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About Us:
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What does “Hispanic” mean?

Hispanics make up nearly 19% of the US population.  According to the Selig Center 
for Economic Growth, their buying power reached $1.3 trillion in 2019 alone .  

Despite these facts, marketing to Hispanics isn’t as commonly  
understood as it should be.

Here’s what you need to know so that your company can send its message more 
effectively to this target group.

The most important part of advertising to any target audience is 
understanding who you’re trying to reach. Let’s start with some 
commonly confused identifiers. Does the term “Hispanic” mean all 
Spanish speakers? Is it a synonym for “Latino”?

The terms “Hispanic” and “Latino” (or “Latinx”, a more gender-inclusive 
word) are often used interchangeably, but they are different. “Latinx” 
refers to anyone from Latin America, while “Hispanic” refers to Spanish-
speakers who trace their culture to Latin America. 

https://www.pbs.org/newshour/nation/3-ways-that-the-u-s-population-will-change-over-the-next-decade
https://www.facebook.com/business/news/insights/gains-in-translation-what-your-language-choices-say-to-us-hispanics
https://www.britannica.com/story/whats-the-difference-between-hispanic-and-latino


What should you know about 
Hispanic consumers?

Broadly speaking, when it comes to marketing to Hispanics, you are trying to 
reach a group with these characteristics: 

a strong relationship with the Spanish language. Around 62% of Hispanics 
are bilingual, speaking both Spanish and English. Despite this relatively high 
rate of bilingualism, studies have found that Hispanics prefer to see and interact 
with online content (including advertising) in Spanish. 

a preference for Spanish-language instructions and information. This  
preference for Spanish doesn’t stop at marketing. It’s important to keep in mind 
that Hispanic consumers prefer instructions and other materials in Spanish. 
This includes any documentation that comes with your product, as well as the 
pages on your company’s website. 

One of the reasons for this, a Facebook study has found, is that Spanish inspires 
feelings of confidence and positivity in Hispanic consumers. 

an affinity for video and smartphones. Hispanic consumers are the most 
frequent viewers of streaming videos online. They're also the most frequent 
users of  platforms like Snapchat to keep in touch with family and friends. 

a strong online presence. Hispanics spend more time on social media per day 
than other groups in the US. 

a tendency to spread information online. They’re also twice as likely to review 
and share information about products online. 

an appreciation for cultural representation. A majority of Hispanics 
appreciate their culture and values being represented in marketing and other 
media. 

https://ucanr.edu/blogs/blogcore/postdetail.cfm?postnum=25033
https://www.facebook.com/business/news/insights/gains-in-translation-what-your-language-choices-say-to-us-hispanics
https://www.facebook.com/business/news/insights/gains-in-translation-what-your-language-choices-say-to-us-hispanics
https://www.puentemarketing.com/how-the-u-s-hispanic-market-is-changing-this-year/
https://www.puentemarketing.com/how-the-u-s-hispanic-market-is-changing-this-year/
https://www.puentemarketing.com/how-the-u-s-hispanic-market-is-changing-this-year/
https://www.puentemarketing.com/how-the-u-s-hispanic-market-is-changing-this-year/
https://www.pwc.com/us/en/industry/entertainment-media/publications/consumer-intelligence-series/assets/pwc-emc-hispanics-report.pdf#page=21


It may seem like this information is enough to get you started on breaking into the 
Hispanic market. But there are a number of subtleties that could lead to marketing 
disasters.

1. Not all Spanish is the same.

It seems logical that a company that wants to target a Hispanic audience should 
produce advertisements, instructions, and other material in Spanish.  But beware: 
not all Spanish is the same.

Spanish can be divided into 11 broad categories of dialects. Some differences 
between these dialects are minor, while others are more noticeable. It’s important 
to show familiarity with the Hispanic market by choosing the right dialect group.

2. Hispanics have specific linguistic expectations.

Although many Hispanics are bilingual and some may not mind or may even like 
the idea of advertisements in “Spanglish” (a combination of Spanish and English 
words), a majority surveyed by Facebook preferred sticking to one language, 
preferably Spanish . Many even considered Spanglish disrespectful in advertising 
and formal communication, since they consider it an informal way to speak.

62% of the people surveyed feel it’s important for Spanish ads to use Spanish 
correctly. This makes sense, of course; speakers of any language would find 
grammatically incorrect or error-filled ads distracting at best and suggestive of a 
lack of quality or reliability at worst.

The complexities of marketing 
to Hispanics

https://en.wikipedia.org/wiki/Spanish_dialects_and_varieties
https://www.facebook.com/business/news/insights/gains-in-translation-what-your-language-choices-say-to-us-hispanics


In order to reach a new target group, knowledge is key. But how can you get to 
know a different culture, especially if you don’t have a lot of time?

A cultural training course is a solution worth considering. aiaTranslations offers 
cross-cultural training programs that can be targeted to a specific country 
or (sub) culture. These courses typically last only a day, which means intensive 
training that doesn’t take a lot of time. 

Many online resources can also help you familiarize yourself with the Hispanic 
market. These include websites and news sites specifically used by this community. 
Not only will reading what your target audience reads give you more insight; 
looking at the advertisements you come across can also be helpful (especially 
if they’re from industry competitors). “The Industry at a Glance” , a recent report 
on Hispanic and Latinx news sources from the City University of New York, is an 
excellent place to start. 

You can find additional lists of websites focused on the Hispanic community 
by doing an online search. Before you delve into a website or other source, be 
sure to also perform a general search of its name to get a sense of its popularity, 
reputation, and other important details.

Here’s an additional strategy that's not as evident: The Hispanic participants in 
Facebook’s survey recommended using actors who actually speak their kind 
of Spanish when creating advertisements and other material. This will add 
authenticity to a project, and the actors themselves may be able to make or 
suggest corrections that come from knowing their culture.

Getting to know your target audience

https://www.aiatranslations.com/copy-of-our-services
https://thelatinomediareport.journalism.cuny.edu/the-industry-at-a-glance/
https://www.facebook.com/business/news/insights/gains-in-translation-what-your-language-choices-say-to-us-hispanics


You’ve learned about the Hispanic market and Hispanic culture. You feel 
confident about how to appeal to Hispanic consumers. Now, all you have to do is 
create or translate Spanish marketing material, right?

Not exactly. There’s more to translation than transcribing word-for-word. Culture 
and slight linguistic differences weigh hugely when it comes to “speaking to” 
your target audience. That’s why you shouldn’t rely on just anyone to help you 
with your Spanish-language marketing material.

A professional translator will know the correct Spanish to use for your target 
market. Just as importantly, they will also know how to localize it – that is, adapt 
your advertising to the culture of your target audience. 

aiaTranslations is your US market expert partner, able to understand your target 
market and make sure that the translations are culturally and linguistically 
appropriate. With almost three decades navigating the US market, we are 
positioned to create foreign language assets that you can rely on.

  

Marketing to another culture and language group always comes 
with challenges, and the exciting, often surprising Hispanic market is 
no exception. But an old saying still holds true: knowledge is power. 
Getting to know your target audience, and knowing that you’ll need 
help to create perfect marketing material that’s truly adapted to them, 
is the crucial first step.

Take the next step in your search for the perfect translation partner.  
Reach out to us for an immediate quote or consultation.

Getting help



Follow us on Twitter or on Facebook to learn more about the language of life sciences

4387 W. Swamp Road #556
Doylestown, PA  18902 USA

www.aiaTranslations.com
www.aiaLifeSciences.com


