now. I work like crazy at my job, I have 
to do so much more to get this standard of 
living… and honestly I am afraid of not  
being able to do it.” 
-Carlos
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CULTURE FRONT AND CENTER — EMBRACING THE BEAT AND THE SPICE

Hispanic music and foods are important ways for H20s to connect emotionally with their heritage.  
They are more likely than H18-20s to enjoy eating traditional Hispanic foods (85% vs. 78%), keep  
up with Latin music, news, or sports (57% vs. 51%), and buy Hispanic foods and other products 
(53% vs. 47%)2. Listening to particular Latin artists or tasting a typical dish can instantly 
transport them back into childhood memories and bring them closer to their roots. Those food 
and music Lovemarks are, for the most part, country-specific, and can range from pupusas to  
empanadas, from tequila to rum, from agua de Jamaica to mate, from Polar to Modelo, from 
Vicente Fernandez to Willie Colón. 

“I continue to cook the foods I  
had in Puebla. That’s never going 

to change…I call my mom back  
in Puebla to get the recipes  

of some of the dishes.” 
-Jazmine F

“Growing up, music was almost like 
our religion.  Our dad was a singer/
musician…so every day we would 
dance and listen to music. We grew 
up listening to cumbias, norteñas, 
rock en español, etc. I now love 
playing old-school Latin music.  
It reminds me of my childhood.”  
-Niria

“Even if I wasn’t born there, it doesn’t  
matter. I’ve been to El Salvador many 

times…I love my country and I am proud  
of being Salvi. My whole family is proud.”

-Monica

“Eventhough I am a U.S. Marine, if you 
ask me where I am from, of course I will 
tell you I am Venezuelan”.
-Roberto

“I love being Latina. The good and 
the bad!...  I love being exotic.” 

-Stephany

FOOD FOR THOUGHT: H20s are at a point where they are defining exactly who they 

are and who they want to be, all while looking to their cultural roots to help them shape their 

individual identity. Acknowledge this quarter-life challenge, and they’ll appreciate you for it.
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 A LIVING COLLAGE: IDENTITY SHAPED ON THEIR OWN TERMS
THEME 2:

18
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For the H20s, life is not black and white. They live in a nuanced world of many shades, and 
in the process of living they are creating new hues. They are defining their core values 

and identities while reinventing culture, religion, traditions, language, gender rules, 

and family structures. They are creating a balance that feels right to them and, oftentimes, 
following a different path from that of their parents.

BICULTURALISM — AN ASSET TO SHAPE TO THEIR ADVANTAGE

H20s are challenging traditions and defining American and Hispanic cultures on their own 
terms. At the same time, they are using their two cultures to their advantage. H20s are more 
likely than H18-20s to enjoy living their American lifestyle and customs (69% vs. 59%); 
however, they also enjoy their Hispanic culture: 60% say they celebrate holidays from 
their home countries (vs. 55% of H18-20)2.

Furthermore, H20s are pushing their cultural exploration by taking interest in other global 
cultures. This, they tell us, makes them feel worldly, as they are able to share their cultural 
experiences with others, especially when visiting their home countries.  In fact, H20s express 
more interest in other cultures than do younger Hispanics 18-20 (53% vs. 50%)2. 50% of 
H20s enjoy eating foreign foods (that is, foods that aren’t North American or Hispanic) and 
over one-third are interested in international events (34%)2 .

“I am Americana cuando me conviene (when it is convenient for me),” Alessandra says. She 
asserts that she uses her  “double identity”  to thrive in this country.
          

“I use the American system for my  

convenience. For example, even though I  

just got my American passport, I used  

my Venezuelan passport when  

entering Venezuela…it made things  

easier. But coming to the U.S., I use  

my American passport.  It is faster.” 

-Cristina

“Thanksgiving gives us an opportunity to 

reunite with our family even though it is not a 

Hispanic tradition. We still appreciate it and 

embrace it.” 

-Susan

“I was born in Ecuador and I embrace  

my culture as well as other cultures.  

Actually, my two best friends are from different 

cultures. One is from Asia and the other one is 

from here, and we have never felt any cultural 

tension. We actually like it! Although one thing I 

can tell you is that we have noticed my parents’  

generation is not that open to other cultures!” 

-Juan Carlos

“I like both Spanish and English music. 

I think I am addicted to music. Even my 

husband tells me that I am. I listen to 

Aventura, Shakira and Pitbull but also 

Duranguense and music I would enjoy 

back in Puebla.  Believe it or not, I like 

Lady Gaga and the Pussycat Dolls too.” 

-Jazmine F



2221

 
 
 

 
 
 
 
 
 
 
 

“My mom is a hardcore Catholic. I grew up Catholic 
but I don’t follow it.  I do believe in God and I respect 
all religions. My dad never puts any pressure on me 
to believe in anything. However, my mom had trouble 
dealing with the fact that my wife is not Catholic.  
This caused some drama when I was getting married. 
Since we didn’t want to offend her, we got married 
through the church, but we don’t really practice.  
I mainly did it out of respect for the family and to  
make her happy.” 
-Edgar

“My mom has always been super 
religious, and she would get  

frustrated with me for not going  
to church and not being a fanatic like 
her. Although now, after losing my job 
and finally getting a new one, I have 
become more religious, thanking the 

Virgencita for my new job.” 
-Angel

“I think I am Catholic, but not 100%. This is  
where I differ from my mom. Sometimes she  
gets annoyed when I don’t have time to go to 
mass or when I just don’t pray. I believe that I have 
a personal relationship with God and that is what 
counts. So yes, I am Catholic, but in my own way!” 
-Gabriela  
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H20S WOMAN: A GENDER-ROLE REVOLUTION, LATINA STYLE

With their exposure to American culture, H20s of both sexes are adopting more progressive 

gender roles.  Some are moving out before getting married,  having kids later in life, and 
sharing domestic responsibilities with their spouses or partners. They are thinking and planning 
ahead. This generation of Latinas is at the forefront of these changes and taking full advantage 
of a newfound sense of empowerment.

An H20 woman is a force to reckon with. She defines herself as more confident, self-assured 
and secure than do her NH20 peers (60% vs. 52%).  And even though their own moms continue 
to be their motivation and role model in life, H20 women want to do so much more than their 
mothers have done. Similarly, they have progressive views of how they want to raise their 
kids and what they want for those children’s lives. They are less likely than older Hispanics to 
indulge their kids with little extras (43% vs. 56% H30+) or to feel driven to give their kids the 
things they didn’t have (51% vs. 62% of H30+)2 .

And although these young Latinas feel empowered by their freedom to pursue life on their 
own terms, the uncertainty of uncharted waters causes anxiety. They are essentially becoming 
their own role models, which leads to fears of not achieving success, of not making the right 
decisions, and ultimately, of not finding the right balance in life.

“I love clothes and fashion.  
Actually, I think that is why I want  

to be a fashion designer.” 
-Jazmine F

“I don’t think about marriage right  
now, but in the future I am afraid I will 
be successful but not have someone  

to share my successes with.” 
-Arlette

“Back in Puebla, I was a daughter. 
Here in the U.S. now, I am a mom. It’s  
a new experience. I take a lot from what  
I learned in Puebla but I also have to 
adapt to the way of life here. I have to 
keep in mind that I am living in a new 
country and perhaps I won’t be like  
my mom entirely.” 
-Jazmine F

“My dream is to have a bilingual television 
production house, where we do everything 
from shooting to editing to finalizing TV air.” 
-Jazmine G 

“I feel that I have achieved a 
lot for my age, but now that I 

reached my goals I am  
not sure what is next.” 

-Arlette



THE “U” BRAND: REINVENTING COOLNESS

No “sheeple” in this group! Far from wanting to fit in by following the herd, H20s want to be 
unique and creative in their appearance. They are not so much lured by brand names but 
by the designs or style they know they can make distinctively their own. Their “personal 
brand” is unique and can range from wearing only black and white to wearing preppy 
clothes with beat-up Converse shoes.

When compared to NH20s, H20s are more likely to enjoy trying things no one else has (44% 
vs. 34%), to stand out in a crowd (38% vs. 30%), and to make a unique fashion statement 
(27% vs 22%). As one of our H20s, Rocío, shared with us, she is constantly refreshing her 
look through her hair color, the brands she follows, and her distinctive style; it’s all intended 
to reinforce her uniqueness. Changing apparel brands for variety or novelty happens more 
often among the H20s than NH20s (28% vs. 21%)2  too.

And although they are forward-thinking trendsetters, they embrace “the classics.” For the 
H20s, being retro means honoring the “originators” or “founding fathers.” Bringing the  
retro-Latino back by modernizing it and making it their own, makes them feel hip. Clear 
examples of this Latin-retro-coolness are the array of new works of different pop, norteño 
and rock artists such as Nortec Collective, who mix norteña with techno music; Mexican 
Institute of Sound, Pitbull, Fanny Lu, and Andrea Echeverry, taking “vintage” Latin songs 
and adding their own modern twist; Paulina Rubio singing with classic artists Los Tigres del 
Norte; and Circo paying homage to songs from Los Panchos.

“I am always trying to go to 
underground stores, stores that are not 
so popular. It is tough but it is worth it 
because I am not wearing the same 
clothes as everybody.”
-Stephany

“I don’t like to stick to a brand  
or to a specific style. Instead I  
like to mix and match so I can  

create my own style.” 
-Coco
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“I think style is an expression of your own personality, 
mixed with the attitude you have in your life. I like to 
experiment with my hair, and I like tattoos. This is also why 
I don’t have a favorite brand, because I like to mix it up. 
However, I do think that every man should have one suit 
tailor made to his taste and style. That’s the highest luxury 
you can give yourself. Besides the suit, there are three 
items a man should have: a quality watch to keep track of 
time, an exquisite pen to leave your mark with, and a fast 
sports car to express your freedom.” 
-Bernardo

“I am into wearing leather shoes, even if they 
are old. I do not wear sneakers; I do not like 
them. Fragrance is super important to me too. 
Americans are not into wearing cologne. I have 
a collection of them, and carry a couple in my 
car to be able to have them at hand anywhere. 
Depending on the occasion and time of the 
day, I wear one or the other.” 
-Xavi

“I consider my style unconventional 
and sometimes trendsetting. I prefer 
to impose my own ideas on style, in 

décor, clothes, etc. The majority of 
people like my style and ask me for 
advice. I am original. It’s also about 

taste, not so much about brands.” 
-Alex

FOOD FOR THOUGHT: The 20s are a time to come into ones own, and H20s are 

exuberantly figuring this out. They have been heavily influenced by their parents and their Latin 

culture, and are progressive in their attitudes about style, career and their adult roles. Speak 

to them with respect for their grown-up accomplishments, but acknowledge their youthful 

individuality, and they’ll feel like they’re talking to a friend.
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STRETCHING MONEY
THEME 3: 

27
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“It is not about what you have. It is 
what you do to get it that defines 
you… Do-it-yourself mentality.” 
-Constanza

“Growing up, my dad bought a very old 
boat and taught me how to remodel and 
refurbish it little by little. While my friends 
were having fun, I would spend my 
weekends working on that boat.  Now I get 
to use the boat and invite my friends, and 
I feel so proud that I made this possible. 
Hard work pays off.” 
-Jose

“By the time I turned 21, I found 
myself running my dad’s business. 
My father would do the job with his 
crew and I would be in charge of 
making the deals and taking care of 
the numbers.” 
-Davy

“You’ve got to look at ways to make money  
all the time. If I lose my job right now, I am 
not going to cry about it and wait around. I 
am going to start looking for a way to make 
it. Latinos will cut your grass or do whatever 
you need to earn that money. Some Ameri-
cans just complain about the government, 
the jobs, etc., but Latinos are still making it.” 
-Edgar

“My dream is to open my own bar.  
I am saving for that. I have to do my  

own research on how to do it but…it  
would have to be a venue where  
bands could come and perform.” 

-Monica

“Google has everything you need! When I am 
working on a home improvement project and 
I do not know how to do it, I go to Google: 
browse and find. Lifesaver!” 
-Edgar

CLEVER WITH A BUCK — THE MACGYVERS (MA-QUI-VERS)

H20s are resourceful and entrepreneurial. They have a “do-it-yourself” mentality and are not 
afraid of new challenges, particularly if it’s going to save or earn them money. Compared to 
NH20s, H20s are more likely to want to set up their own business (59% vs. 49% NH20s). They 
like to express things in new ways (58% vs. 52%) and are looking for new ideas to improve 
their home (57% vs. 47% NH20s)2 . Their resourcefulness and drive are also evident when 
compared to younger Hispanics: H20s are more eager to continue learning new things (73% 
vs. 62% of H18-20) and say that they are good at fixing things (50% vs. 36% of H18-20)2 . H20s 
have picked up from older generations the handyman skills and can-do-attitude. For things that 
they don’t know how to do, they rely on the Internet to figure it out. In their view, there is more 
merit in doing things yourself than in paying someone to do it for you.
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“My dad had six kids, and always 
managed to provide us with food  
and clothes.” 
-Edgar

“My dad buys stuff at the outdoor flea 
markets called swap meets. I learned 
from my dad to hustle and look for 
deals, be a bargain shopper. I now 
use Craigslist. I got amazing deals for 
the gas lamps, pool table and foosball 
table for my ‘man cave’.” 
-Edgar

“Bras and lingerie are so expensive, 
particularly my favorite brand,  
Frederick’s of Hollywood. I wait until 
I get their annual sale email and I go 
online and buy like 15 bras at a time, 
and save big bucks!” 
-Monica

“I go online go find better deals,  
especially for my favorite brands  
that are just too expensive.” 
-Niriana

GOOD DEAL HUNTING

Hispanic culture has much money-related wisdom that has been passed down from generation 
to generation through “dichos” (sayings). As immigrants, Hispanics have been forced to be 
extra savvy with their hard-earned money, and finding a good deal makes them feel like 
smart “system-hackers.”

H20s are on a great path to fully grasping the older generation’s wisdom. They are more  
money-savvy than H18-20s, but have not reached the degree of experience of the H30+ 
crowd. H20s are more likely than Hispanics 18-20 and less likely than Hispanics 30+ to decide 
what they want before going shopping (50% vs. 42% H18-20 and 52% H30+), to only shop at 
favorite stores because they like the price (50% vs. 39% H18-20 and 53% H30+), to be careful 
with money (48% vs. 40% H18-20 and 60% H30+), to shop for specials or bargains (51% vs. 
43% H18-20 and 52% H30+), and to hold out on buying things until they’re on sale (41% vs. 
31% H18-20 and 46% H30+).2

H20s have adopted the Internet as a place to find bargains, particularly on Craigslist and 
eBay. However, they are not yet using the “Net” as much as their non-Hispanic counterparts. 
Fifty-four percent of H20s agree that the Internet changed the way they get information about 
products (vs. 62% NH20s), and 36% agree that it’s safe to make purchases online (vs. 46% 
NH20s)2 . FOOD FOR THOUGHT: Resourcefulness, a do-it-yourself mentality, and passion for 

finding good deals -- these are distinct qualities of H20s that marketers can address. Give them 

opportunities to discover and create, and help them feel smart about their purchase decisions.



4140

TECHNOLOGY: THE H20S’ NATURAL HABITAT
THEME 4: 
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Edgar loves the “crisp sound quality” of his Bose iPhone dock and his LCD TV. “It is not even 
an inch thick and it looks like a frame on the wall,” he says. Like Edgar, 54% of H20s are 
“Technology Wizards” and cannot imagine a life without Internet and new gadgets (vs. 
48% of NH20s)2 . According to the Simmons Technology Adoption segmentation, Wizards are 
adventurous users of new technology who believe technology is life.

Following are the “Technology Journeymen” (skilled users of new technology) and “Technology 
Apprentices” (taking advantage of technology but more sensitive to price). Each of those 
groups represents 15% of H20s (vs. 15% and 21% of NH20s, respectively). With such a 
high composition of Wizards, Journeymen and Apprentices, it is unsurprising that technology 
products have a high penetration among H20s: 86% have Internet access, 81% have 
computers at home or work or both work, 78% are subscribed to a wireless provider, 50% own 
an HDTV, 50% own or play video games, 43% own digital cameras, 47% own a portable MP3/
digital media player, 20% own a home theater, and 14% own a GPS unit.2

Technology products are image badges for H20s. Angel asserts that “it is not cool to have 
a flat screen TV from an obscure brand.” Unlike with clothing, where style matters more than 
labels, H20s care about having the latest technology and the best brands, and 23% agree 
that they will pay any asking price for the electronic products they want (vs. 18% of NH20s).2 
The value-conscious H20s also find ways to get what they want: 57% agree that they shop for 
the best deal in electronic equipment (similar to NH20s 63%).2  Having the latest technology is 
a symbol of achievement, and they care about the “bragging rights” it confers as well as the 
experience of using the product.

“I use my iPhone for music, as a 
party starter. I put it on another of 
my favorite toys, my Bose speaker 
dock that has such a crisp sound 
quality.”  
-Edgar  

“I treat myself to the latest technology.  
I had to get a big flat screen TV and 
great sound system for my Xbox. I also 
have a PSP and a G2 smartphone, of 
which I love the processor speed and 
resolution.” 
-Angel

“I live by my laptop and cellphone. 
I use them for schoolwork, work, 
entertainment, and socializing.  
That is where I spend most of  
my day.” 
-Xavi
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CONNECTIVITIS — A LOVE STORY

“Love” may not be a strong enough word for it. H20s fall asleep and wake up with their mobile 
phones next to them, and if they forget their device at home, they go back to get it. They are 
obsessed by the 24/7 connectivity that their mobile phone provides, and feel out of sync 
when they are without it. Smartphones have been particularly well received by Hispanics, who 
overindex on these devices. H20s are attracted to the multi-purpose nature of smartphones. 
Fifty-two percent like the idea of cell phones moving beyond voice and text, 49% use cell 
phones to get the information they need, and 43% agree that their cell phone connects them 
to their social world2. Smartphones are their toolbox for getting things done and helping them 
get ahead.

But technology is more than a tool. It has powerful emotional utility too, providing the 
connection with loved ones they need and expect. Sixty-three percent of H20s agree that 
they like to be connected with family and friends and that technology has allowed them to do 
so, regardless of physical distance2. With the use of the Internet, first and second generation 
Hispanics have been able to keep close ties with friends and family abroad “for free,” and to 
strengthen their bonds with those close by.

Facebook (85%), Yahoo (87%) and MSN (64%) are some of the platforms that online Hispanics 
21-24 use to connect3 . “Facebook is the newspaper of my friends. Thanks to social media I can 
be up-to-date with their lives,” Alessandra tells us. H20s like Alessandra love how broadly and 
deeply they can connect with others on social networks, and the feeling of not missing out on 
the lives of their loved ones far and near. As much as they like to share all their thoughts and 
feelings on Facebook, H20s are also well aware of their audience (composed of family as well 
as friends) and filter accordingly. No one wants to get in trouble with the uptight aunt, right?

“When I talk on the phone with my friends,  
we don’t necessarily share the little things  
we did. But with Facebook, I can see where 
they went, what they are doing, the little things  
that are important to them. I feel that  
I learn more about them every day.” 
-Gabriela

“Social networks are like sex… you 
love it but you need protection.”  
-Alejandra  

“It only takes five minutes to 
organize a futbolito with the 
guys. All I have to do is to send 
out a quick message to my 
friends to meet at the fut-court.”  
-Carlos



4039

“I caught my mom stalking me on Twitter.  
Facebook and Twitter are almost dangerous  
in my life. I have to be careful how my life is  
being exposed. What happened to privacy???  
It is like having paparazzi all the time.” 
-Carlos

“I love my new smartphone. I use it  
for everything, but it drives me  

crazy when the battery runs out.” 
-Xavi

“I have cellphonitis. I can’t do  
a move without my phone. It is  
my alarm clock, my watch, my  

music device… it is key for my life  
and without it I cannot live.” 

-Erik
“I love electronics, but my favorite 
gadget is my iPhone. If I forget my 
phone at home, I do not care how 

close I am to work. I drive back 
home and get it. I can’t be without it.” 

-Edgar

“I love watching videos and listening to 
music on my phone. My husband is from 
Guatemala and he looks up photos of his 
hometown to share with me. I like to text  
my friends in Puebla and here in the U.S.” 
-Jazmine F

“I cannot live without my Blackberry Torch  
and HP laptop. On my Blackberry, I like the  
ease of access to all of my email accounts.”
-Jose

FOOD FOR THOUGHT: This audience is adopting technology at a rapid pace, and 

embracing it to the fullest. Look no further to reach early adopters and influencers.
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THEME 5: 
RE-DEFINING WHAT IT MEANS TO ENJOY LIFE
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H20s are redefining their idea of “fun” in the adult world they’ve recently entered. They are 
discovering they are not as fulfilled by the things they enjoyed in their teens and are starting to 
discover new things they enjoy. It’s an exciting time of self-exploration and of establishing new 
rules and habits.

QUALITY RELATIONSHIPS — BETTER THAN A BUZZ

H20s have a different relationship with alcohol than do many other Americans their age. Having 
fun is about being able to have great conversations and enjoying different experiences with 
friends. Getting drunk for the sake of just getting drunk doesn’t fit with this generation of Latinos. 
Out of all beer drinkers, young non-Hispanics, the NH20s, are most likely to agree that the point 
of drinking is to get drunk (26% vs 18% of H20s)2. For many H20s, getting drunk is considered 
immature.  Instead, they enjoy having drinks in moderation while engaging in conversation 
with friends.

“I am not in that stage anymore of 
drinking to get drunk. In fact, I 

prefer to drink to have a good time.”
-Alessandra

“We get together on the weekends over 
carne asada, you have to bring beer. You 
can’t show up empty-handed. I catch 
up with my parents. We play poker and 
listen to music.” 
-Edgar

“We prefer to be in our cinco 
sentidos (five senses) to have fun, 
rather than being buzzed or drunk 
from drinking.”
-Jazmine F
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HANGING OUT AT A GREAT PLACE — HOME

For Alejandro, great times with friends happen most often at home making carne asada, 
playing dominoes, or watching sports. He and his fellow H20s cherish places where they can 
have conversations or enjoy some quiet time by themselves. Nightclubs just aren’t as fun 
anymore; they’re considered stressful and a waste of money. NH20s prefer being out in bars 
more than H20s do, and drink alcoholic beverages at restaurants or bars more often than H20s 
do (35% vs. 21%)2.

“I feel that when I am at a place where 
I can chill with my group of friends, 

add a couple of 12-packs of beers and 
good music, that equals a good time. A 

good time is with friends where I can 
have nice music and dance freely.” 

-Carlos 

“On Fridays, I don’t mind traffic. I stop by my 
favorite cigar store, pick up a small cigar, and 
some beer. I come home to my man cave, relax 
and watch a movie with ‘the wife.’ If there is a 
boxing match that weekend, I will buy meat 
and invite my friends on Facebook for carne 
asada.” 
-Edgar

CHANGE IS BREWING — EXPANDING THEIR TASTEBUDS AND RITUALS

Beer remains an important staple for H20s’ lives and it’s always in stock in their refrigerators. 
In fact, when visiting each other’s houses, whether the occasion is a family or friend affair, they 
describe bringing beer as a social convention as fundamental as a handshake.

H20s are proud of the beers of their home countries, and they drink more imported beers than 
the overall Hispanic population (47% vs. 36%)2. But in the end, H20s are looking for a beer with 
original and distinctive flavors, regardless of its origins or heritage. Price sometimes plays a 
key role as well. As one might expect, brand loyalty erodes as the evening progresses. After a 
few drinks and having a great time with friends, any beer becomes acceptable.

At this defining stage of life, H20s are also broadening their consumption of wine and spirits. 
It’s part of their experimentation and transition to adulthood.  An astounding 86% of H20s drink 
wine (vs. 76% of NH20s). When it comes to whiskey, they are also being a bit more adventurous 
than their older counterparts (14% H20s vs. 11% of H30+)2. As our H20 friend Arlette puts 
it, “Drinking whiskey makes me feel mature. It’s an acquired taste. People with class drink 
whiskey.”
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“Our favorites are Heineken,  
Polar, Corona and Budweiser  

because they are cheap.” 
-Alexis & Ricardo

“I am currently into micheladas,  
which is a Mexican drink made 

with beer, tomato juice, lime and 
assorted spices. I picked it up 

from my Mexican friends. I found 
a mix at 7/11 and mix it with my 

favorite Salvadorian beer.”
-Monica

“I like dark beer. Strong flavored beers  
such as Negra Modelo, Sam Adams,  
Red Stripe, Bitbürger, or Pacifico. 
 I take my time drinking the beer, I like 
 to savor it. I don’t like light beers that  
taste like water.” 
-Edgar

 “My signature drink is made out  
of vodka, Kool-Aid and sugar. The  
exact recipe is secret. My friends  
have tried to replicate it but they  
never get it right.” 
-Angel

“Tequila is the best. It’s part of my  
culture, part of who I am. Tequila comes 
from Mexico and I was born in Mexico.  
My family loves to party, we like to have 
good ambiance with music, telling each 
other stories, jokes, and anecdotes. It  
was with them that I had my first beers  
and mixed drinks.” 
-Jazmin G

“At a young age my parents taught 
me to drink alcohol the right way:  

‘con clase.’ Mixing whiskey was out  
of the question. I drink whiskey when 

we go out for party nights and beer 
when we go to the beach or for  

parrilladas (barbecues).” 
-Martha

FOOD FOR THOUGHT: H20s are social and vibrant, but don’t party just for partying’s 

sake. They value meaningful relationships and will appreciate anything that helps them form and 

sustain close bonds.
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- H20s are in a transitional phase, metamorphosing into full-fledged adults, coming  
 to understand who they are and who they wish to be for the rest of their lives.   
 As they better understand who they are, and what is important to them, they are  
 redefining the rules for living, blazing their own trail.

- Difficult economic realities and increased pressure to “make it” have led them 
 to reconsider education and different career paths.

- Living the struggle of adulthood in their own skin has increased gratitude and 

 admiration towards parents, regardless of their elders’ educational levels or 
 economic attainment.

- H20s are reevaluating how they connect with others. Deep and meaningful 

 connections with their friends and family are taking precedent. They are 
 redefining fun, and are appreciating quality time more than before.

- They have a different way of drinking; it’s not about getting wasted. It’s a ritual of  

 sharing experiences and enjoying moments with their friends.

- They are reclaiming their “Latinness” and embracing cultural Lovemarks. Music,  
 food, and beverages provide a strong emotional connection to their roots.

- They are embracing culture on their own terms. They are not only appreciating  
 their Hispanic heritage, but also learning from other cultures.  

- Feeling unique is important to them. Hence they love mixing and matching   
        elements of their Hispanic and American backgrounds. This is reflected in their  
 approach to religion, gender roles, style and other facets of life.

WHAT WE’VE DISCOVERED
REVIEWING
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- How can we encompincharnos with young Hispanic adults (make ourselves their  
 sidekick or wingman) to help them overcome the stress of being constantly watched  
 -practically stalked- by their parents?

- What are ways we can define fun the way H20s do, as good times with their friends?  
 How can we create environments or provide experiences to enjoy with others?

- How can we expand the consumer’s right to choose and to create brand experiences  
 their own way? H20s don’t want to be controlled when it comes to culture, ritual,  
 religion, or style. How can we too be less controlling?

- How can we elevate the importance and value of being bicultural, rewarding the  
 H20s’ ability to adapt?

1 Geoscape, American Marketscape DataStream™ 2011 Series, Hispanic and Non-Hispanic population.
2 Simmons NCS/NHCS Spring 2011 full year population survey, base: Hispanics 18-20, 21-29, 30+, 

  and non-Hispanics 21-29.
3 ComScore Ad-Focus April 2011, base: Hispanics 21-24. 

Want to know more?

Contact Chris Traina at 
chris.traina@conill.com, 
or Verena Sisa at 
verena.sisa@conill.com
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- Latinas in their 20s are extremely driven and are hungry for success, but ultimately
 their definition of success is in finding the right balance between their personal and 
 professional lives.

    
 

- Technology is life – they are taking full advantage of it. Some of them even have an
 acute case of Cellphonitis and Facebookitis, loving, even obsessing over, all the  
 capabilities that allow them to get things done and be connected to their world.

STRATEGIC QUESTIONS FOR CONNECTING BRANDS TO H20s

- H20s’ relationships with their parents remain strong. How can we encourage and  
 draw upon the strength of the relationship while serving the young adults’ trailblazing,  
 independent spirit?

- Compared to their families’ circumstances in their countries of origin, H20s are people   
 of means. How can we encourage and contribute to their growing prosperity?

- How can we recognize and reward the difficulties and disadvantages they overcame   
  to achieve success? To be so recognized is their biggest gratification — not for   
 the achievement itself but for the journey it took to get there.

- What are ways to celebrate the drive and persistence H20s exhibit so abundantly?

- Can we make our brand part of their suite of do-it-yourself “system hacking” resources?
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