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1996 U.S. HISPANIC MARKET STUDY
Abbreviations:
Throughout this report we have used the Top 5 Hispanic Markets in the United States as a point
of analysis. Often in the text and tables these markets have been abbreviated. In rank order of
Hispanic population, the top 5 markets are:

LA Los Angeles, California
NY New York, New York
MIA Miami, Florida

CHI Chicago, Illinois

SF San Francisco, California.

For a complete definition of the market area covered, please refer to the ADI section of this book.
Definitions:

ADI and Market are used interchangeably in this document. The area definitions for each
market are from Arbitron’s 1993 ADI definitions.

Hispanic Country of Origin: In the 1990 census mailed questionnaire, the question asked
was: “Is this person of Spanish/Hispanic origin?” The choices for the answer were as follows:
1) Yes, Mexican, Mexican Am., Chicano; 2) Yes, Puerto Rican; 3) Yes, Cuban; 4) Yes, other
Spanish/Hispanic.  (Print one group, for example: Argentinean, Colombian, Dominican,
Nicaraguan, Salvadoran, Spaniard, and so on.)

The countries listed in the census report were as follows: Mexico; Puerto Rico; Cuba;
Dominican Republic; Central America: Guatemala; Honduras; Nicaragua; Panama; San
Salvador; Other Central America; South America: Colombia; Ecuador; Peru; Other South
America; Other Hispanic: (Based on the respondent’s write-in) included such things as Basque,
Spain, Spanish, Iberian, Espanola, Latin American, Latino, Hispanic, Californio, Tejano, Nuevo
Mexicano, and Spanish American, to name a few.

Hispanic: Hispanic is a term of self-definition. During the data collection, the respondent
was asked “Are you of Hispanic origin or descent?”

Sources:

Chambers of Commerce

City Planning Commissions
Market Statistics, Inc.

U.S. Bureau of the Census
U.S. Department of Labor
U.S. Department of Commerce
Strategy Research Corporation
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1996 U.S. Hispanic Market

. INTRODUCTION

1996 U.S. Hispanic Market Study

This document is designed to be utilized by those in advertising, marketing, strategic market
planning, product and brand management, and market research. A great deal of effort has been
put into the research and analysis to produce the most reliable and definitive work on the subject.

This document is divided into sections or topics, many of which have been expanded and some
of which are new, since the 1994 edition. For example, a new section on language use among
Hispanics in the United States has been added, and for the first time we included population
numbers on Puerto Rico which, as a commonwealth, yields similar market conditions found in
the States. Also, although not considered Hispanic because they speak Portuguese, we have
included population estimates for Brazilians in the U.S.

Perhaps the major change made is in the sections with data comparisons between Hispanic and
Non-Hispanic segments. In those sections, comparisons to the African American segment have
been included as well.

Overall, there is more information contained in this 1996 edition than in past editions. The
sections of the book are the following: '

Population & Demaography

After this introduction, the next section in the study will cover Hispanic population from 1950 with
projections to 2050. Population characteristics are explored including growth generators, such as birth
rates and immigration. The population projections are middle series projections and include Hispanic,
Asian, African American and Total.
Language

This new section expands reporting of language use among Hispanics. Specifically covered are first
language learned to speak and language used in various situations.

Market Characteristics
Following the Population and Demography section, Market Characteristics covers the country of Origin,
place (country) of birth, length of residency, and employment status.

Acculturation & Cultural Components
The Acculturation and Cultural components section explores acculturation levels, direction, and their
component information.

Media Usage
_ The Media Usage section shows the level of Spanish language media use among the Hispanic
population.

Public Opinion

The next section, Public Opinion, deals with attitudes toward and current perceptions of immigration in
the U.S. among Hispanic, and Non-Hispanic communities, as well as comparative lifestyle
measurements.

Brand Building & Advertising
Brand building shows a new and interesting approach to northbound and southbound brand building
efforts with Hispanics, as well as some new data on advertising and language.

Strategy Research Corporation
Page 1
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S*T*A*R Personality Ratings

The S*T*A*R Personality Ratings is a new section which provides highlights from the most recent
S*T*A*R PR™ Reports for Hispanic Adults and Teens; a syndicated national report measuring the
awareness and favorability of key personalities and celebrities such as actors/actresses, music
entertainers, and TV announcers/show hosts.

Selected Product Usage

The Product Usage section covers past 30-day incidence of use for 200-plus personal and household
products, incidence of credit card ownership and fast food patronage.
Top 50 Hispanic Markets

The last section of the book is the Top 50 Hispanic Markets section, providing summary information
including population -- total and by county, buying power, Telephone/Cable/VCR penetration and
available media outlets. Puerto Rico is included for the first time.

Technical Statement:

The methodology used for data collection was telephone interviewing. A total of 3,000 CATI
(Computer Assisted Telephone Interviewing) RDD (Random Digit Dialing) interviews were
conducted in the sample universe. The Markets sampled were Los Angeles, New York, Miami,
San Francisco and Chicago. The sample was controlled to yield 1,000 Hispanic Public Opinion,
1,000 Hispanic Product Usage, and 1,000 Non-Hispanic Product Usage and selected Public
Opinion.

Of the 1,000 Non-Hispanic interviews conducted, 300 were among African Americans in the 5
market area. The questionnaire length varied from 15 to 25 minutes. Interviewers were selected
to work on this project by their skills as interviewers as well as their language skills. These
interviewers had little or no accent of any kind in Spanish, and no accent in English. Of those
interviews conducted with Hispanics, 73 percent were conducted in Spanish.

The questionnaire itself took about a month to design and write. Data collection was conducted
during July and August 1995; approximately the same time of year as for the 1994 data. A
minimum of 20% of the interviews were validated. All data was collected and processed in-
house at Strategy Research Corporation in Miami, Florida.
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About Strategy Research Corporation & the Authors

Thank You, from all of us at Strategy Research Corporation, for purchasing and referencing this
market study. The first national study of the Hispanic market segment was conducted and
published by Strategy Research Corporation in 1980, following 10 years of producing similar
(market) studies for individual metropolitan areas such as Miami, Los Angeles and New York.

Strategy Research Corporation is a full service marketing research firm conducting proprietary
and public studies throughout the Americas and the Caribbean. At its headquarters in Miami,
there is a full focus group facility, and a central telephone center with 20 CATI interviewing
stations and 12 paper and pencil stations. Strategy Research Corporation offers a wide variety of
research products including custom research applications tailored to specific client needs.

During the past year SRC has conducted projects in the following:

categories ...  methodologies .. .

Banking and Financial Services Copy Testing

Computer Hardware and Software Product Placement and Testing
Consumer Products ATU's & Tracking

Health Care Customer Satisfaction
Insurance Focus Groups

Market (segment) studies Triads

Petroleum In-Depth One-on-One’s
Pharmaceutical Executive Interviews

Print and Electronic Media Computer Aided Telephone
Sporting and Cultural Events Computer Aided Personal
Telecommunications Intercept & Central Location
Tourism Door-to-Door

Recent Immigrants

languages. .. geographical regions.. . .
English North America

Spanish Central America

Portuguese South America

French Caribbean

Creole

The designers and authors of this book are outstanding researchers and analysts, good writers,
quite hard-headed, but also good-natured blokes.

At the top of the order we have Mr. Richard W. Tobin, the founder, President and CEO of SRC
who had the vision to publish this book. He is a dynamic, creative yet gentle man who
vigorously drives us to achieve excellence.

Strategy Research Corporation
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RICHARD W. TOBIN

Mr. Tobin has headed Strategy Research Corporation, headquartered in Miami, Florida, for
almost 25 years. He is a marketing economist, experienced in developing marketing research
studies as well as population and market forecasts.

As President and CEO, he has directed the firm's growth to serve many local, national and
international clients. As a result of his direction;

o Strategy Research Corporation interviews a quarter of a million people every year
throughout the U.S. and Latin America as well as the Caribbean.

« SRC specializes in marketing strategy studies for major multinational corporations
and other companies.

o The company designs and analyzes multi-country studies, brand equity studies,
market strategy studies, advertising studies, customer satisfaction studies and market
entry studies as well as microeconomic studies.

Mr. Tobin is also the visionary behind the U.S. Hispanic Market Study and the Latin American
Market Planning Handbook, also published by SRC.

Next are Richard H. (Rick) Tobin, Raul J. Lopez and John A. Holcombe. These are the authors
who made it happen.

RICHARD H. (RICK) TOBIN

Mr. Rick Tobin is Senior Vice President at Strategy Research Corporation, Miami, Florida. He
has over 19 years of experience doing business in Latin America, the Caribbean and the U.S. and
is skilled in many areas of strategic marketing. Mr. Tobin has devised strategic product analysis
for multinational companies and has also designed political campaign strategies.

Mr. Tobin is also responsible for setting up data collection offices in the U.S. and in Latin
American markets.

Since its creation 15 years ago, Mr. Tobin has played an integral part in every edition of SRC's
U.S. Hispanic Market Study. He designed and tested the Hispanic acculturation model used by
SRC. He is responsible for organizing, tabulating and writing a large portion of the 1996 edition
of the book.

Mr. Tobin is fluent in Spanish and has traveled extensively throughout the Americas, and is
sensitive to the nuances of different Latin cultures.
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RAUL J. LOPEZ

Mr. Lopez is Senior Vice President and Director of Syndicated Research at Strategy Research
Corporation, Miami, Florida. For the past 16 years he has directed SRC's S*T*A*R (Spanish
Television Audience Research) studies, providing essential television audience viewing estimates
for Spanish-language networks and stations, advertisers and advertising agencies. He was
instrumental in creating the first Spanish television network audience research report in 1986,
and in designing Spanish television network overnight reports in 1988.

In addition, Mr. Lopez has designed and implemented hundreds of quantitative and qualitative
custom research projects and is an experienced focus group mederator. For the past 12 years he
has also been responsible for putting together the SRC U.S. Hispanic Population report.

From the first edition published in 1980, Mr. Lopez has contributed greatly to the composition of
SRC's U.S. Hispanic Market Study. He is responsible for organizing and writing several
sections of the 1996 edition of the book.

A native of Cuba, Raul was raised in the United States and is fully Bilingual.

JOHN A. HOLCOMBE

Mr. Holcombe is Associate Research Director, Latin America at Strategy Research Corporation,
Miami, Florida. He oversees and directs full-service market research projects in Latin America
and the Caribbean for Strategy's multinational clientele.

He was one of the principal authors of SRC's 1994 and 1996 U.S. Hispanic Market Study, and
authored the 1995 Latin American Market Planning Handbook, published by SRC. John is
also responsible for the continuing development of SRC's Latin American market research
capabilities.

He learned to speak Spanish in Mexico City and Tijuana, Mexico and has traveled extensively
throughout the Americas.
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Il. POPULATION & DEMOGRAPHY

A. Introduction

This section of the 1996 U.S. Hispanic Market study presents information and data released by
the United States Department of Commerce, Bureau of the Census. The data is both primary and
secondary, and includes information collected during the 1990 U.S. Census, future population
projections from U.S. Census Current Population Reports, and data gathered from other readily
and not so readily available sources.

At the bottom of each table, SRC has provided the year and source of the data presented in said
table. In the case of Census reports, the name and report number are provided. Wherever
available, SRC has presented 1996 data; however, some tables show data for 1996, 1993, 1992,
1991 or 1990 information. This occurred only where updated information was not available.

The information contained in this section, with a few exceptions, is exclusively Census data.
Some of the data categories found in this section may be repeated in other sections of this
edition. However, the other presentations of these data categories will be from Strategy Research
Corporation and other primary sources.

The 1996 U.S. Hispanic population estimate is taken from the Middle Series of the latest Census
release (November 1993) of their Current Population Reports - Population Projections of
the United States, by Age, Sex, and Hispanic Origin: 1993 to 2050, by Jennifer Cheeseman
Day. The report number is P25-1104. In this report three different components of change are
projected:

For each of the components of population change -- fertility, life expectancy, and
net immigration -- three different sets of assumptions for future growth are
applied. The series using the middle assumption for each component is
designated the "middle series.” U.S. Census - Current Population Reports, P25-
1104

Strategy Research Corporation
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Technical Note

Much of the data in this section are taken from the 1990 U.S. Census, Summary Tape Files (STF
1B and 3) on CD-ROM, and pertains to those who stated in the 1990 Census that they were
Hispanic.

In actual practice, these data were developed from the "long form" of the 1990 Census which was
mailed to residents of the USA. Due to the methodology, critics have suggested that the Census
excluded many persons who were culturally more Latino than American in their level of
acculturation. There are several reasons why this criticism might be valid:

+ Recent immigrants who had lived in the U.S. for a very short period of
time may not have received or participated in the census long form
questionnaire.

¢ Those with little familiarity with English may have declined to fill out
the questionnaire.

¢ Due to a cultural lack of trust in governmental inquiries on the part of
recent immigrants.

¢ Due to the fact that one or more household members is residing
illegally in the US and thus the questionnaire was not completed.

If any one of these reasons is valid, the Census would tend to have a sizable under-representation
of these Hispanics in their demographic and language counts. On the other hand, the U.S.
Census made a greater effort in 1990 to reach Hispanics who were less than fully assimilated into
the U.S. mainstream in an attempt to mitigate prior under-representation of these persons.
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B. 1996 U.S. Hispanic Population Estimate

The U.S. Census Bureau estimates the January 1, 1996, U.S. Hispanic population to be

27,230,000

C. Proportion Of Total 1996 U.S. Population

According to the latest Census projections, released in November 1993, the U.S. Hispanic
population now accounts for slightly over 10% of the total U.S. population of 264.8 million.

TOTAL AND U.S. HISPANIC POPULATION
1996

Total U.S.
Population 264,765,000

Total Hispanic
Population 27,230,000

Hispanic Population
As a Percent of
Total U.S. Population 10.3%

Source: U.S. Census Bureau

Current Population Reports, P25-1104
Strategy Research Corporation
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D. U.S. Hispanic Population Growth: 1950 - 1996

The total population of the United States has increased from 151.3 million in 1950 to
approximately 264.8 million in 1996; an increase of over 75% or 113.5 million people.

During the same period, the number of Hispanics residing in the U.S. has increased from an
estimated 4.0 million in 1950 to 27.2 million in 1996. This addition of roughly 23.2 million
Hispanics represents an increase of almost 600%. From 1950 to 1996, Hispanics accounted for
approximately 20% of the country's total population growth.

TOTAL U.S. POPULATION AND
TOTAL U.S. HISPANIC POPULATION
1950-1996
Population
Total U.S. U.S. Hispanics
(In Millions) (In Millions)
1950 151.3 4.0
1960 179.3 6.9
1970 203.2 9.0
1980 226.5 14.6
1991 251.4 249
1994 259.3 25.5
1996 264.8 27.2
Source:  U.S. Census Bureau, 1990
Current Population Reports, P25-1104
Market Statistics, Inc.
U.S. Immigration and Naturalization Service
Strategy Research Corporation
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E. 1996 Hispanic Population: Markets And States

1. Top 50 Hispanic Markets

The table on the following page presents the estimated 1996 Hispanic populations for the top
twenty U.S. Hispanic markets. As indicated, the top three markets of Los Angeles, New York
and Miami have a combined total of over 10 million Hispanic residents, representing almost 2
out of every five (39.1%) of the total 1996 U.S. Hispanic population.

The next seven most populated Hispanic markets in the country, including San Francisco,
Chicago, Houston and San Antonio (each with over one million Hispanics), contain another 6.5
million Hispanics, or roughly 24% of the total 1996 U.S. Hispanic population. The top ten
markets then, total over 17 million Hispanic residents, or 63% of the country's total Hispanic
population.

The 1996 Hispanic population estimates for markets 11 through 20, which include El Paso,
Albuquerque, Fresno, Phoenix, and Sacramento, (each with better than one-half million
Hispanics) amounts to over 4.7 million, or about 17.4% of the total U.S. Hispanic population.

The top twenty Hispanic markets in the U.S. have a combined total of nearly 22 million
Hispanic residents, accounting for more than four-fifths (80.4%) of the country's total 1996
Hispanic population.

The next table presents the 1996 Hispanic population estimates for the balance of the top fifty
U.S. Hispanic markets. In 1996, Hispanics in the top 50 Markets total an estimated 26 million
and represent approximately 95% of the total Hispanic population. In a number of these top 50
markets, Hispanics represent a large proportion of the total population. For example, in Los
Angeles and Miami Hispanics account for 37% of the total population, whereas in El Paso,
McAllen and Laredo Hispanics represent 73%, 90% and 98% of the total, respectively.

Strategy Research Corporation
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HISPANIC POPULATION FOR
TOP TWENTY U.S. HISPANIC MARKETS
Percent Of Percent
Hispanic Total U.S. Hispanic
: Population Hispanic Of Total Mkt.
Market Rank (000) Population Population
Los ANGELES 1 6,012.3 22.1% 37.3%
NEW YORK 2 3,278.1 12.0 16.4
Miami 3 1,358.1 5.0 37.1
Tor 3 MARKETS 10,648.5 39.1% -
SAN FRAN.-SAN JOSE 4 1,120.1 4.1% 16.9%
CHICAGO 5 1,106.8 4.1 11.8
Tor 5 MARKETS 12,875.4 47.3% -
HousToN 6 1,078.6 4.0 23.5
SAN ANTONIO 7 1,018.0 3.7 51.0
MCALLEN/BRNSVILE 8 803.8 3.0 90.3
DALLAS-F1. WORTH 9 740.0 2.7 14.2
EL PASO 10 644.8 2.4 73.0
Topr 10 MARKETS 17,160.6 63.0% -
SAN DIEGO 11 642.7 2.4 23.6%
ALBUQUERQUE 12 637.7 2.3 38.2
FRESNO 13 632.5 2.3 40.1
PHOENIX 14 586.6 2.2 18.0
SACRAMENTO 15 553.3 2.0 16.6
DENVER 16 378.6 1.4 12.5
PHILADELPHIA 17 355.5 1.3 4.6
CORPUS CHRISTI 18 335.7 1.2 584
WASHINGTON DC 19 310.5 1.1 5.7
BOSTON 20 289.7 1.1 5.0
SuB-TOTAL 4,722.8 17.3% -
ToP 20 MARKETS 21,883.4 80.4% -
TotAL U.S. HISPANIC 7,230.0 100.0% -
Source:  Market Statistics, Inc.
U.S. Census Bureau
Strategy Research Corporation
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HISPANIC POPULATION FOR
TOP 21 -50 U.S. HISPANIC MARKETS
1996
Hispanic
Market Rank Population
(000)
TUCSON 21 285.0
AUSTIN 22 248.5
TAMPA-ST. PETERSBURG 23 233.4
SALINAS 24 223.1
ORLANDO 25 200.0
LAREDO 26 186.4
BAKERSFIELD 27 180.4
HARTFORD 28 175.7
EL CENTRO-YUMA 29 166.6
SANTA BARBARA 30 158.0
ODESSA-MIDLAND 31 153.1
SEATTLE-TACOMA 32 139.5
LAS VEGAS 33 137.8
LUBBOCK 34 124.5
SALTLAKE CITY 35 122.8
COLORADO SPRINGS 36 119.7
PORTLAND 37 119.6
WEST PALM BEACH 38 115.0
WACO-TEMPLE 39 111.5
PALM SPRINGS 40 109.0
YAKIMA 41 107.4
AMARILLO 42 101.8
DETROIT 43 101.3
ATLANTA 44 92.7
MILWAUKEE 45 84.2
PROVIDENCE, R.I. 46 723
CLEVELAND 47 70.1
NEW ORLEANS 48 62.5
SPRINGFIELD 49 61.6
KANSAS CITY 50 59.5
SUBTOTAL 21-50 MKTS 4,123.0
TOTAL 50 MARKETS 26,006.4
ToTAL U.S.
HISPANIC 27,230.0

*Percent of total U.S. Hispanic population
Source:  Market Statistics, Inc.
U.S. Census Bureau

Strategy Research Corporation

Percent Of
Total Market

Population

29.5%

220
6.8

32.9
7.5

97.7%
29.6
6.8
60.2
253

37.8%
- 36
13.0
32.1
5.7

16.8%
4.6
8.2

14.1

29.8

19.6%

214
2.1
2.2
4.0

4.8%

1.8

3.6

93

2.9
15.1%*

95.5%*

100.0%
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2, Top Hispanic States

The following two-page table depicts Strategy Research Corporation's population estimates for
ten states and their major markets with the largest Hispanic populations as of January 1, 1996.
The asterisk next to a market indicates that the market crosses state boundaries and that only the
in-state population is used for the calculation. For example, the New York market contains
2,424,200 Hispanics in New York state counties and 766,800 Hispanics in New Jersey counties.

These ten states account for 90% of the country's total Hispanic population. The top three states,
California (36%), Texas (21%), and New York (9%), account for almost two-thirds (66%) of the
total U.S. Hispanic population with a combined total of nearly 18 million Hispanic residents.

Five U.S. states (California, Texas, New York, Florida, and Illinois) have Hispanic populations
of over 1 million. Additionally two other states (Arizona and New Jersey) have over 900,000
Hispanics. New Mexico contains nearly a quarter of a million Hispanics, while Colorado has
over 500,000. Massachusetts rounds out the list with over 350,000 Hispanics.

The combination of five western and southwestern states -- California, Texas, Arizona, New
Mexico and Colorado -- account for 17.6 million Hispanics or 65% of the total Hispanic
population. New York and New Jersey contain 3,471,100 Hispanics representing 12.7% of the
U.S. total. Florida's 2,039,000 Hispanics represent 7.5% of the U.S. total. While most of the
Hispanics in Florida are in the Miami market area, the markets of Tampa and Orlando also have
a significant Hispanic population nearly one-half million in 1996.

Strategy Research Corporation
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TOP TEN U.S. STATES
WITH LARGEST HISPANIC POPULATION
1996
Percent
1996 Of Total
Hispanic U.S. Hispanic
State / Mkt. Population Population
(000)
California 9,802.2 36.0%
Los Angeles 6,012.3 22.1
San Fran.-San Jose 1,120.1 4.1
San Diego 642.7 24
Fresno 632.5 2.3
Sacramento 553.3 2.0
Salinas-Monterey 223.1 0.8
Bakersfield 180.4 0.7
Santa Barbara 158.0 0.6
Palm Springs 109.0 0.4
El Centro* 103.1 0.4
Other Areas 67.7 0.2
Texas 5,603.1 20.6 %
Houston 1,078.6 4.0
San Antonio 1,018.0 3.7
McAllen/Browns. 803.8 3.0
Dallas-Ft. Worth 740.0 2.7
El Paso* 545.3 2.0
Corpus Christi 335.7 1.2
Austin 248.5 0.9
Laredo 186.4 0.7
Odessa/Midland* 149.7 0.5
Lubbock 124.5 0.5
Waco-Temple 111.5 0.4
Amarillo* 80.2 0.3 |
Other Areas 180.9 0.7 |
New York 2.567.5 9.4%
New York City* 2,424.2 8.9
Other Areas 143.3 0.5
Florida 2.039.0 1.5%
Miami 1,358.1 5.0
Tampa/St. Pete. 2334 0.9
Orlando/Daytona 200.0 0.7
WP Beach/Vero Beach 115.0 0.4
Other Areas 132.5 0.5
*In state only Continued......
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TOP TEN U.S. STATES
WITH LARGEST HISPANIC POPULATION

1996
(Continued)
1996 Percent
Hispanic Of Total
State / ADI Population U.S. Hispanic
(000)
Tllinois 1,113.7 4.1%
Chicago* 1,047.9 3.8
Other Areas 65.8 0.2
Arizona 938.0 3.4%
Phoenix* 571.5 2.1
Tucson* 281.2 1.0
Other Areas 79.3 0.3
New Jersey 903.6 3.3%
New York City* 766.8 2.8
Philadelphia* 136.8 0.5
New Mexico 734.0 2.7%
Albuquerque* 608.2 2.2
Other Areas 125.8 0.5
Colorado 534.7 2.0%
Denver* 370.4 14
Colorado Springs 119.7 04
Other Areas 44.6 0.2
Massachusetts 355.1 1.3%
Boston* 276.0 1.0
Springfield 61.6 0.2
Providence* 15.8 0.1
Other Areas 1.7 0.0
Sub-Total 24,590.9 90.3%
Other Areas 2,639.1 9.7
TOTAL U.S. 27,230.0 100.0%

*In state only

Source: U.S. Bureau of the Census, 1990
Current Population Reports, P25-1104
Market Statistics, Inc.
Strategy Research Corporation
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F. Hispanic Population Projections

1. Population Pressure

One of the major factors influencing Hispanic population growth in the United States is
population pressure in Latin America which is caused by a combination of underdevelopment,
economic instability and political unrest. As shown on the following table, population pressure
in Latin America increased dramatically during the past forty years, and is likely to continue until
economic growth in Gross Domestic Product (GDP) is at least equal to population growth for a
sustained period of time. Although population growth rates have fallen dramatically across the
region since 1960, the needs and demands of over 50% of the populace continue to be un-met!.
In turn, the demands placed on the United States by immigration from Latin America are likely to
continue in the foreseeable future.

POPULATION PRESSURE
IN LATIN AMERICA
1950 - 2050
Total Population
Index
Latin America U.S./Canada US/Can
Year (Millions) (Millions) =100
1950 151.6 166.0 91
1980 348.6 227.0 154
1994 4552 286.3 159
1996 470.0 2923 161
Projections
2000 500.0 305.0 164
2020 645.0 355.0 182
2025 681.4 371.0 184
2050 950.0 425.0 224
Source: U.S. Bureau of the Census

Current Population Reports, P25-1104

1995 United Nations Population Division

Strategy Research Corporation

1 Strategy Research Corporation. 1995 Latin American Market Planning Handbook. 1995.
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2. Population Projections: Internal Growth And Immigration

This subsection of the Population and Demography section presents the future changes in the
composition of the U.S. population with a focus on the U.S. Hispanic population. Much of the
data presented is derived from the U.S. Census Current Population Report (P25 Series). The
Census Current Population Report provides data on several population groups in the United
States. For the purposes of our population report the following are presented in all or some of
the tables: White, Non-Hispanic White, Hispanics, Non-Hispanic Black and Asian. The group
labeled White contains White-Hispanics. In the sections of this book where Strategy Research
survey data is presented "Whites/Others" refers to Non-Hispanic Whites.

According to the Census Middle series projections, the population of Blacks, Asians and
Hispanics is expected to increase significantly over the next six decades. It is further expected
that these groups will increase their proportions of the total population and that the White
population proportion will decrease. This decrease will be even greater for the Non-Hispanic
White group.

A combination of three factors contribute to this shift in population distribution over
the next six decades: differential fertility, net immigration, and age distribution
among the race and Hispanic-origin groups. Higher fertility rates and net immigration
levels would elevate the increased proportions of the expanding groups. At the same
time, the non-Hispanic population would experience an increase in the numbers of
deaths as more and more of this population enters older age groups where the risk of
mortality is highest.

By the turn of the century, the White percentage of population would decrease from
84 percent to less than 82 percent of the population. About 13 percent of the
population would be Black, 4 percent of the population would be Asian and Pacific
Islander, and the remaining 1 percent of the population would consist of American
Indians, Eskimos, and Aleuts. People of Hispanic origin would be 11 percent of the
total population. The non-Hispanic White population would decrease to 72 percent of
the White population.

By 2050, 71 percent of the total population would be White, 16 percent Black, 1
percent American Indian, Eskimo and Aleut, and 10 percent Asian and Pacific
Islander. The Hispanic-origin population would increase to 23 percent, and the non-
Hispanic White population would decline to 53 percent.

Similar distribution changes would occur in both the highest and lowest series, though less so in
the lowest series and more so in the highest series. U.S. Census - Current Population Reports,
P25-1104.
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Census Report (P25-1104) shows the following middle series estimates for U.S. Hispanic
population: 1996 - 27.2 million, 2000 - 30.7 million, 2010 - 40.0 million, 2025 - 56.3 million,
2050 - 87.4 million.

The main cause of this new Hispanic population estimate is a modification of the birth rate for
Hispanic women. The birth rate for Hispanic females was reported to be 2.65 per woman in
1992 (P25-1092), while this year's report (P25-1104) shows a birth rate of 2.90 per woman.

Although the Census has indicated that "Net immigration is projected to be predominant factor in
future population growth," in their middle series projections they are estimating only 322,000
new Hispanic arrivals per year through 2050. Critics suggest that this may be an extremely
conservative and unrealistic number. Furthermore, the principle that the Hispanic immigration
total would be constant throughout the next six decades, is also considered unrealistic.

The following table shows U.S. Hispanic population totals for 1980 and 1996, and the Census
middle series projections to the year 2000. As indicated, the January 1, 1996 estimated Hispanic
population is approximately 27.2 million, as compared with the 1980 census-enumerated total of
14.6 million. The Census estimates that by the year 2000, the total number of Hispanics residing
in the U.S. will reach approximately 30.7 million. This will represent a gain of some 3.5 million
persons during the balance of this decade, or an average annual increment of just under one
million persons. This is very close to the annual rate of growth experienced during the past
decade.

HISPANIC POPULATION OF
THE UNITED STATES
1980-2000
Change '80-'96 Change '96-'00
1980 1996 2000 Number Pct Number Pct
(000) (000) (000) (000) (000)
TOTAL  14,603.7 27,230.0 30,723.0 12,626.3 86.5% 3,493.0 12.8%
Source: U.S. Bureau of the Census

Current Population Reports, P25-1104
Strategy Research Corporation
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According to the Census Middle Series projections, from their Current Population Reports (P25-
1104), the U.S. Hispanic population will continue to grow during the next six decades. By the
year 2010, Hispanics in the United States will number roughly 40 million and by the year 2050
over 87 million.

These projections assume a constant net immigration of 322,000 per year. As we have noted,
critics suggest that this net immigration figure may be conservative. In fact, past evidence
suggests that among Hispanics, net immigration has traditionally been equal to or greater than the
net natural increase in population.

HISPANIC POPULATION OF
THE UNITED STATES
1996-2050
Census Middle Series Projections
January 1, Net Natural Net
Population Change Increase Births Deaths  Immigration

(000) (000) (000) (000) (000) (000)
1993 24,662 850 528 619 91 322
1994 25,512 856 534 629 95 322
1995 26,368 862 539 639 100 322
1996 27,230 866 544 648 105 322
1997 28,096 871 548 658 109 322
1998 28,966 876 554 668 114 322
1999 29,842 881 559 679 120 322
2000 30,723 888 565 690 125 322
2005 35,239 931 609 757 148 322
2010 40,028 1,002 680 855 175 322
2015 45,186 1,073 750 956 206 322
2020 50,658 1,123 801 1,041 240 322
2025 56,349 1,159 837 1,117 280 322
2030 62,214 1,194 872 1,198 326 322
2035 68,262 1,233 910 1,287 377 322
2040 74,498 1,268 945 1,378 433 322
2045 80,893 1,295 973 1,464 492 322
2050 87,413 1,318 996 1,544 548 322

Source:  U.S. Bureau of the Census
Current Population Reports, P25-1104

Using the High Immigration alternative series (which maintains Births and Deaths from the
middle series), the U.S. Hispanic population would reach 32.5 million in the year 2000, 65
million by 2025, and 106 million by 2050. The individual component distribution for the High
Immigration alternative was not provided in the Census-Current Populations Reports (P25-1104)
and thus could not be shown on any table in this report.
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The following table presents the percent change of the Hispanic population by natural increase
and net immigration. Throughout the six decades of data presented, the Census shows natural
increase as contributing more to the net growth than net immigration. Some experts believe that
in actuality, net immigration contributes more to net growth than natural increase.

PERCENT CHANGE OF
HISPANIC POPULATION OF
THE UNITED STATES
1996-2050
Census Middle Series Projections
January 1, Net Natural Net
Population Change Increase Immigration

(000) Pct Pct Pct

1993 24,662 3.4% 21% 1.3
1994 25,512 34 2.1 1.3
1995 26,368 33 2.0 1.2
1996 27,230 3.2 2.0 1.2
1997 28,096 3.1 2.0 1.1
1998 28,966 3.0 1.9 1.1
1999 29,842 3.0 1.9 1.1
2000 30,723 2.9 1.8 1.0
2005 35,239 2.6 1.7 0.9
2010 40,028 2.5 1.7 0.8
2015 45,186 24 1.7 0.7
2020 50,658 2.2 1.6 0.6
2025 56,349 2.1 1.5 0.5
2030 62,214 1.9 14 0.5
2035 68,262 1.8 1.3 0.5
2040 74,498 1.7 1.3 0.4
2045 80,893 1.6 1.2 0.4
2050 87,413 1.5 1.1 0.4

Source: U.S. Bureau of the Census
Current Population Reports, P25-1104
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Population projections in the Census Current Populations Report (P25-1104) for the Low and
High series are presented with July 1 dates. All other population projections in this U.S.
Hispanic report are presented with January 1 dates. For the purpose of comparability, the data in
the following table, which provides projection comparisons for Low, Middle and High series, are
presented with July 1 dates.

Using the Low series assumptions, the U.S. Hispanic population would still be a significant part
of the total U.S. population. In the Low series, Hispanic population would be 32 million by the
year 2005 and reach 57 million by the year 2050. In the High series, Hispanic population is
expected to reach 32 million by the year 2000, surpass the 100 million mark by 2040 and hit 128
million by 2050.

HISPANIC POPULATION OF
THE UNITED STATES
1996-2050
July 1, Population
Low Middle High
Series Series Series
(000) (000) (000)
1996 27,016 27,662 28,260
2000 29,473 31,166 32,699
2005 32,373 35,702 38,767
2010 35,223 40,525 45,494
2015 38,193 45,719 52,949
2020 41,235 51,217 61,104
2025 44,209 56,927 69,989
2030 47,049 62,810 79,684
2035 49,781 68,877 90,287
2040 52,450 75,130 101,872
2045 55,071 81,539 114,499
2050 57,643 88,071 128,255
Source:  U.S. Bureau of the Census
Current Population Reports, P25-1104
Strategy Research Corporation
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3. The Future Of Hispanic Immigration

The preceding pages presented Hispanic population projections as estimated by the U.S. Census
Bureau. Strategy Research Corporation believes that their approach to the issue of immigration
is both too simplistic and conservative for at least three reasons: (1) it does not address the
controversial subject of illegal immigration, (2) it assumes no change in the number of yearly
Hispanic immigrarnts through the year 2050, and (3) it does not take into account current trends in
the nation's attitude toward immigration or current political movement toward immigration
reform. '

Strategy Research survey data, which is presented in detail later this book, indicates that 76.7%
of U.S. Hispanic adults were born outside of the United States, and that 43.8% of Hispanic-
American adults have lived here 10 years or less. This indicates that 13.5 million Hispanic adults
are foreign-born, and that about 7.7 million Hispanics arrived in the U.S. within the past 10
years. That would average out to a yearly rate of 770,000 new arrivals, not including any
children that may be brought along with them. This is significantly higher than the 322,000
Hispanic immigrants per year projected by the Census. Further complicating the issue, some
Hispanics return to their country of origin after several years, such as the Nicaraguans and
Salvadorans, creating an ebb and flow of immigration and enriching the population with new
arrivals.

Any individual endeavoring to work in the U.S. Hispanic market must be actively aware that a
certain portion of this population is comprised of illegal immigrants. The economic and/or
political factors that have caused many people from Latin American countries to seek a better life
for themselves and their families by illegally entering the U.S. have, in general, not improved. In
fact, for our closest neighbor, Mexico, the economic situation took a dramatic downturn in the
first months of 1995. There is no reason to believe that the stream of Hispanic illegal immigrants
entering the country will abate as a result of any causes external to the United States.

What then, could cause a change in the flow of Hispanic immigrants to the U.S.? We believe
that only severe legislative changes implemented by the Federal government in various
departments could stop the current influx of Hispanic immigrants. Although debate on
immigration policy has taken place before, the United States is currently at a crossroads on the
issue. State and Federal governments are under increasing pressure to establish control of the
borders. Most Americans (70%), including Hispanic-Americans (63%), believe that the United
States cannot control its international borders. Many Hispanics and Non-Hispanics feel
threatened by the continuous increase in the immigrant population.

The Public Opinion section of this report provides some fascinating data on several key questions
with regard to the issue of immigration to the United States. One out of every three Non-
Hispanics in the U.S. feels that the number of immigrants allowed to enter the U.S. should be
decreased and 40% feel it should not be allowed to increase. Two out of every three Non-
Hispanics believe that in the next five years, it will become more difficult to enter the United
States illegally.
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Eighty-seven percent of Hispanics feel the same way. Meanwhile, 60% of Non-Hispanics and
73% of Hispanics think that deportations of illegals will increase in the next five years. The tone
of this data indicates that people expect the government to stem the tide of current legal
immigration, and to crack down on illegal immigration.

Can the various local, state and federal governments succeed in stemming the influx of illegal
aliens? Roughly three out of every five U.S. residents, both Hispanic and Non-Hispanic, believe
that illegal immigration will increase over the next five years -- in spite of increased efforts to
curtail the flow. Only very stringent legislation and well coordinated inter-departmental efforts
will succeed in securing the U.S. borders. The final strength of the governmental efforts will
depend ultimately upon the mood of the people. If the United States were to suffer a serious
economic downturn, then the pressure on all levels of U.S. governments would certainly become
sufficient to enact the kinds of laws and procedures necessary to close the borders.

In the meantime, a combination of real economic pressures and fear resulting from a historical
lack of understanding of recent immigrant arrivals has caused many Non-Hispanic Americans to
become extremely concerned about the future ethnic make-up of their cities, counties and states.
This has already caused an increase in legislation and other procedures aimed specifically at
immigrants, of which the vast majority are Hispanic. The most notorious examples of these
include increased patrols and staffing for the U.S. Border Patrol, rules requiring the use of
English in government business, and Proposition 187 in California which denies all public
schooling, social and health services to illegal immigrants except in emergencies.

How would curtailing Hispanic immigration affect the U.S. Hispanic market? Although there
are various degrees of assimilation, the Hispanic immigrant has always maintained a strong
ethnic identity. Hispanic immigrants to the U. S. have generally not assimilated into the
American "melting pot" the way immigrant groups have in the past. We believe that there are
several reasons for this, the most important of which include:

1.  Proximity to their homelands allows more frequent contact.
Modern technology which permits easier travel and communication with their
countries of origin.

3. The availability of a powerful and sophisticated media in their native
language.

4.  The continuous influx of new arrivals that replace those U.S. Hispanics who
do assimilate.

The first three factors are either constant or continue to improve; thus, they tend to slow down
the momentum of assimilation. If the fourth factor, immigration, is cut off, then eventually this
would have a negative effect on the U.S. Hispanic market. In the long run, 2 or 3 generations
down the line, the number of fully-assimilated Latinos would greatly outnumber the
unassimilated. At that point, there may not be a need to market separately and in Spanish to this
population, just as one does not necessarily market in Italian to an Italian-American market
descended from immigrants who arrived at the beginning of this century.
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However, the current political and economic strength of Hispanics, coupled with the influence of
the aforementioned factors relating to geography, technology and media, may create considerable
resistance to the assimilation process.

As a result of the many factors at work in this highly dynamic market, it is impossible to predict
with certainty what would happen if government managed to actually arrest the flow of Latin
American immigration to the U.S. Given the potential strength of the opposing forces at work
here, we could face the proverbial situation of the irresistible force meeting the immovable
object. We could face a worsening situation where economic pressures in foreign countries drive
more immigrants toward our borders, while internal factors work to force us toward a closure of
these borders.

In any case, those interested in marketing to the U.S. Hispanic community must be keenly aware
of the various national and international, economic and political phenomena that could affect
their businesses in both the short and the long term. SRC's U.S. Hispanic Market Studies, now
annual, are designed to help these business people keep a close eye on their market.
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4, Minority Populations Of The United States

Using the Middle series assumptions, the Hispanic population will surpass the Non-Hispanic
Black population around the year 2006. By the year 2010 Hispanics will represent 13.5 percent
of the total U.S. population and by the year 2050, the total combined minorities of Hispanics,
Non-Hispanic Blacks and Asians, will represent nearly half (46.6%) of the total population.

MINORITY POPULATIONS OF THE UNITED STATES
AS A PERCENTAGE OF THE
TOTAL POPULATION
1995-2050
July 1, Population
Non-
Hispanic
Hispanic Black Asian
Low Series = 2000 10.9% 12.3% 3.8%
- 2005 11.7 12.5 4.3
2015 13.4 12.8 5.2
2050 20.2 13.6 8.7
Middle Series 1996 10.4% 12.0% 3.6%
2000 11.3 12.2 4.1
2005 12.4 12.4 4.8
2010 13.5 12.6 54
2020 15.7 13.0 6.5
2030 17.9 13.4 7.7
2040 20.2 13.9 8.7
2050 22.5 14.4 9.7
High Series 2000 11.6% 12.8% 4.4%
2005 12.9 12.4 5.2
2015 15.5 12.7 6.7
2050 24.6 13.7 10.6
Source: U.S. Bureau of the Census
Current-Population Reports, P25-1104
Strategy Research Corporation
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From 1990 - 2050, the Hispanic population will have the second highest growth rate of any group
reported in Census Current Population Reports. The U.S. Hispanic population will grow by
290.5% by the year 2050. This compares with 91.7% for Non-Hispanic Blacks and 436.4% for

Asians.

POPULATION CHANGE BY
RACE AND HISPANIC ORIGIN
1990-2050
July 1, Population
Non-
Hispanic
White White Hispanic Black
Total Percent Change
1990-2050 36.5% 92%  290.5% 91.7%
Average Annual Percent Change
1990-1995 0.86% 0.56% 3.45% 1.47%
1995-2000 0.71 041 3.02 1.28
2000-2005 0.62 0.30 2.72 1.18
2005-2010 0.59 0.26 2.53 1.16
2010-2020 0.59 0.24 2.34 1.13
2020-2030 0.49 0.11 2.04 1.00
2030-2040 0.36 -0.06 1.79 0.93
2040-2050 0.30 -0.16 1.59 0.90

Source:  U.S. Bureau of the Census
Current Population Reports, P25-1104
Strategy Research Corporation

Asian

436.4%

5.11%
4.39
3.75
3.27
2.76
2.28
1.90
1.60
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After 1995, Hispanics will represent the largest segment of total population growth. During the
last two decades of this period (2030-2040 and 2040-2050), Hispanics will account for over half
of the net population growth (57% and 63% respectively).

PERCENT OF TOTAL POPULATION

GROWTH BY RACE AND
HISPANIC ORIGIN
1990-2050
July 1, Population
Non-
Hisp.
White White Hispanic Black Asian
Projections
1990-1995 65.5% 38.1% 30.3% 16.0% 14.7%
1995-2000 61.9 31.0 34.1 16.3 17.5
2000-2005 58.7 24.7 37.7 17.0 19.5
2005-2010 57.3 214 39.7 17.6 20.1
2010-2020 56.8 19.0 41.9 17.8 20.2
2020-2030 52.7 9.1 48.2 18.6 22.7
2030-2040 454 - 57.3 21.2 26.1
2040-2050 40.7 - 63.0 23.7 27.5

Source: U.S. Bureau of the Census
Current Population Reports, P25-1104
Strategy Research Corporation
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G. Population And Demographic Profile

1. World Rank

The countries of the world with the largest Hispanic populations are listed on the following table.
As of its 1996 Census, Mexico still has the largest Hispanic population of any Hispanic country,
with approximately 95 million persons. Spain is the second largest, with 39.7 million, followed
by Colombia with 34.7 million, and Argentina with 33.8 million. The United States' 1996
Hispanic population of 27.2 million was the fifth-largest of any country in the world. By the year
2025, the U.S. will have the second largest Hispanic population in the world.

POPULATION OF MAJOR HISPANIC COUNTRIES
AND U.S. HISPANIC POPULATION
1989, 1996 AND 2025
POPULATION
Country 1989 1996 2025
(Millions) (Millions) (Millions)
Mexico 83.5 94.7 136.6
Spain 39.0 40.2 42.5
Colombia 30.6 355 49.3
Argentina 32.0 35.0 46.1
l United States 23.7 27.2 56.3
Peru 214 24.2 36.7
I Venezuela 18.8 22.2 34.8
‘ Chile 12.6 14.4 19.8
Ecuador 10.2 11.6 17.8
Cuba 104 11.1 12.6
| Guatemala 8.7 11.1 21.7
| Daominican Republic 6.9 7.9 11.2
Bolivia 6.9 7.6 13.1
I El Salvador 5.4 5.9 9.7
Honduras 4.8 5.8 10.7
Paraguay 44 5.1 9.0
Nicaragua 3.6 4.6 9.1
Puerto Rico 34 3.7 4.9
Costa Rica 2.9 3.5 5.6
Uruguay 3.0 3.2 3.7
Panama 23 2.7 3.8
Source: U.S. Bureau of the Census, Center
1 for International Research
1995 United Nations Population Division
. Strategy Research Corporation
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2. COUNTRY OF ORIGIN

. Mexicans continue to represent the largest group of Hispanics residing in the United States, with
| a total of over 17 million persons, or 64.2% of the country's total number of Hispanics. The
second largest group of Hispanics is represented by those whose origins are in Central and South
America; they account for roughly 15% of the Hispanic total, numbering some 3.9 million as of
1996. Puerto Ricans, at 2.9 million, account for almost 11% of the U.S. Hispanic population,

followed by 1.3 million Cubans, accounting for roughly 5% of U.S. Hispanics.
COUNTRY OF ORIGIN
U.S. HISPANIC POPULATION
1996
Percent
Nationality Number of Total
(000)
Mexico 17,481.7 64.2%
Central and-
South America 3,948.4 14.5
| Puerto Rico 2,859.1 10.5
| Cuba 1,307.0 4.8
Other Hispanic 1,633.8 6.0
‘ TOTAL 27,230.0 100.0 %
! Source:  U.S. Bureau of the Census, 1990
| Current Population Reports, P20-465RV
; Strategy Research Corporation
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The number of Hispanics whose origins are in Central and South American countries grew at the
fastest pace among U.S. Hispanic origin populations during the past 16 years. Their numbers
increased from 1.7 million to over 3.9 million, a growth of over 133%. Mexicans represented the
- second-fastest growing Hispanic group, doubling (100.0%) their numbers during the period. The
Cuban-American population also experienced a substantial gain, increasing by 63%, or slightly
over half a million people during the past 16 years.

CHANGE IN COUNTRY OF ORIGIN OF
U.S. HISPANIC POPULATION GROWTH

1980 - 1996

Total Hispanic Population Change 1980-1996
Country/Place 1980 1996 Number Percent
of Origin (000) (000) (000)
Mexico 8,740.0 17,4817 87417  100.0%
Central/South
America 1,693.3 3,948.4 2,255.1 133.2
Puerto Rico 2,014.0 2,859.1 845.1 42.0
Cuba 803.0 1,307.0 504.0 62.8
Other Hispanic 1,353.4 1,633.8 280.4 20.7
Total 14,603.7 27,230.0 12,626.3 86.5%

Source:  U.S. Bureau of the Census, 1990
Current Population Reports, P25-1104/P20-465RV
Strategy Research Corporation

Strategy Research Corporation
Page 31




1996 U.S. Hispanic Market

3. Age/Gender Distribution

l The following table depicts the country's Hispanic population by age category for men and
women and for children of both sexes.
U.S. HISPANIC FOPULATION
AGE/SEX DISTRIBUTION
1996
Population Percent
(000) Distribution
Men
0-11 Years 3473.0 12.8%
12-17 Years 1438.5 53
18-20 Years 697.5 2.6
21-24 Years 9717.5 3.6
25-34 Years 2,697.0 9.9
35-49 Years 2,720.0 10.0
50-54 Years 478.0 1.8
55-64 Years 671.0 25
65 Plus Years 659.5 2.4
Sub-Total 13,812.0 50.7 %
Median Age 26.2 --
Mean Age 27.9
Women
0-11 Years 3,342.5 12.3
12-17 Years 1,368.5 5.0
18-20 Years 661.5 24
21-24 Years 873.0 32
25-34 Years 2,356.5 8.7
35-49 Years 2,630.5 9.7
50-54 Years 512.0 1.9
55-64 Years 760.5 2.8
65 Plus Years 913.0 33
Sub-Total 13,418.0 49.3%
Median Age 27.1 --
Mean Age 294
Under 18 vears
0-11 Years 6,815.5 25.0
12-17 Years 2,807.0 10.3
Sub-Total 9.622.5 35.3%
Total Persons 27,230.0 100.0%
Median Age 26.6
Mean Age 28.6.
Source: U.S. Bureau of the Census

Current Population Reports, P25-1104
Strategy Research Corporation
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4, Household Size

Historically, the average Hispanic household size in the United States has been higher than the
average for non-Hispanic households. According to the Census, the average number of persons
residing in a Hispanic household in the U.S. is 3.41. The largest household sizes are reported for
Mexicans (3.78), and the smallest for Cubans (2.65). According to the Census, the average
household size among Non-Hispanics is 2.63. The next table presents U.S. Hispanic household
size as projected by Strategy Research Corporation.

NUMBER OF PERSONS IN

HISPANIC HOUSEHOLDS
1993
COUNTRY OF ORIGIN
South &
Persons Puerto Central Other
Per Household Total Mexico Rico Cuba America Hispanic

1 Person 15.0% 13.0% 18.8% 21.0% 12.2% 23.9%

2 Persons 22.3 19.6 259 31.7 22.0 28.8
3 Persons 19.5 18.6 20.3 22.1 21.9 18.9
4 Persons 19.4 19.1 21.2 16.5 22.4 16.5
5 Persons 12.1 13.5 94 6.2 13.8 7.9
6 Persons 6.2 8.1 2.8 1.6 5.3 3.2
7+ Persons 54 8.1 1.5 0.8 2.3 0.8

Total  100.0% 100.0% 100.0% 100.0% 100.0% 100.0% |

Average Persons
Per Household 3.41 3.78 2.85 2.65 3.25 2.78

Source:  U.S. Bureau of the Census
Current Population Reports, P20-475
Strategy Research Corporation
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5. U.S. Hispanic Households

Based upon traditional Census undercounts of minority markets, information presented by
various organizations representing individual markets, hundreds of thousands of interviews with
Hispanic families, and 24 years researching the Hispanic market, Strategy Research Corporation
believes that the actual average U.S. Hispanic household size is 3.58. The total number of U.S.
Hispanic households in 1996 is:

7,606,000

HISPANIC HOUSEHOLDS FOR
TOP TWENTY U.S. HISPANIC MARKETS
1996
HisPANIC
HOUSEHOLDS
MARKET RANK (000)
LOS ANGELES 1 1,480.1
NEW YORK 2 1,011.6
_ Miami 3 468.5
SAN FRAN.-SAN JOSE 4 306.7
CHICAGO 5 288.3
HousToN 6 288.3
SAN ANTONIO 7 287.8
DALLAS-FT. WORTH 8 198.9
MCALLEN/BRNSVILE 9 197.9
ALBUQUERQUE 10 202.3
Top 10 MARKETS 4,730.4
EL PASO 11 171.9
PHOENIX 12 163.1
SAN DIEGO 13 157.0
FRESNO 14 155.1
SACRAMENTO 15 148.4
DENVER 16 116.0
PHILADELPHIA 17 100.4
CORPUS CHRISTI 18 949
W ASHINGTON DC 19 90.2
BOSTON 20 829
SuB-TOTAL 1,279.9
ToP 20 MARKETS 6,010.3
TOTAL U.S. HISPANIC 7,606.0
Source:  Market Statistics, Inc.
U.S. Census Bureau
Strategy Research Corporation
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6. Buying Power

Strategy Research Corporation estimates that the Buying Power of the U.S. Hispanic market for

January 1, 1996 will be:

$228,112,000,000

A total market buying power of just over $228 billion computes to a mean per household buying

power of approximately $30,000.

Source:  Market Statistics, Inc.
U.S. Census Bureau
Strategy Research Corporation

HISPANIC BUYING POWER FOR
TOP TWENTY U.S. HISPANIC MARKETS
1996
HisPANIC
BUYING POWER

MARKET RANK (000,000)
LOS ANGELES 1 $50,642
NEW YORK 2 29,672
MiaMi 3 13,678
SAN FRAN.-SAN JOSE 4 10,140
CHICAGO 5 9,071
HOUSTON 6 8,740
SAN ANTONIO 7 8,545
MCALLEN/BRNSVILE 8 6,359
DALLAS-FT. WORTH 9 6,042
ALBUQUERQUE 10 5,534
Top 10 MARKETS $148,423
SAN DIEGO 11 $5,377
EL PASO 12 5,317
FRESNO 13 4,926
SACRAMENTO 14 4,609
PHOENIX 15 4,571
DENVER 16 3,148
WASHINGTON DC 17 2,950
PHILADELPHIA 18 2,846
CORPUS CHRISTI 19 2,793
BOSTON 20 2,580
SUB-TOTAL $39,117
Top 20 MARKETS $187,540
TOTAL U.S. HISPANIC $228,112

Buying Power is shown for all Top 50 Markets in the Market Section of this Report.
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7. Household Income

According to Strategy Research Corporation estimates, the Mean Household Income for the U.S.
Hispanic population in 1996 will be:

$37,500

The following table compares household income based upon a combination of Census data and
information secured by Strategy Research Corporation. These data indicate that Cubans have the
highest mean household income ($45,200) among the major Hispanic groups. Mexicans, at
$35,900 per household are just below the national average of $36,500.

U.S. HISPANIC
HOUSEHOLD INCOME
1996
COUNTRY OF ORIGIN
South &
Household Puerto Central Other
Income Total Mexico Rico Cuba America  Hispanic

Mean $37,500 $36,500 $33,400 $45,200 $40,000 $44,400
Median  $29,500 $29,700 $23,300 $33,800 $31,300 $35,200
Source:  U.S. Bureau of the Census

Current Population Reports, P20-475
Strategy Research Corporation
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The following table shows the growth of median household incomes among U.S. Hispanics by
their country of origin for 1980 through 1996. Cuban-Americans have the highest median

| household income among the various Hispanic groups ($33,800).

MEDIAN HISPANIC HOUSEHOLD INCOME
BY COUNTRY OF ORIGIN
1980 - 1996
1980 1985
Total U.S. Hispanic $14,712 $19,900
Hispanic Origin
Cuba $18,245 $24,400

Other Hispanic, including
Central and South

American $16,230 $23,000
Mexican $14,765 $20,200
Puerto Rican $10,734 $14,200

Source:  U.S. Bureau of the Census
Current Population Reports, P20-465RV
Strategy Research Corporation

$33,800

$31,300
$29,700
$23,300

R

{ Strategy Research Corporation
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H. Brazilians Residing in The U.S.

The 1990 U.S. Census provides the following data on Brazilians residing in the United States:
Total number of Brazilians residing in the United States in 1990 65,875. According to the 1990
U.S. Census, approximately 62% (41,100 out of 65,875) of Brazilians living in the United States
are concentrated in five main market areas. However, for the very same factors we have cited as
potential causes for an undercount of Hispanics, critics suggest that the Census count of
Brazilians is extremely low.

. Recent immigrants who have lived in the U.S. for a very short period of time
may not have received or participated in the long-form Census

questionnaire.

. Those with little familiarity with English may have declined to fill out the
questionnaire.

. Due to a cultural lack of trust in governmental inquiries on the part of recent
immigrants.

. Due to the fact that one or more household members is residing illegally in
the U.S. and thus did not complete the questionnaire.

In fact, it should be noted that the only place Brazilians could identify their country of
origin on the Census long-form questionnaire is under "Ancestry". Brazilians are not
classified as Hispanic, and therefore are counted as either white or black.

Furthermore, the number of Brazilians residing in the United States has experienced rapid
growth since 1990 due to the transformation from a military government to a
democratically elected government; under the military regime visas to leave Brazil were
severely restricted.

Very conservative estimates indicate that the Brazilian population of the United States appears to
be growing at a significant rate of roughly 15% per year. Thus the Strategy Research
Corporation conservative estimate for the U.S. Brazilian population for January 1, 1996 is:

125,162

Sources within the Brazilian community put the Brazilian-American population figure much
higher. Many estimate that at least 250,000 Brazilians are now currently residing in the U.S.,
with strong concentrations in New York-New Jersey, Miami-Ft. Lauderdale, and Boston. Later
this year, SRC plans to undertake the first Brazilian-American Market Study, at which time we
will publish a revised population estimate.
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1996 Projections in Top Five Markets

The main market areas for Brazilian-American migration have been New York-New Jersey,
Boston and Miami-Ft. Lauderdale which have increased by roughly 150% since 1990. Together,
five markets account for over 75% of the Brazilian-American population in the United States.
The 1996 population estimates for the main population concentrations are presented below.

BRAZILIAN-AMERICAN POPULATION
PROJECTIONS BY MARKET
1996

Market 1990 1996
New York-New Jersey........cooevvvenenn. 20,000 50,000 |

Boston......cccoovverieeennnn 6,800 17,500
Miami-Ft. Lauderdale...........coccuuveeee.en. 5,000 10,900 |

Los Angeles........ccoceeeeennnne 5,300 10,400

Wash. DC......cocooevveeiens 4,000 6,700

Five Market Total 41,100 95,500
Five Market Pct. of Total 62.4% 76.3 % }
Total 65,875 125,162 |
Source: Strategy Research Corporation ‘
U.S. Bureau of the Census, 1990 \
U.5. INS |
|
|
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1996 U.S. Hispanic Market Study

Il. LANGUAGE
A. Overview

Unlike the African American ethnic segment, the Hispanic segment is defined primarily on a
linguistic basis. The definition of a market segment on a linguistic basis is a tenuous one. As a
immigrant market segment matures in the United States, American English will tend to be used
more and more and the linguistic definition of the segment thus becomes less and less applicable.

The first language learned to speak, the language spoken in the home, and the cultural values
given a child during his impressionable years sets the basis for the way the adult later views
himself and the world. The first language learned to speak, if it is used exclusively during the
formative years of a child, will generally be the easiest for the adult to use later, particularly if he
received education in that language. ‘

Because the segment is based on language, language use characteristics are a key measurement in
understanding this unique market segment; people, in general, react more favorably to marketing
when approached in their "own" language.

The Hispanic market in the United States, in terms of language, shows signs of a maturing
market segment as immigration has been relatively flat during the past five years. Signs of a
maturing market include a higher incidence of English language use in social situations and the
work environment. '

For the first time since 1987, English is used more in the work environment than Spanish by the
Hispanic working population. This tends to indicate a change in the employment characteristics
of the segment, and may point toward a decrease in the proportion of Hispanics employed in
"informal"” or small Hispanic-owned businesses, and a shift toward non Hispanic-owned
businesses. The employment in small Hispanic businesses is typical of the recent Hispanic
immigrants as a whole.

B. First Language Learned To Speak

This is an important question due to a language's function in the cognitive development of
thought and expression. Succinctly put, it is easier to express your thoughts and feelings in your
native language. Looking at data collected by Strategy Research Corporation over the past ten
years, the 1987 U.S. Hispanic Market Study showed that 94% of adult Hispanics reported
learning Spanish as their first language. The highest measurement of learning Spanish first was
in 1989 at 97 percent. This proportion has been slowly declining to its current level of 89
percent. In the 1989 measurement, three percent cited English as the first language. This has
increased to the current level of 10 percent. The remainder, 1%, could not make a distinction and
stated that they had learned both languages first.

Strategy Research Corporation
Page 41




1996 U.S. Hispanic Market Study

First Language Learned to Speak
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C. Language Most Comfortable Speaking

Again looking at historical data collected by Strategy Research Corporation over the past ten
years, the 1987 U.S. Hispanic Market Study showed that 67% of adult Hispanics were most
comfortable speaking Spanish. This measurement peaked in 1989 when 87 percent of Hispanic
adults reported that they were most comfortable speaking Spanish. Again, this has been
generally declining to its current level of 73% in 1996. English as the language Hispanics are
most comfortable speaking language has been increasing from 1989 (11%) to its current level of
24%. The remainder, three percent, state that they are equally comfortable in both languages.

Language Most Comfortable Speaking

100% T
90°/° +
80% T
70% - m” e e o . . O
60% + e e R . —l— English |..

50% + —@— Spanish
40% - e o . B, : —Zx—Both

30% 1
20% T
10% 4+ -
0%

1987 1988(e) 1989  1990(e) 1991  1992(e) 1993(c) 1994  1995() 1996

Source: Strategy Research Corporation
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D. Language spoken most frequently at home

Historically, data collected by Strategy Research Corporation among Hispanics over the past ten
years shows Spanish as the language spoke at home most frequently by about 75% of adults. The
highest measurement of Spanish as the language spoken at home was in 1994, at 83 percent. In
this 1996 study, 78% state Spanish is the language spoken most frequently at home. Since 1989
English as the language spoken most frequently at home has been increasing from 5% to its
current level of 20 percent. This increase from previous years is due to the declining use of both
English and Spanish equally in the home. Three percent state that they speak Spanish and
English equally at home in 1996 compared to 17 and 21 percent in 1989 and 1991, respectively.

Language Spoken Most Frequently at Home

100% T
80% 4+ - e
60% 4+ - - o - o e .. | —l—English | .

50% 4 —@— Spanish
40% 1 _ _ —/x—Both

30% + - - . L

0%+ pma e o e e e

10% T .\. " & : :

0% -+ i 1 t + } + ! A
1987 1988(e) 1989  1990(e) 1991  1992(e) 1993(e) 1994 1995(e) 1996

Source: Strategy Research Corporation

E. Language Spoken Most Frequently In Social Situations

As in the language spoken at home, the number of Hispanic adults stating that Spanish and
English are spoken equally in social situations has decreased over the past seven years. The use
of Spanish has remained fairly constant, but the use of English in these situations has increased.

Historically, incidence of Spanish as the language most frequently spoken in social situations has
hovered around the 65 percent level. The highest such measurement was in 1994 at 70%. In the
1996 study, 64% state they speak Spanish most frequently in social situations. Since 1989, the
percentage who say they speak English most frequently in social situations has increased from
only 8% of Hispanic adults, to 35% today. Again, this increase is the direct result of the
declining use of both English and Spanish equally in these situations. Two percent state that they
use both languages equally in social situations in 1996, as compared to about 28 percent in 1987
through 1991.
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Language Spoken Most Frequently in Social Situations
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F. Language Spoken Most Frequently At Work

As with the language spoken at home and in social situations, the number of Hispanic adults
stating that Spanish and English are spoken equally, at work, has decreased over the past seven
years. The use of Spanish most frequently increased from '87 to '94, and the use of English at
work has also increased.

The historical data shows Spanish as the language spoken most frequently at work increasing
from 30 percent, in 1987, to 55 percent in 1994, and then decreasing to 42 percent in 1996.
Since the 1989 level of 21 percent, English as the language at work has increased to the current
level of 58 percent.

Language Spoken Most Frequently at Work

0, R .
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G. The Spanish Language in the U.S. and Immigration

Familiarity with, and use of, the English language is increasing among the Hispanic population in
the United States. The preceding graphical analyses of SRC's historical data clearly shows that
the use of both Spanish and English equally has diminished over time, solidifying the use of one
primary language over the other.

The use of Spanish in this segment is driven to some degree by immigration levels; new
immigrants will tend to refresh the use of the Spanish language among those already in the
country. As a result, new Latino immigrants are needed to maintain the "Hispanic-ness" of the
segment. Without relatively high immigration levels, the Hispanic segment will adopt English
and in time, fully acculturate into mainstream American culture; the language of which is
English.

Later in the section on Public Opinion, we will see that in spite of current and pending legislation
to restrict immigration, the public fully expects relatively high immigration levels (both legal and
illegal) to continue. Should the weight of public opinion prove correct, the Hispanic market
should be continuously refreshed and renewed in Spanish, for the foreseeable future.

H. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. Included in the
tabulations are the data used in this. section. The cross-tabulations shown are: Market and
Acculturation. All data shown this section are Hispanic Adults 18 years of age or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, figure is an index on the total column.

All tables shown have Chi-square significance testing at 95% confidence. The +/- indicate
significance and direction against the expected value.

Strategy Research Corporation
Page 45

;




1996 U.S. Hispanic Market Study

Language
Los New San
Tota] Angeles: York Miami Fran Chicago
Language First Learned To Speak
English 10.0 10.0 10.2 49- 144 13.0
100 100 102 49 144 130
Spanish  88.8 89.6 86.8 937+ 854 86.5
100 101 98 106 96 97
Other 1.2 04 3.0+ 14 0.2 0.5
100 35 249 115 19 40
Language Most Comfortable
English 234 224 26.5 13.5-  30.1 28.6
100 96 113 58 129 122
Spanish 732  74.0 69.7 83.8+ 67.8 68.5
100 101 + 95 114 93 94
Other 34 37 3.8 2.7 2.1 2.9
100 109 112 80 63 86
Language Most Frequently Spoken At Home
English 19.9 20.7 21.7 89- 245 23.8
100 104 109 45 123 120
Spanish 78.6 777 76.1 90.5+ 75.1 75.0
100 99 97 115 96 95
Other 1.5 1.6 22 0.6 04 1.2
100 109 151 38 25 80
Language Most Frequently Used - Socially
English  33.9 33.8 357 25.8- 423+ 33.1
100 100 105 76 125 98
Spanish 64.2  63.9 63.0 726+ 559- 64.6
100 100 98 113 87 101
Other 1.9 2.2 1.3 1.6 1.8 22
100 119 70 86 97 120
Language Most Frequently Used At Work
English 47.7 462  50.0 379- 572+ 553
100 97 105 79 120 116
Spanish  35.8 37.8 35.8 40.1 25.0- 302
100 105 100 112 70 84
Don't Work 16.4 16.1 14.2 221+ 178 14.5
100 98 86 134 108 88
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Language
ACCULTURATION LEVEL
Hghly Prtly Non- Born

Acc  Acc  Unacc Span  Span  InThe
TOTAL 0-49 50-84 85-100 Dmnt Dmnt U.S.

Born

Outside Born -

Index
UsS

Index
Non-US
Born -

U.S. Wh/Ot US Bm

Language First Learned To Speak

English  10.0 314+ 9.3 1.2- 1.4- 13.1+ 332+
Spanish ~ 88.8 66.8- 894 98.2+ 98.1+  854- 662+
Other 1.2 1.8 1.3 0.6 0.4 1.5 0.6
Language Most Comfortable
English 234 66.9+ 239 1.3- 4.6- 30.3+  69.9+
Spanish ~ 73.2 26.8- 723 977+ 937+  65.7- 23.0+
Other 3.4 6.3+ 3.8 0.9- 1.7 4.0 7.0+
Language Most Frequently Spoken At Home
] English 19.9 62.0+ 19.3 1.1- 0- 27.3+ 58.8+
" Spanish ~ 78.6 345- 793 983+ 100.0+ .70.7- 394+
Other 1.5 35+ 14 0.6 0- 20 1.8+
Language Most Frequently Used - Socially
: English 339  76.1+ 35.8 9.3- 15.5- 40.7+  T77.1+
Spanish  64.2 21.5- 62.0 89.8+ 834+ - 57.2- 21.5+
Other 1.9 24 2.2 0.9 1.1 2.1 1.4+
Language Most Frequently Used At Work
English  47.7  75.8+ 532+ 22.1- 30.7- 54.0+ 76.7+
Spanish ~ 35.8 9.3-  31.2- 58.8+ 46.2+  32.0- 13.6+
Don'twork  16.4 14.9 155 19.2 23.0+ 14.0- 9.8+

3.3+
95.3+
1.4+

10.0+
87.7+
2.3+

8.7+
89.9+
1.4+

21.4+
76.6+
2.0+

39.4+

423+

18.4+

0

(e

0

(e

o O

o O

(e

10
144
215

14
381
33

15
228
74

28
356
146

51
312
188
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IV. MARKET CHARACTERISTICS

A Place of Birth & Country of Origin

Over all five markets surveyed, 77%, or three out of four adult Hispanics were born outside the

U.S. This proportion of foreign-born Hispanics reaches its peak in Miami at 9
in San Francisco at 66%.

1%, and is lowest

Source: Strategy Research Corporation

Place of Birth O United States
M Outside US

100% 91%

80% Lo T% o T5%.

60%

o/ ] iy :

40% 23% [ 25% 23% [

20% 4 s

0% + "

Total Los Angeles New York Miami San Chicago
Francisco

Among the various ethnic groups that comprise the Hispanic market, close to half of the Puerto
Ricans were born in the U.S., as were about one-quarter of Mexicans. Nine of every ten Central
Americans will be foreign-born immigrants, as will about 87% of all Cubans, South Americans,

and Dominicans.

Place of Birth [ United States
E Outside US
100% 1 87% ” N
g%t %
40%
20% }
0%

Total Mexicans Puerto Cubans Central South Domini
Ricans Americans Americans

Source: Strategy Research Corporation

88%

cans

Strategy Research Corporation
Page 49




1996 U.S. Hispanic Market

B. Country of Origin or Descent

In the five markets surveyed, Mexicans account for the largest ethnic group; overall 51%. Other
sizable groups include Cubans - 10%, Puerto Ricans - 9%, Dominicans - 6%, Salvadorans - 6%,
Guatemalans - 5%, and Colombians - 4%. Other Central American countries such as Nicaragua
(2%) have continued to send sizable numbers of immigrants to the U.S. as well.

Los Angeles New York
Nicaraguan )
- 1% Mexican
Mexican Dominican 9%
23%
e Colombian
\ Salvadoran 8%
: 6% g
Honduran I||II||||||iiI|||| CuEan
5% [ 8%
' Ecuadorian
Other Puerto Rican Other 5%

11% 29% 7%

Source: Strategy Research Corporation

However, the real mix of Hispanic ethnic groups is still best viewed on a market-to-market basis.
Seventy-eight percent of Hispanics in Los Angeles are Mexican. Central Americans have
concentrated in this city over the past five years, however, and certain groups such as
Salvadorans (6%) and Guatemalans (5%) are making their presence felt.

New York's Hispanic ethnicity continues to diversify. Often considered a "Puerto Rican market,"
Puerto Ricans currently account for 29% of New York's 1996 Hispanic population, while
Dominicans have grown to 23% of the market. South and Central American groups are
beginning to make their presence felt in the Big Apple as well; 5% identified themselves as
Ecuadorian, and 8% as Colombian. Nicaraguans have now topped 10% of the population.

Strategy Research Corporation
Page 50



1996 U.S. Hispanic Market

Over the last five years, Miami's Hispanic mosaic has diversified to point where all of the ethnic
groups barely fit on a pie chart. Nicaraguans, in our survey, constituted the second largest group

in Miami (11%), and Colombians (6%) the third. Cubans (52%) still make-up over half of the
Hispanic market in Miami.

Miami San Francisco
Dominican Mexican Other
Other 4% 4% Nicaraguan g,
13% — 3%

Salvadoran
Honduran 8%
5%
Puerto Rican @
5%
Nicaraguan

119% Colombian

6%

1|II||||I||IIII“"mllll

Cuban
52%

Mexican
80%

Source: Strategy Research Corporation

To gain an understanding of how the Hispanic market has shifted in the 1990's, consider that in
1989, Mexicans represented 75% of the Los Angeles ADI, 75% of the San Francisco ADI, and
43% of the Chicago ADI. Puerto Ricans constituted 45% of the New York ADI, and 28% of the
Chicago ADI. Cubans, represented 65% of the Miami Hispanic community.

Chicago Five Market Total

Mexican
Cuban [FFse
Other

8% Puerto Rican

Guatemalan Dominican [
0
3% Salvadoran [B£8
Puerto Rico ‘| Mexican .
10% Colombian

79%
Guatemalan %

Spanish [
Other

Source: Strategy Research Corporation

In the early part of this decade then, populations have been on the move. Central Americans and
Dominicans, Colombians and other South Americans are all beginning to make an impact on the
top five Hispanic markets in the United States.
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C. Length of Residence

Latinos, as an immigrant group, are a relatively "young" in the sense that 44% of the adults in the
top five Hispanic markets have lived in the United States 10 years or less. San Francisco Latinos
have been here the least amount of time; 56% 10 years, or less with a mean length of residency of
13.5 years.

Length of Residency
110 Yrs. or Less W 11-20 Yrs, W21 Yrs. or More

56% —

80% 50%

40% + 37%....38% & L] | e

QQ% l

0% - +
Total Los Angeles New York Miami San Chicago

Francisco

Source: Strategy Research Corporation

New York and Miami have the "oldest" populations of Hispanics; 36% and 38% respectively
have lived in the U.S. 21 years or more. The average Latino in New York has lived in the U.S.
for 17 years, and the average Hispanic in Miami for just under 18 years.

Length of Residency

110 Yrs. or Less IB11-20 Yrs. W21 Yrs. or More

6.‘4.;/;. - 63%

60% 1

40% ¢t

20% 1

0% -
Mexican Puerto Rican Cuban Central South Dominican
American  American

Source: Strategy Research Corporation

By ethnic group, mean length of residency in the U.S. shows some striking differences:

Mexican.......... 13.5 Central American.......... 11.9
Puerto Rican.......... 26.2 South American.......... 14.0
Cuban.......... 23.8 Dominican.......... 13.8
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D. Employment

For those age 18 and over, 58.4% are employed over 30 hours per week in the five markets
surveyed. Full-time employment is highest in Chicago (65%), and unemployment is highest in
Miami (9%).

Employment Status

Hispanics 18 years cld & older Los New San
Total Ang. York Miami Fran. Chicago

Employed 30+ hours/week 58.4% 59.4% 582% 520% 56.7% 64.9% |

Employed less than 30 hours/week 8.5 9.5 7.6 8.4 10.1 4.7
Unemployed 6.6 6.0 78 8.9 4.1 53

Retired 79 57 8.1 16.5 9.5 47

Student 35 39 3.0 34 29 37

Housewife 12.6 13.2 11.8 8.8 15.1 14.2

Disabled 2.1 22 29 14 1.1 1.5

Refused/Other 0.5 0.2 0.6 0.4 0.5 1.0

TOTAL 1000 1000 1000 1000 1000 100.0

Source: Strategy Research Corporation

Miami also has the highest percentage of retired (16.5%) Latinos, and the lowest perceﬁtage of
respondents classifying themselves as housewives (8.8%).
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E. Sending Money Outside the U.S.

We include sending money outside of the United States as a "market characteristic” for two
reasons: (1) because it obviously impacts Hispanic household Buying Power in each market, and
an infrastructure is needed to meet Hispanic demand.

Hispanic Households Sending Money’
Outside of the United States

OYes B No M DK/Refused
80% 1 - T8%
60% 1
40% t
20% t
0%
Total Los Angeles New York Miami San Chicago
Francisco

Source: Strategy Research Corporation

Across all five markets, 31% of all Hispanic households send money to family members in their
country of origin. Incidence reaches a peak in Chicago (38%), and a low in Miami (22%), where
it is much more difficult to send money to Cuba.

Average Amount Sent in a Typical Month

$300.00 1 $280.90
$250.00 |. o et e L $222-85

_$198.55

$200.00 S13058
$150.00 1
$100.00
$50.00
$0.00
Total Los New York Miami San Chicago
Angeles Francisco

Source: Strategy Research Corporation

In a typical month, the average Hispanic household sends $203.18 to their family in their country
of origin. San Francisco Latino households send an average of $280.90 in a typical month, and
Miami households an average of $190.66.
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The following table calculates the number of households sending money for each market, a
monthly estimate, and high, middle and low projected annual amounts.

SENDING MONEY OUTSIDE THE U.S.:
1996 PROJECTED AMOUNTS

Avg.
Amount High Middle Low
Sent in Total Avg.  Projection: Projection: Projection:
Pct. TotalHH's Typical Monthly 12 months 9 months 6 months
Sending Sending Month per Amountper peryear  peryear per year
Market TotalHH  Money Money HH Market (Mil) (Mil) (Mil)

Los Angeles 1,480,100 32.7% 483,993 $190.80  $92,345,807 $1,108.15 $831.11 $554.07
New York 1,011,600 304% 307,526 $193.55  $59,521,735 $714.26 $535.70 $357.13
Miami 468,500 22.3% 104,476 $190.66  $19,919,299 $239.03 $179.27 $119.52

San Francisco 306,700 32.2% 98,757 $280.90  $27,740,954 $332.89 $249.67 $166.45
Chicago 288,300 382% 110,131 $222.85  $24,542,604 $294.51 $220.88 $147.26

Totals 3,555,200 1,104,883 $224,070,399  $2,688.84 $2,016.63  $1,344.42

Source: Strategy Research Corporation

Over all five markets, a total of 1.1 million Hispanic households say they send money to family
members outside the United States. By market, the average amount sent in a "typical" month
varies, from a high of $280 in San Francisco, to a low of $190 in Miami. In a typical month, 1.1
million households are sending $224 million out of the United States. Depending on which
series of projections you most believe in, we estimate that these households are sending a
combined $1.3 billion to $2.7 billion to their families in their countries of origin.

The average amount sent has risen dramatically since the last measurement we took in 1994,
Here are the average amounts reported for the top five Hispanic markets:

Market 1994 1996

Los Angeles.........c.cccvvenns $178 $191
New York ....ccovvvvvvirirenan. $97 $194
Miami......ooovrvnnnnn, $124 $191

San Francisco .......ooe.vevvvenine $145 $281
Chicago .......ccovvvvrrnne $143 $222

The reasons for these increases are unknown, however one good reason may be devaluation of
the Mexican peso, which sparked the current economic crisis in Mexico and has seriously
affected Mexican household buying power. Mexican households in the U.S. are currently
sending an average of $222.50 in a typical month; the highest amount for all nationalities, with
the exception of Puerto Rican households, which average $284.50. By comparison, Cuban
households send an average $157, Central American households $180, and South American
households $152. Dominican household send the least, with an average of $134.
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F. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. The cross
tabulations are shown by Market. All data shown this section pertain to Hispanic Adults 18 years
of age or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, figure is an index on the total column.

All tables shown have Chi-square significance testing at 95% confidence. The +/- indicate
significance and direction against the expected value.
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United States

Another Country

Argentina
Bolivia
Brazil
Chile
Colombia
Costa Rica
Cuba
Dominican Republic
Ecuador

El Salvador
Guatemala
Honduras
Mexico
Nicaragua
Panama
Paraguay
Peru

Puerto Rico
Spain
Uruguay

Venezuela

233
100

76.7
100

Place Of Birth

Los New San

24.9 22.8 9.1- 339+ 258
107 98 39 145 111
75.1 77.2 90.9+ 66.1- 742
98 101 119 86 97

Country of Origin or Descent

0.2
100
0.6
100
0.3
100
04
100
35
100
0.5
100
9.8
100
6.6
100
22
100
4.5
100
3.0
100
2.0
100
50.5
100
22
100
0.1
100
0
100
1.0
100
93
100
2.5
100
0.1
100
0.7
100

‘Los  New San
0 0.3 0.7 0.9
0 109 294 400
08 06 05 03
126 101 87 44
0 1.0+ 0 0
0 382 0 0
0 0.5 1.7+ 0.3
0 145 447 91
0.7- 8.4+ 57 0.6-
21 245 167 16
0.4 1.1 0.2 0.3
72 215 47 67
2.8- 7.8 52.4+ 0.8-
28 79 532 8
0- 232+ 42 0.3-
0 350 63 5
0.9- 5.4+ 2.2 0-
42 245 - 98 0
6.1+ 2.4- 3.2 7.8+
137 53 72 174
4.8+ 1.6 0.4- 2.1
159 52 14 69
1.0- 3.1 5.3+ 12
48 153 262 58
77.6+ 8.6- 37-  75.0+
154 17 7 149
1.0- 0.6- 10.9+ 33
45 25 492 147
0 0.3 0 0
0 382 0 0
0 0 0 0.3+ -
0 0 0 1113
0.3- 2.3+ 0.6 1.9
31 221 58 184
0.6- 28.5+ 5.1- 1.3-
6 307 55 14
2.8 32 0.6 35
113 126 24 140
0 0.3 0 0
0 382 0 0
0.2 0.9 2.5+ 0
33 136 373 0

0
0
0.2
34
0
0
0
0
2.2
64
0
0
2.2-
22
0.2-
3
1.5
67
0.2-
5
2.7
90
04
22
78.6+
156
0.2
10
0
0
0
0
0.6
59
10.3
111
0.3
11
0
0
0.4
59
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Length Of Residence In The United States

Less Than 1 Year
1-10 anrs
11 - 20 Years

21 - 30 Years

31 - 40 Years
41 - 50 Years
51+

Don't Know

Mean

Employed more than 30 hours per week
Employed less than 30 hours per week

Unemployed

Retired
Student

Housewife

Disabled
Refused

Other

Total Angeles

1.2
100

42.6
100

303 .

100
16.3
100

7.5
100

1.9
100

0.2
100

0

0

15.39

58.4
100

8.5
100

6.6
100

79
100

35
100

12.6
100

2.1
100

0.3
100

0.2

Los New
York Miami
0.3- 25+ 09
23 205 73
46.6+ 34.7- 35.7-
109 81 84
352+ 265 24.6
116 87 81
10.7- 245+ 237+
66 150 146
6.4 7.5 13.7+
86 100 184
0.8- 4.1+ 0.8
43 217 45
0 0.3 0.5
0 136 262
0 0 0
0 0 0
1425 17.13 17.83
Employment
Los New
Total Angeles York Miami
59.4 58.2 52.0-
102 100 89
9.5 7.6 8.4
111 89 99
6.0 7.8 8.9
91 119 136
5.7- 8.1 16.5+
72 103 209
3.9 3.0 34
111 85 99
13.2 11.8 8.8
105 94 70
2.2 2.9 1.4
103 136 67
0.2 0.3 0.2
94 98 83
0 0.3 0.2
0 175 125

100

San
Fran
1.4
113

55.0+

129
26.5
87

8.6-
53

4.0
53
39
206
0.7
344
0
0
13.47

San
Fran
56.7
97
10.1
119
4.1
62

95
120

29
83

15.1
120

1.1
50

0.3
132

0.2
122

Chicago
2.6
213
47.2
111
30.6
101
13.6
84

55
74

0.4
24

Chicago
64.9
111
4.7
55
53
81

4.7
60

3.7
106

14.2
112

1.5
73

0.3
128

0.7
351
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Sending Money Outside Of U.S.

Los New San
Total Angeles York Miami Fran Chicago
Yes 31.1 32.7 30.4 22.3- 322 38.2
100 105 98 72 104 123

No 68.1 663 686 717+ 67.0 60.6
100 97 101 114 98 89

Don't Know/Unsure/Refused 0.8 1.0 1.0 0 0.8 1.1
100 115 117 0 97 138

Dollar Amount Sent In Average Month

Los New San
Total Angeles York Miami Fran Chicago

$1-50 185 20.9 18.8 17.9 8.8 16.3
100 113 101 97 47 88

$51-100 219 21.8 16.7 32.2 20.9 26.2
100 100 76 147 96 120

$101-200 25.2 23.5 27.8 31.8 25.7 19.6
100 93 110 126 102 78

$201-300 6.5 34 10.7 6.1 9.7 7.5
100 52 165 94 149 116

$301-500 11.8 15.5 6.7 3.7 8.6 18.3
100 131 57 32 73 155

$501+ 32 1.3 2.8 21 145+ 3.6
100 40 89 65 455 111

Na answer/Refused 13.0 13.7 16.5 6.2 11.8 8.7
100 105 127 48 91 67

Mean 203.18 190.80 193.55 190.66 280.90 222.85
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V. ACCULTURATION & CULTURAL COMPONENTS
A. Defining the Hispanic Market in the United States

As seen in the previous sections, best estimates place 27 million people of Hispanic origin in the
United States today. This population segment of the United States is made up of immigrants
from 22 Spanish-speaking countries as well as Americans who see themselves of Hispanic
origin. This population is the fifth largest Spanish-speaking population in the world, behind
Mexico, Spain, Celombia, and Argentina. The growth of this segment, will make it the second
largest ‘Hispanic’ population in the world by the year 2025.

Unlike most ethnic segments in the United States, the Hispanic market is defined on its linguistic
similarity. The Hispanic market, like the U.S. market, is made up of the four human races. In
Spanish there are terms to describe the different mixes of people. These terms do not have an
equivalent in English. A mulatto is a person of African and European ancestry. The mestizo is a
person of European and Native American (Indian) ancestry.

In this section we will show the acculturation process, some of the factors that drive acculturation
in general and within this segment specifically.

B. Acculturation

First, acculturation is defined:

aceculetureastion n 1: cultural modification of an individual, group, or people by
adapting to or borrowing traits from another culture; also : a merging of cultures as a result of
prolonged contact 2: the process by which a human being acquires the culture of a particular
society from infancy. Merriam-Webster’s Collegiate Dictionary Tenth Edition

Acculturation happens both by passive and active means. A passive manner of acculturation can
be explained as acculturation through contact or exposure. An active manner of acculturation
can be explained as the seeking of personal transformation through learning and exposure.

Acculturation, through personal contact, is a two-way street. As a person learns about the foreign
culture from another, the one's native culture is taught to the other. In order for two or more
humans to communicate, there must be some common ground. In order to establish that
common ground, some exchange of information will take place. Acculturation works in both
directions.
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The question "when will they assimilate?", is a difficult one. A person will acculturate to the
degree that is comfortable for that individual. The second generation, more likely to be educated
in the U.S., will be like those they grow up in proximity to. If the population in that area is very
densely Hispanic, the child will grow up more Hispanic than one growing up in a densely non-
Hispanic area. As long as immigration continues, there will be a Hispanic market in the United
States. New immigration slows the acculturation process of those already in the U.S. This is
based upon exposure and personal identification. If personal identification is closely related to
those new immigrants, the individual will not acculturate rapidly. If personal identification is
closely related to the mainstream U.S. population, the individual will acculturate more rapidly.

In this 1996 study, there is some polarization of the Hispanic market segment, in terms of
language and acculturation. The growing ‘Partially Acculturated’ portion of this market segment
is now 60% of Hispanics in the Top S Hispanic Markets.

In the United States, there has been an open attitude toward different cultures. There is a
perception of economic pressure at certain levels and in certain areas of the country from new
immigrants. With positive economic conditions, things will remain fairly stable. With, however,
a downturn in the economy, pressure on the different groups will rise, contributing to increased
polarization of the segments. The weak economy of the 1990’s to date, has increased the
economic pressure on the lower income group of the U.S. compared to the levels of the 1980’s.
Typical immigration patterns dictate that many new immigrants will compete in the job market
with lower income residents. This has two effects in the U.S. today, 1) lower income non-
Higspanics are not supportive of open immigration, and 2) those Hispanics already in the U.S.
wouldn’t mind closing the door behind them. (see Public Opinion)

As stated in the 1994 U.S. Hispanic Market Study section 4, p49 the culture in the U.S. can be
related to a stew. It is not a salad nor a melting pot. It’s a stew.

Describing the acculturation process in the 1994 U.S. Hispanic Market Study, we discussed some
of the population characteristics that speeded or slowed the acculturation process. As discussed,
population density and size play a critical factor in this process. Also, in 1994, based upon
population and density in many areas of the country, ‘typical’ acculturation is not required of a
new immigrant. This, coupled with the tolerance of the U.S. general culture to the Hispanic
culture, allows a non-acculturational situation to exist. This may change as new immigrants are
faced with pressure to be a part of the U.S. society. Current naturalization drives for qualified
residents, and potential restrictions on government services for undocumented immigrants have
affected, and will continue to affect, the acculturation process of Hispanics in the United States.

The Miami ADI encompasses Dade, Broward, Monroe and Palm Beach Counties. In the
metropolitan area of Miami, Florida, defined by Dade County, the total population is
approximately 2 million people. The population of Dade County, Florida is a majority Hispanic.
In this situation, the dominant culture in that area is the Hispanic culture. With a Spanish
language infrastructure, all goods and services available in Spanish, a new immigrant
acculturates very slowly. Miami is the least acculturated of the top 5 Hispanic markets in the
United States.
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Overall the Hispanic population of these five markets, represents almost 50% of the U.S.
Hispanic population in the United States. The Hispanic population is 13 percent - highly
acculturated, 60 percent - somewhat acculturated and 27 percent - relatively unacculturated. This
is a change from what we've found historically, with a larger proportion of the population now in
the partially or somewhat acculturated group.

The population size of this market segment allows a cultural inertia to exist. In other words, the
population size and density has reached a point that acculturation to the general market is not
required.

The acculturation model used in this section describes the market in terms of similarity to the
general market. It describes the tolerance and comprehension of the Hispanic market to general
market themes.

The Hispanic market is shown here grouped into Highly acculturated, Partially acculturated and
Relatively unacculturated. These acculturation measurements do not take into consideration such
demographics as income, education, or occupation.

Keep in mind that acculturation levels are a point in time measurement only. Acculturation is
not a straight road that one gets on until becoming something else. An immigrant will
acculturate to a point. This level of acculturation is different for diffent people. Apparently, this
level of acculturation requires some effort to maintain, and the person decides to get back to their
roots. At any point in time an individual may decide to reject the ‘new’ culture. As in the
research presented in 1994, the ‘get back to your roots’ phenomenon actually tends to be the
norm. This is particularly true among Hispanics born outside of the United States. Among those
Hispanics born in another country, the reverse in apparent acculturational trend occurs after 11 to
20 years in this country.
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The acculturation groups used here are simple divisions of the spectrum of acculturation. The
difference between a person who scores lower in the Highly acculturated group and one who
score high in the Partially acculturated group are virtually indistiguishable.

Those that fall into the Highly acculturated group represent 13 percent of the population, Partially
acculturated 60 percent, and those Relatively unacculturated 27 percent.

Acculturation Segments among
Hispanic Adults 18+

Relatively Unaceulturated Highly Acculturated

Partially Acculturated

Source: Strategy Research Corporation
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The acculturation level of Hispanic adults in the Top S Hispanic markets varies. The following
graphs depict the Total and the Top 5 Hispanic markets. In these graphs the vertical axis
represents the percent of the Adult Hispanic population. The horizontal axis represents the

Acculturation level of that population.

As an example, in the first graph “Population Distribution of Adult Hispanics by Acculturation
Level - Total,” it is clear that most of the adult Hispanics fall in the partially acculturated to

relatively unacculturated range.

Population Distributionof Adult Hispanics by Population Distribution of Adult Hispanics by

Acculturation Level- TOTAL Acculturation Level- LOS ANGELES
20% + o 20% -
5% - 5% -
0% - 0% -

5% 4 5%

0% -

Highly Acculturated ) Partialty Unaxccuitu:ated ) Highly Acculturated ) Partialiy Une;ccullur;ted
Source: Strategy Research Corporation Source: Strategy Research Corporation
Population Distribution of Adult Hispanics by Population Distribution of Adult Hispanics by
Acculturation Level- NEW YORK Acculturation Level- MIAMI
20% - : : 20% : .
5% . - L ) £%
0% diivd How o W R D ASNERETE W d W 0% o
5% A 5% 4
0% - 0%
* Highly Acculturated . Partially Unx;cculturlated b Highly Acculturated * Partially Un;ccultu;ated
Source: Strategy Research Corporation Source: Strategy Research Corporation
Population Distribution of Adult Hispanics by Population Distribution of Adult Hispanics by
Acculturation Level- SAN FRANCISCO Acculturation Level- CHICAGO
20% - s W . 20% :
5% 4 - . . £% -

0% 0% 4 -

5% 5% -

0% =

0% -

x

x x x x x x
Highly Acculturated Partially Unacculturated Highly Acculturated Partially Unacculturated

Source: Strategy Research Corporation Source: Strategy Research Corporation
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C. Direction of Acculturation

In conclusion, acculturation into the general market is not a requirement for the Hispanic
immigrant. The Hispanic immigrant today, has a complete Spanish language infrastructure
available to him or her. In any of the larger Hispanic markets in the U.S., virtually all goods and
services are available in Spanish.

Since the 1994 U.S. Hispanic Market Study there have been some changes in the market toward
acculturation. In the 1994 report, 7 percent of Hispanics wanted to be more like the general U.S.
population, compared with 20 percent in 1996. The increase in this area is countered by 79
percent in 1996 vs. 58 percent becoming more Hispanic. In this particular measurement, the
Hispanic market has polarized compared with the measurement taken in 1994.

Those Hispanic Adults remaining the same, in terms of acculturational level, were 35 percent in
1994 and are one percent in 1996. Politically and socially, there have been pressures on this
market that would tend to explain the movement away from staying the same.

Also in the 1994 analysis we noted that of the adult Hispanic population, for every one adult
culturally moving toward the General U.S. market, eight were moving toward the Hispanic
market. At this time, because of the polarization mentioned previously, for every Hispanic adult
moving toward the General U.S. market, four are becoming more Hispanic.

By acculturation level, 35 percent of those Hispanic adults in the “Highly Acculturated” group
are becoming more like the General market, as are 24 percent of those ‘Partially Acculturated’
and 5 percent of the ‘Relatively Unacculturated’ adults.

HISPANIC ADULTS 18+
ACCULTURATIONAL DIRECTION BY ACCULTURATION LEVEL
Highly Partially Relatively
Total  Acculturated  Acculturated  Unacculturated
Direction Of Acculturation:

To General Market 20.3% 34.8% 24.1% 5.0%

Staying The Same 0.8 1.5 1.0 0.0

To Hispanic Market 78.9 63.7 74.9 95.0

Source: Strategy Research Corporation

Strategy Research Corporation
Page 66




S

1996 U.S. Hispanic Market

D. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. Included in the
tabulations are the data used in this section. The cross-tabulations shown are: Market and
Acculturation. All data shown this section are Hispanic Adults 18 years of age or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, the figure is an index on the total column.

All tables shown have Chi-square significance testing at 95% confidence. The +/- indicate
significance and direction against the expected value.
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Acculturation Score

Los New San
Total Angeles York Miami Fran Chicago

Highly Acculturated  13.1 12.8 14.8 63- 164 17.6
100 98 113 48 125 134

Partially Acculturated 59.7 61.3 57.5 56.6 64.4 57.7
100 103 96 95 108 97

Relatively Unacculturated 27.2 259  27.7  37.1+ 19.2- 247
100 95 102 137 71 91

Spanish Dominant 269 264 260 337+ 240 237
100 98 97 126 89 88
Non-Spanish Dominant 73.1 736 740 663- 760 763
100 101 101 91 104 104
Direction Of Acculturation
Becoming More General Market 20.3 21.3 177 229 18.5 20.8
100 105 87 113 91 103
Staying The Same 0.8 1.2 0 1.1 0.6 0.8
100 151 0 136 78 102
Becoming More Hispanic 78.9 775 82.3 76.0 80.9 78.4
100 98 104 96 103 99

First Number is Percent of Total, Second figure is Index on Total Column

How Would You Describe Yourself?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S, US. Wh/Ot US Bm

Hisp first - Amer second 73.6  42.6- 733 89.1+ 83.0+ 70.1- 463+ 814+ O 176

Equally Hisp and Amer 162 259+ 177 83- 150 167 282+ 128+ 0 45
Amer first - Hisp second 102 315+ 90 2.7 19- 132+ 256+ 58+ 0 23

Acculturation Score

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

Highly Acc  13.1 100.0+ O- 0- 4.6- 16.3+ 329- 7.4- 0 22
Partially Acc ~ 59.7 0- 100.0+ O- 61.8 589 67.1+ 575+ O 86
Relatively UnAcc  27.2 0- 0- 100.0+  33.7+ 248 0- 351+ O 0

Spanish Dominant ~ 26.9 9.3- 278 333+ 100.0+ 0- 11.8- 312+ O 264
Non-Spanish Dominant  73.1 90.7+ 722 66.7- 0- 100.0+ 88.2+  68.8- 0 78

Direction Of Acculturation

Becmg More Gnrl Mkt 20.3 348+ 241+ 5.0- 20.8 20.1 16.8 213+ O 127
Staying The Same 0.8 1.5 1.0 0 0 1.1 2.2- 0.4- 0 17
Bemng More Hisp 789 63.7-  749- 950+ 792 78.8 81.0+ 783+ O 97
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ACCULTURATION LEVEI Index
Hghly Prtly Non- Born Born  US Non-US
Acc Acc Unacc  Span Span InThe  Outside Born -

TOTAL  0-49 50-84
Language First Learned To Speak

Language...

English 100 314+ 93 1.2- 1.4- 13.1+ 33.2+ 33+ O 10
Spanish ~ 88.8  66.8- 894 982+ 98.1+ 854- 662+ 953+ O 144
Other 1.2 1.8 1.3 0.6 04 1.5 0.6 14+ O 215
Language Most Comfortable
English 234 669+ 239 1.3- 4.6- 303+ 699+ 100+ O 14
Spanish ~ 73.2  26.8- 723 977+ 93.7+ 65.7- 230+ 877+ O 381
Other 34 63+ 3.8 0.9- 1.7 40 7.0+ 23+ 0 33
Language Most Frequently Spoken At Home
English 199  62.0+ 193 1.1- 0- 27.3+ 58.8+ 87+ 0 15
Spanish  78.6  34.5- 793 983+ 100.0+ 70.7- 394+ 899+ O 228
Other 1.5 35+ 14 0.6 0- 20 1.8+ 14+ O 74
Language Most Frequently Used - Socially
English 339  76.1+ 358 9.3- 15.5- 407+ 77.1+ 214+ O 28
Spanish 642  21.5- 620 89.8+ 83.4+ 57.2- 215+ 766+ O 356
Other 1.9 24 22 09 1.1 2.1 1.4+ 20+ 0 146
Language Most Frequently Used At Work
English 477 758+ 53.2+ 22.1- 30.7- 540+ 767+ 394+ 0 51
Spanish ~ 35.8 9.3- 31.2- 58.8+ 46.2+ 32.0- 13.6+ 423+ 0 312
Dontwork  16.4 14.9 155 19.2 23.0+ 14.0- 98+ 184+ 0 188
What is your Age
ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S, .S, Wh/Ot US Bm
18-24  21.0 19.0 23.0 13.8- 203 199 358+ 16.5+ 314 46
25-34 305 22.0- 309 362+ 286 32.1  21.6 332+ 95 154
3549 269 266 249 278 24.6 264 21.6- 285 76 132
50-64 141 19.6+ 140 15.6 16.7 146 12.4- 14.6- 67 117
65+ 7.6 12.8+ 7.1 6.5 9.8 7.0 8.5- 73- 45 85
Mean 37.80 4131 37.16 3859 39.16 37,70 3594 3837 - -

Index

Born -

85-100 Dmnt Dmnt LS. US. Wh/Ot US Brn
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Employed > 30 hrs pw
Employed <30 hrs pw
Unemployed

Retired
Student
Housewife

Disabled
Refused
Other

TOTAL
58.4

8.5
6.6

7.9
35
12.6

2.1
0.3
0.2

Employment
ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc  Span
599 592 568 50.8-
59 9.9 7.1 8.5
4.4 47- 99+ 8.6+
152+ 173 5.7 9.1
37 42 1.1- 39
8.4 126 159 17.3+
14 1.6 34 1.1
1.0+ 03 0.1 0.3
0.2 0.2 0 0.4

Non- Born
Span In The
Dmnt U.S.
61.5 60.1+
8.7 144+
52 47
7.5 8.3-
3.1 5.4+
11.3 5.8
2.4 1.3
0.4 0
0 0

Born

Outside Born -

57.8+
6.7-
7.1

7.8-
29
14.7+

24
0.3+
0.2

Including yourself, how many people live in your household?

LSOV S R

00 3 O\ W

9

10+
Refused
Mean

TOTAL
74
14.2
19.5
25.1

17.1
9.0
4.5
1.7

0.6
0.8

3.97

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc
0-49 50-84 85-100
13.8+ 5.9 7.8
209+ 144 120
15.0 21.5 15.6
23.2 243 235
18.6 163 19.1
6.4 104 8.6
1.8 4.9 6.0
0.2 1.2 4.2+
0 0.7 1.0
0 05 2.1+
0 0 0
3.39 395 433

Non- Born
Span Span In The
Dmnt Dmnt U.S.
7.0 7.6 7.5-
15.5 143  169-
12.2- 21.5+ 222+
25.7 233 25.6+
19.0 16.8 16.1+
10.7 89 7.1+
5.0 4.7 3.9+
1.9 1.9 0.3
1.2 0.5 0.1
1.8 0.6 0.3
0 0 0
4.17 391 3.67

Born

Outside Born -

7.4-
13.4-
18.6
25.0+

17.4+
9.5+
4.8+
2.1+

0.8+
1.0
0
4,06

Index Index
US Non-US
Born -
U.S. Wn/Ot US Brn
114 96
118 47
92 151
43 93
178 54
135 254
62 187
0 0
0 0
Index Index
US Non-US
Born -
U.S. Wh/Ot US Bm
32 99
56 79
127 84
149 98
225 108
254 133
430 123
0 626
52 613
34 398
0 0
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And how many people are over 18 years of age?

A TURATION LEVEL

TOTAL
12.7
449
211
11.9

6.3
20
0.8
0.2

0
0
2.65

Hghly Prtly
Acc  Acc
049 50-84
18.0+ 11.1
46.7 455
20.0 22.5

6.6- 11.1
8.4 6.1
04 2.7
0 0.8
0 0.1
0 0.1
0 0
2.42 2.68

Unacc

85-100
13.6
46.0
17.0-
13.3

53
2.6
1.5
0.6

0
0.1
2.68

Span
Dmnt
12.7
44.9
18.5
13.7

5.7
3.6
0.7
0

0.1
0.1
2.70

Non-
Span
Dmnt
12.7
46.1
21.5
10.2

6.3
1.9
09
0.3

0.1
0

2.63

Born
In The
us.

10.8-
424
25.3+
13.3+

6.5+
1.5+
0.3
0

0
0
2.68

Index
Born  US
Outside Born -
U.S. Wh/Ot
13.3- 41
45.6 90
19.9+ 149
11.5+ 173

6.3+ 381
2.2+ 887
1.0+ 0
0.2 0

0.1+
0
2.64

0
0

And how many people are between 12 and 17 years of age?

TOTAL
71.1
18.0

7.7

2.7
0.3
0.1
043

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc Span
0-49 50-84 85-100 Dmnt
73.5 70.8 67.5 70.2
14.0 18.3 195 16.6
11.1 8.4 7.5 9.2
14 2.1 54+ 33
0 0.4 0 0.7+
0 0 0.1 0
040 043 0.51 0.48

Non-
Span
Dmnt
70.3
18.6
8.2

2.8
0.1
0
0.44

Index

And how many people are between 6 and 11 vears of age?

W N = O

N A

Mean

TOTAL
69.4
19.8

8.7
1.8

0.2
0
0.1
0.44

Span
Dmnt
70.2
16.8
11.3
1.2

0.5
0
0.1

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc
79.0+ 694 65.1
14.3 189 23.1
6.5 9.9 8.8
0.3 1.8 1.9
0 0.1 1.0+
0 0 0
0 0 0.1
0.28 0.44 0.51

0.45

Non-
Span
Dmnt
69.2
20.4
83
1.8

0.2
0

0
0.43

Index
Non-US
Born -
US Bm
123
108
79
86

97
144
379

(=]

Index

Born Born  US Non-US
InThe  Outside Born- Bom -
S, US. Wh/Ot US B
72.0- 709- 83 98
17.3+ 18.2+ 186 105
7.6+ 7.8+ 203 102
2.7+ 2.7+ 985 101
04 0.3 249 73
0 0.1 0 0
0.42 0.44 - =
Index Index
Born Born  US Non-US
InThe  Outside Born- Born -
us. .S, Wh/Ot USBm
75.0- 67.7- 86 90
153+ 21.2+ 176 138
7.5+ 9.1+ 262 122
2.3+ 1.7+ 246 73
0 0.3 0 0
0 0 0 0
0 0.1+ 0 0
0.37 0.46 = =
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N = O

w

Mean

Los Angeles
New York
Miami

San Francisco
Chicago

And how many people are under 6 vears of age?

TOTAL
64.4
229
10.7

1.7
0.2
0.50

TOTAL
44.7
26.2
12.1

9.0
8.0

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc  Span
0-49 50-84 85-100 Dmnt
732+ 67.8+ 57.2- 63.5
19.8 222 237 214
4.7- 89 177+ 136
23 0.7- 15 0.6
0 0.5 0 0.8+
036 044 064 0.54
Market
ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc  Span
049 50-84 85-100 Dmnt
4277 448 415 429
289 248 262 24.9
6.6- 13.0 188+ 17.3+
11.1 9.6 6.3 8.0
10.7 7.7 7.2 7.0

Are you the primary grocery shopper in your household?

Yes
No

Don't Know/Unsure/Ref

TOTAL

65.6

343
0.1

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc Span
58.9 653 754+ 733+
40.7 346 24.6- 26.7-
0.3 0.1 0 0

Index Index
Non- Bormn Born US Non-US
Span InThe  Outside Born- Born-
Dmnt U.S. U.S. Wh/Ot US B
664 73.0- 61.8- 86 85
226 17.1+ 247+ 179 144
9.6 7.9 11.6+ 167 147
1.3 1.9 1.7 189 88
0.1 0.1 0.2+ 328 230
0.46 0.39 0.54 - -
Index Index
Non- Born Born US Non-US
Span InThe  Outside Born- Born-
Dmnt U.S. U.S. Wh/Ot US Brmn
439 477+ 438+ 172 92
260 25.6- 26.3- 70 103
12.5 47 143+ 109 305
9.3 13.1 7.7- 92 59
8.3 8.9- 7.8- 52 87
Index Index
Non- Born Born US Non-US
Span InThe  Outside Born- Born -
Dmnt U.S. U.S. Wh/Ot US B
65.0 57.7- 68.0- 75 118
349 422+ 319+ 185 76
0.1 0.1 0 0 39
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Place Of Birth

T N LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmat US. US. Wh/Ot US Bm
United States  23.3  56.3+ 25.2 0- 9.9- 27.0+ 100.0+ 0- 123 0
Another Country 767  43.7- 748 100.0+ 90.1+ 73.0- O- 100.0+ O 0

Length Of Residence In The United States

TUR VEL Index Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot US B

Less than 1 Year 1.2 0 0.2- 2.6+ 1.2 10 0 1.2 0 0
1-10 Years 426  245- 382- 523+ 462 402 0 26+ 0 0
11 -20 Years 30.3 333 319 29.7 31.1 313 0 30.3 0 0
21-30Years 163  18.0 204+ 112- 14.6 181 0 16.3 0 0
31-40 Years 7.5 15.2+ 8.3 3.1- 59 15 0 75 0 0
41 - 50 Years 1.9 91+ 10 10 1.0 19 0 19- 0 0
51+ 0.2 0 0 0.1 0.1 01 0 02- 0 0
Mean 1539 2156 1647 12.18 1441 1577 0 1539 - -
Country of Origin or Descent

ACCULTURATION LEVEL Index Index

Hghly Prtly Non- Born Born  US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot USBm

Argentina 0.2 0.7 0.3 0.2 0.2 0.3 0.2 0.3 0 151
Bolivia 0.6 0.9 0.7 0.3 0.5 0.7 0.8 0.5 0 69
Brazil 0.3 0 0.4 0.5 0 0.5 0 04 0 0
Chile 04 0 0.3 04 0.8 0.1 0.3 04 0 141
Colombia 35 2.6 2.8 2.2 35 2.3 2.2 3.8 0 176
Costa Rica 0.5 0 0.2 1.3+ 0.1 0.6 0 0.7 0 0
Cuba 9.8 42- 106 143+ 12.2 10.3 5.5- 11.2 0 201
Dominican Republic 6.6 2.3- 7.2 7.7 7.2 6.5 3.3- 7.6 0 232
Ecuador 2.2 33 2.1 2.6 1.9 2.6 0.7- 2.7 0 407

El Salvador 4.5 5.8 35 5.7 2.6 5.1 1.9- 5.2 0 272
Guatemala 3.0 3.1 2.8 3.2 1.8 34 0.1- 39+ 0 3407
Honduras 2.0 0- 2.7 3.0 35 2.0 0.7- 2.5 0 363
Mexico  50.5 492 513 485 53.1 49.2 56.0+ 48.8 0 87
Nicaragua 2.2 0.2 2.5 4.0+ 2.6 2.6 0.2- 2.8 0 1240
Panama 0.1 0.7+ 0 0 0 0.1 0.3 0 0 0
Paraguay 0 0 0.1 0 0 0.1 0 0 0 0
Peru 1.0 1.0 1.0 14 1.8 0.9 0- 1.3 0 0

Puerto Rico 9.3 16.4+ 9.8 3.9- 7.0 9.8 185+ 6.4- 0 35
Spain 2.5 8.4+ 1.3-  0- 0.6 23 8.3+ 0.8- 0 9
Uruguay 0.1 0 0.2 0 0 0.1 0 0.1 0 0
Venezuela 0.7 1.2 0.3 0.7 0.7 0.5 1.1 0.5 0 49
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Respondent Sex

AC LEV Index Index

Hghly Prtly Non- Born Born US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot US Bm

Male 50.0 498 522 40.5- 41.5- 514 529+ 491 111 93
Female 50.0 502 47.8 59.5+ 585+ 486 47.1- 509 90 108

Language Of Interview

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Brn

English  26.1 652+ 275 3.3- 7.1- 32.8+ 734- 11.7- - 16
Spanish  73.9  348- 725 967+ 929+ 67.2- 26.6+ 883+ - 332
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V. MEDIA USAGE

A. Overview

After reading the Cultural Components and Language Sections prior to this one, you should be
understanding the importance of the Spanish language to the Latin population in the United
States. The common belief has been that the process of assimilation of immigrant groups in the
U.S. would eventually make the need for specific marketing efforts obsolete; the truth is the
opposite. In fact, our acculturation modeling shows a shift in the attitudes of Hispanics; after
about 15 years in the United States, the acculturation process actually reverses, and Hispanics
make a conscious effort to be more Hispanic in spite of increasing levels of exposure to the U.S.
culture and media. What is driving the increased use of Spanish Media in this country is not

Spanish Dependency - immigrants dependent on the Spanish media because they don’t speak
English - but Spanish preference.

Among Hispanics 18 years or older 73% say that they are most comfortable speaking Spanish
and 79% are speaking Spanish most in the home. The fact that 79% of Hispanics 18 years and

older speak Spanish most in the home is important because most media usage takes place in the
home.

Media usage was measured by incidence of using a given medium, as well as the number of
hours of that medium used in a normal or average day.

B. Incidence of Media Use

The incidence of Media use was measured by language of media used, and is reported here in
terms of total incidence of use and incidence of use by language.

MEDIA USAGE
AMONG HISPANIC ADULTS 18+

Spanish English
Incidence of Usage:
98% Watch TV in 84% 82%

92% Listen to the Radio in 72 61
73% Read the Newspaper in 44 48
68% Read Magazines in 41 45

Source: Strategy Research Corporation

A majority of Hispanics watch television and listen to the radio every day. Almost three-quarters

read newspapers and read magazines. Over 7 out of 10 Hispanics watch television and listen to
the radio in Spanish.
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The incidence of media use by media type varies only slightly on a market by market basis.
Overall, the incidence of TV use among Hispanic adults 18+ is 98 percent, Radio - 92 percent,

Newspapers - 73 percent and Magazines - 68 percent. San Francisco tends to have a lower
incidence of media use than the other markets.

Among the markets surveyed, more variation in the incidence of media usage is apparent when
examining the data by media language used. Miami has a higher incidence of Spanish language
media use in every category than the other markets.

Incidence of TV Use Incidence of Radio Use
by Market by Market
100
80
g 60
[+5)
o 40

0- ! 4
Los Ang NewYork Miami SanFran Chicago LosAng New York Miami SanFran Chicago
| B Spanish TV W English TV| | Spanish Radio Ml English Radio |
Incidence of Newspaper Use incidence of Magazine Use
by Market by Market

Percent
Percent

Los Ang NewYork  Miami ) SanFran Chicago Los Ang New York  Miami SanFran Chicago
| EA Spanish Newspaper  Jl English NewspaperJ I H Spanish Magazine M English Magazine

Source: Strategy Research Corporation
C. Average Hours of Daily Media Use
In an average day, Hispanics use Spanish language media for their news - information - \

entertainment approximately 5 hours per day, compared with 3 hours and 50 minutes of English |
media.

Of the 5 hours of Spanish media used, one hour - 53 minutes are radio, 2 hours 35 minutes are
television, 21 minutes are newspapers and 10 minutes are magazines.
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In the graph below, average daily hours of media usage is shown for Hispanic adults 18+, by
market.

Average Daily Media Usage
among Hispanic Adults 18 + by Market

3.5+

e — T — | M Los Angeles -
25— — e S N I o B e M| M New York = e

LI Miami

Ch T 77 |®sanFrancisco| |

154 M Chicago

Average Daily Hours

Radio Radio v v Newsp Newsp Mag Mag
Source: Strategy Research Corporation

Engiish Spanish English Spanish English Spanish English Spanish
|

Those Hispanics born outside of the United States spend more time with Spanish language
media, on the average, than do their counterparts born in the U.S.

Average Daily Media Usage |
among Hispanic Adults 18+ Born in/Out of U.S.

3
0 28 B
=1
L2
25 o4 BN, . . _gas  fEd. . _ B ... ... ——————————— ...
% Bl Bom in US
[a] 4-Bil-------- g covn B e e e e o e d
2 1.5 W Born out US
g
S pE T . EEEEEE . EE . N N R R R
>
<
o51-BEE ---B- N ---Fi O ---E B ---F|--------------pmm----eceeiann
0- i ] L : S
Eng Spn EngTV Spn TV Eng Spn Eng Spn
Radio Radio Newsp Newsp Mag Mag

Source: Strategy Research Corporation

D. Television Viewing

Eighty four percent of Hispanic adults 18+, watch Spanish language television. During a typical
day, adult Hispanics watch 2 hours and 35 minutes of Spanish Television compared to 1 hour
and 55 minutes of English language television. Overall 60% of the average hours per day
watching television is spent watching Spanish language television.
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Hispanic women spend more time watching TV than men. On an average daily basis, women
watch Spanish language TV approximately 3 hours, men 2 hours 12 minutes.

Of those Hispanics watching Spanish language television, 85 percent have watched Univision
and 80 percent have watched Telemundo during the past week. Also, during the past week, 75
percent stated watching Telenoticias, 38 percent - Galavision, 30 percent -MTV Latino, and 20
percent - HBO en Espaiiol.

E. Other Media Usage

On a daily basis, Hispanics in the United States spend about 3 hours and 10 minutes listening to
the radio. Sixty percent of the average daily listening hours are spent with Spanish radio. This
equates to about 1 hour 53 minutes.

In the Hispanic market segment approximately 45 minutes per day are spent reading newspapers,
on the average. Fifty-percent of the time, the newspaper is in Spanish.

The time spent reading magazines is the only media activity in which English is used more than
Spanish. An average of about two hours per week is reported for reading magazines of which 1
hour and 10 minutes are in English, and about 50 minutes in Spanish.

F. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. The cross-
tabulations shown are: Market and Acculturation. All data shown this section pertain to
Hispanic Adults 18 years of age or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, figure is an index on the total column.

All tables shown have Chi-square significance testing at 95% confidence. The +/- indicate
significance and direction against the expected value.
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Incidence Of Media Usage
Listen To Radio

Listen To Radio In English

Listen To Radio In Spanish

Watch TV
Watch TV In English

Watch TV In Spanish

Read Newspaper
Read Newspaper In English

Read Newspaper In Spanish

Read Magazine
Read Magazine In English

Read Magazine In Spanish

Total English Media

Total Spanish Media

Incidence of Media Usage

Los
Total Angeles
92.1 91.8
100 100
60.7 60.6
100 100
71.6 72.0
100 101
98.0 97.0
100 99
84.3 82.3
100 98
81.7 81.9
100 100
72.5 69.5
100 96
47.7 444
100 93
43.8 429
100 98
68.1 66.9
100 98
454 43.2
100 95
41.0 374
100 91
88.1 86.9
100 99
89.8 88.9
100 99

New
York

93.7
102
63.4
105
69.2
97

99.0
101
90.6+
107
80.6
99

80.4+
111

53.5+
112

47.8
109

70.1
103

49.5
109

46.2
113

93.3+
106

90.0
100

iami

924
100
55.0
91
78.7+
110

100.0

102
81.2
96
87.8+

108

70.2
97
39.3-
82
55.7+
127

71.0
104
44.6
98
49.8+
121

82.4-

94

96.6+
108

San
Fran

86.4-

94
62.4
103
62.9
88

97.3
99
85.5
101
74.6
91

68.0

94

55.6
116

234-

53

63.5
93
45.0
99
33.8
83

90.6
103

83.4-

93

Chicago

93.9
102
60.1
99
74.3
104

97.2
99
78.2
93
80.4
99

71.5
99
535
112
35.2
80

67.2
99
45.8
101
34.1
83

84.8
96
88.1
98
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Of those using each Media type:

Average Daily Hours of Media Usage

Los New San
Total Angeles York Miami Fran Chicago

Average Media Usage (Hours Per Day)
Radio Hours 3.60 372 372 349 324 3.18
Radio Hours In English 1.71 1.93 1.63 1.38 1.73 1.41
Radio Hours In Spanish 1.89 1.78 2.09 2.12 1.51 1.77

TV Hours  4.52 4.21 4.67 5.15 4.51 4.54
TV Hours In English 1.93 1.79 222 1.83 2.08 1.72
TV Hours In Spanish ~ 2.59 242 244 332 243 2.82

Newspaper Hours  0.73 0.60 0.70 1.16 0.62 0.89
Newspaper Hours In English ~ 0.38 032 036 039 050 058
Newspaper Hours In Spanish ~ 0.35 0.28 0.33 0.77 0.12 0.30

Magazine Hours  0.39 0.39 042 035 0.42 040
Magazine Hours In English ~ 0.23 0.22 026 0.16 0.27 0.25
Magazine Hours In Spanish ~ 0.16  0.16 0.16 0.18 0.15 0.14

Total English Media Hours/Day  4.26 4.27 4.48 3.76 4.58 397
Total Spanish Media Hours/Day ~ 4.99 4.64 5.02 6.39  4.21 5.03

I’ Do You Watch Television In Spanish?

Los New San
Total Angeles York Miami Fran Chicago

Yes 81.7 81.9 80.6 7.8+ 74.6 80.4
100 100 99 108 91 99

No 1823 18.1 19.4 12.2- 251 19.6
100 99 106 66 137 107
Don't Know/Unsure/Refused 0 0 0 0 0.3 0
100 0 0 0 1152 0

Do vou watch television in English?

Los New San
Total Angeles York Miami Fran Chicago

Yes 84.3 82.3 90.6+ 81.2 85.5 78.2
100 98 107 96 101 93

No 145 16.0 g6- 173 14.3 21.8
100~ 110 59 119 98 150
Don't Know/Unsure/Refused 1.2 1.8 0.8 1.5 0.3 0
100 145 68 126 23 0
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Of those watching Spanish language TV:

Spanish Language Channels/Networks Watched During Past Week

Los New San
Total Angeles York Miami Fran Chicago
Univision or a Univison Station 84.7 82.8 86.2 85.7 89.5 83.2
100 98 102 101 106 98
Telemundo or a Telemundo Station  79.5 80.2 77.8 78.6 72.8 90.3+
100 101 98 99 92 114
Galavision 37.6 39.6 42.7 23.5- 383 38.1
100 105 113 62 102 101
Gems 8.7 6.6 11.1 10.1 8.2 9.9
100 76 128 116 95 115

HBO en Espanol  19.5 16.9 23.9 16.9 22.9 21.5
100 86 122 87 117 110
OleTV 42 0 0 268+ 0 0
100 0 0 637 0 0

Telenoticias  75.4 72.3 814+ 714 76.4 79.6
100 96 108 95 101 106

Canal Sur 109 6.1- 8.8 320+ 79 4.6
100 56 81 294 73 42

Viva Television Network  13.1 16.9+ 12.8 8.0 5.0- 112
100 129 98 61 38 85

MTV Latino 29.7 285 378+ 21.0- 241 329
100 96 127 71 81 110

Prime Ticket en Espanol 9.6 12.2 9.3 4.7- 6.8 8.3
100 128 97 50 71 87

Showtime en Espanol  16.1 17.9 17.0 10.3 15.0 15.3
100 112 106 64 93 95

Do you listen to the radio in English?

Los New San
Total Angeles York Miami Fran Chicago

Yes 60.7 60.6 63.4 55.0 62.4 60.1
100 100 105 91 103 99

No 39.2 394 36.2 44.6 373 39.9
100 101 93 114 95 102
Don't Know/Unsure/Refused 0.2 0 03 04 03 0
100 0 186 252 164 0
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Do you listen to the radio in Spanish?

Los New San
Total Angeles York Miami Fran Chicago
Yes 71.6 72.0 69.2 787+ 629 74.3
100 101 97 110 88 104
No 283 28.0 30.5 21.3- 36.8 25.7
100 99 108 75 130 91
Don't Know/Unsure/Refused 0.1 0 03 0 0.3 0

100 0 294 0 259 0

Do you read the newspaper in English?

Los New San
Total Angeles York Miami Fran Chicago
Yes 47.7 44 4 535+ 393- 556 53.5
100 93 112 82 116 112
No 523 55.6 46.5- 60.7+ 442 46.5
100 106 89 116 84 89
Don't Know/Unsure/Refused 0 0 0 0 03 0

100 0 0 0 1152 0

Do vou read the newspaper in Spanish?

Los New San

Total Angeles York Miami Fran Chicago
Yes 43.8 42.9 47.8 557+ 234- 352

100 98 109 127 53 80
No 554 559 51.2 443- 763+ 64.8

100 101 92 80 138 117

Don't Know/Unsure/Refused 0.8 1.2 1.0 0 0.3 0
100 152 121 0 36 0

Do vou read magazines in English?

Los New San
Total Angeles York Miami Fran Chicago
Yes 454 43.2 49.5 44.6 45.0 45.8
100 95 109 98 99 101
No 545 56.8 50.5 55.1 54.7 542
100 104 93 101 100 99
Don't Know/Unsure/Refused 0.1 0 0 0.3 03 0

100 0 0 433 423 0

Do vou read magazines in Spanish?

Los New San
Total Angeles York Miami Fran Chicago
Yes 41.0 374 46.2 49.8+ 338 34.1
100 91 113 121 83 83
No 58.6 62.6 527- 49.8- 659 65.5
100 107 90 85 112 112
Don't Know/Unsure/Refused 04 0 1.0 0.4 0.3 0.4

100 0 264 114 73 97
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Incidence of Media Usage

ACCULTURATION LEVEL
Hghly Prtly Non- Born
Acc  Acc  Unacc  Span Span In The
TOTAL 0-49 50-84 85-100 Dmnt Dmnt U.S.
Incidence Of Media Usage
Listen To Radio  92.1 914 922 921 95.7+ 90.3 90.9
Listen To Radio - Eng  60.7 79.0+ 649+ 39.9- 47.1- 67.3+ 823+
Listen To Radio - Span 71.6  40.5- 722 879+ 93.6+ 60.9- 48.2-

Watch TV 980 944- 984 993 100.0+ 97.1 964
Watch TV In English ~ 84.3 87.1 86.9 76.1- 79.3- 86.7 .92.3+
Watch TV In Span ~ 81.7 51.2- 820 98.0+ 99.6+ 729- 56.1-

Read Newspaper ~ 72.5 74.8 749  65.3- 68.4 745 84.9+
Read News InEng  47.7 69.3+ 54.1+ 19.9- 31.1- 55.9+ 80.1+
Read News In Span 43.8 14.8- 448 577+ 585+ 36.6- 19.2-

Read Magazine  68.1 82.6+ 698 55.6- 64.9 69.6 85.5+
Read Magazine - Eng 454 70.5+ 49.5+ 21.1- 28.6- 53.6+ 77.0+
Read Magazine - Span  41.0  27.0- 404 502+ 55.1+ 34.1- 25.8-

Total English Media  88.1 933+ 91.0+ 78.0- 83.3- 90.4+ 98.6+
Total Spanish Media  89.8 66.3- 912 99.7+ 100.0+ 84.8- 72.3-

Of those using each Media type:

Average Daily Hours of Media Usage

A EVE
Hghly Prtly Non- Born
Acc  Acc Unacc  Span Span In The
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S,
Average Media Usage (Hours Per Day)

Radio Hours 360 299 387 3.30 5.47 269 434

Radio Hours In English ~ 1.71  2.11 190 1.03 1.40 1.87 3.03
Radio Hours In Spanish  1.89  0.88 197 2.26 4.07 0.82 1.30
TV Hours 452 358 470 4.61 6.59 351 4.36

TV Hours In English 193 234 211 1.27 1.77 201 291

TV Hours In Spanish 2.59 124 259 334 4.81 150 145

Newspaper Hours 0.73 0.57 0.82 0.59 0.87 0.66 0.79
News Hours In Eng 0.38 0.48 046 0.13 0.25 044 0.64
News Hours In Span 035 009 037 047 0.62 022 0.15

Magazine Hours 0.39 0.44 045 0.23 0.40 039 0.64
Magazine Hours - Eng 0.23 0.37 0.27 0.06 0.11 029 052
Magazine Hours - Span.~ 0.16 0.07 0.18 0.16 0.30 0.10 0.12

Ttl Eng Media Hrs/Day  4.26 530 473 249 3.53 461 7.10
Ttl Span Media Hrs/Day 4.99 228  5.10 6.24 9.80 264 3.03

Index Index
Born  US Non-US
Outside Born- Born -
U.S. Wh/Ot US Brn
92.4 0 102
54.2- 0 66
78.6+ 0 163
98.5 0 102
81.9- 0 89
89.3+ 0 159
68.8- 0 81
38.0- 0 47
51.2+ 0 267
62.9- 0 74
36.0- 0 47
45.5+ 0 177
84.9- 0 86
95.0+ 0 131
Index Index
Born  US Non-US
Outside Born - Born -

US. Wh/Ot US Bm

3.38
1.32
2.06

4.57
1.64
2.93

0.7
0.30
041

0.32
0.15
0.17

3.41
5.57

4.34
3.03
1.30

4.36
291
1.45

0.79
0.64
0.15

0.64
0.52
0.12

7.10
3.03

3.38
1.32
2.06

4.57
1.64
2.93

0.71
0.30
0.41

0.32
0.15
0.17

341
5.57
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Do You Watch Television In Spanish?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot USBrn
Yes 817 512- 820 98.0+ 99.6+ 729- 56.1- 893+ O 159
No 183 48.6+ 18.0 2.0- 0.4~ 27.1+ 438+ 10.7- 0 24
Don't Know/Unsure/Ref 0 0.2 0 0 0 0 0.1 0 0 0

Do you watch television in English?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US Non-US

Acc  Acc  Unacc  Span Span InThe  Outside Born- Bom -
TOTAL 0-49 50-84 85-100 Dmnt Dmnt U.S, US. Wh/Ot US Brn

Yes 84.3 87.1 869 76.1- 79.3- 86.7 923+ 81.9- 0 89
| No 14.5 12.0 123  21.4+ 19.2+ 12.2 7.6- 16.6 0 218
Don't Know/Unsure/Ref 1.2 0.9 0.8 2.6+ 1.5 1.1 0.1 1.6 0 1447

Of those watching Spanish language TV:

Spanish I.anguage Channels/Networks Watched During Past Week

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot USBrn
Univision or Univ Sta 847  67.6- 86.1 86.9 89.1+ 81.7- 76.4- 86.3 0 113
Telemundo or Tel Sta  79.5  57.8- 797 854+ 784 802 72.7- 80.7 0 111
Galavision 37.6 376 369 39.2 38.6 37.0 489+ 355 0 73
Gems 8.7 5.4 8.5 10.1 7.8 93 145+ 7.6 0 52
HBO en Espanol  19.5 12.8  20.1 205 18.0 206 247 18.6 0 75
Ole TV 4.2 1.7 3.7 6.0 4.7 39 11 4.8 0 457
Telenoticias 754 712 752 772 78.6 733 743 75.6 0 102
Canal Sur  10.9 5.1 102 139 11.2 10.7 3.8- 12.2 0 324
Viva Television Ntwrk  13.1 16.5 120 142 13.0 131 173 12.3 0 71
MTV Latino 297 337 289 303 29.8 297 414+ 276 0 67
Prime Ticket en Espanol 9.6 9.8 9.9 8.8 10.2 9.1 125 9.0 0 72
Showtime en Espanol  16.1 16.8 155 17.0 17.0 154 177 15.7 0 89
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1996 U.S. Hispanic Market

Do you listen to the radio in English?

ACCULTURATION LEVEL
Hghly Prtly Non- Born
Acc  Acc Unacc  Span Span In The
TOTAL 049 5084 85-100 Dmnt Dmnt US.

Yes  60.7 79.0+ 649+ 39.9- 47.1- 67.3+ 82.3+
No 392 20.3-  350- 60.1+ 527+ 32.6- 17.6-
Don't Know/Unsure/Ref 0.2 0.6 0.1 0 0.2 0.2 0.1

Do you listen to the radio in Spanish?

ACCULTURATION LEVEL
Hghly Prtly Non- Born
Acc  Acc Unacc  Span Span InThe
TOTAL 049 50-84 85-100 Dmnt Dmnt US.
Yes 71.6 40.5- 722 879+ 93.6+ 60.9- 48.2-
Ne 283 593+ 27.7 12.1- 6.4- 38.9+ 51.7+
Don't Know/Unsure/Ref 0.1 0.2 0.1 0 0 0.2 0.1

Do you read the newspaper in English?

ACCULTURATION LEVEL
Hghly Prtly Non- Born
Acc  Acc Unacc  Span Span In The
TOTAL 0-49 50-84 85-100 Dmnt Dmnt U.S.

Yes 47.7 69.3+ 54.1+ 19.9- 31.1- 55.9+ 80.1+
No 523 30.6- 459- 80.1+  68.9+ 44.1- 19.8-
Don't Know/Unsure/Ref 0 0.2 0 0 0 0 0.1

Do vou read the newspaper in Spanish?

ACCULTURATION LEVEL
Hghly Prtly Non- Born
Acc  Acc  Unacc  Span Span In The
TOTAL 049 50-84 85-100 Dmnt Dmnt US.
Yes 438 14.8- 448 577+ 585+ 36.6- 19.2-
No 554 850+ 544 41.2- 40.0- 62.9+ 80.7+
Don't Know/Unsure/Ref 0.8 0.2 0.8 1.1 1.5 0.4 0.1

Index Index
Born US Non-US
Outside Born- Born -
U.S. Wh/Ot USBm
54.2- 0 66
45.6+ 0 259
0.2 0 180

Index Index
Born US Non-US ‘
Outside Born - Born -
U.S. Wh/Ot USBm
786+ O 163
21.2- 0 41
0.1 0 103
|
|

Index Index
Born US Non-US
Outside Born - Born -

US. Wh/Ot US B

38.0- 0 47
620+ O 313
0 0 0

Index Index
Born US Non-US
Outside Born- Born -
U.S. Wh/Ot US Brn
51.2+ 0 267
47.9- 0 59
1.0 0 914
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1996 U.S. Hispanic Market

Do you read magazines in English?

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc Unacc  Span
TOTAL 049 50-84 85-100 Dmnt
Yes 454 705+ 495+ 21.1- 28.6-
No 545 293-  505- 787+ 714+

" Don't Know/Unsure/Ref 0.1 0.2 0 0.2 0

Index Index
Non- Born Born US Non-US
Span InThe  Outside Born- Born-
Dmnt U.S. U.S. Wh/Ot US Brn
53.6+ 77.0+ 36.0- 0 47
46.3- 229- 64.0+ 0 279
0.1 0.1 0.1 0 51

Do you read magazines in Spanish?

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc Span
TOTAL 049 50-84 85-100 Dmnt
Yes 410 27.0- 404 502+ 551+
No 58.6 728+ 59.0 49.8- 44.3-

Don't Know/Unsure/Ref 0.4 0.2 0.6 0 0.6

Index Index
Non- Born Born US Non-US
Span InThe  Outside Born- Born-
Dmnt U.S. US. Wh/Ot USBm
34.1- 25.8- 45.5+ 0 177
65.6+ 74.0+ 54.0- 0 73
03 0.2 04 0 187
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1996 U.S. Hispanic Market

VII.
PUBLIC OPINION
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VII. PUBLIC OPINION

A. Introduction

Immigration, as it often has been in the past, is now a hot topic in the media and among
politicians. It is especially hot in America's premier "gateway" cities and states, notably Los
Angeles and California, New York City and New York, Miami and Florida, Chicago and Illinois,
and Texas.

1990 FOREIGN-BORN POPULATION IN THE UNITED STATES
Country of Birth Immigrants Immigrants
Mexico .............. 4,298,014 26.3%
Philippings ................. 912,674 5.6%
Canada ................. 744,830 4.6%
Cuba............. 736,971 4.5%
Germany .....cuuwen. 711,929 4.4%
United Kingdom ................. 640,145 3.9%
;Y 580,592 3.6%
Korea ....ccuovennne 568,397 3.5%
Vietham ..o 543,262 3.3%
China ...covevercees 529,837 3.2%
El Salvador ................. 465,433 2.8%
India ........ccuuenn. 450,406 2.8%
Poland.................. 388,328 2.4%
Dominican Republic ................. 347,858 2.1%
Jamaica ..o 334,140 2.0%
Former USSR ... 333,715 2.0%
Japan ... 280,128 1.8%
Colombia................. 286,124 1.8%
Taiwan ... 244,102 1.5%
Guatemala.................. 225,739 1.4%
Haiti ..o 225,393 1.4%
Iran .o.eeeieene 210,941 1.3%
Portugal .........covne. 210,122 1.3%
Greece ...cocouveonene 177,398 1.1%
[IF:To S 171,577 1.0%
Ireland ..........cuu.e. 169,827 1.0%
Nicaragua.................. 168,659 1.0%
Hong Kong .......oceeenee. 147,131 0.9%
Peru................ 144,199 0.9%
Ecuador ................. 143,314 0.9%
Yugoslavia ...........re. 141,516 0.8%
Guyana .......cceeune. 120,698 0.7%
France ..o, 119,233 0.7%
Cambodia ......c.cnenen. 118,833 0.7%
Trinidad and Tobago ................ 115,710 0.7%
Hungary .....ccvevuee. 110,337 0.7%
Honduras ................. 108,923 0.7%
Thailand ................. 106,919 0.7%
Latin American (Subtotal) .............. 6,925,234 42.4%
TOTAL ............ 16,343,354 100.0%
Source: U.S. Bureau of the Census, 1990.

Strategy Research Corporation
Page 87




"Immigrants" are defined generically, yet the fact is close to half of today's immigrants, defined
by the U.S. Bureau of the Census as the "foreign-born" population residing the United States, are
Hispanic. In 1990, Mexicans alone accounted for over one-quarter (26.3%) of the foreign-born
populations of more than 100,000 persons in the U.S.

Such is the case that, especially in the gateway cities, when one speaks of "immigrants", one
speaks of Latin Americans; of the 1990 foreign-born population in the U.S., 42.4% are from
Latin America. If one adds those from countries in the Caribbean and South America which do
not speak Spanish, the total comes to 7.7 million, or 47.2%. Furthermore, since Puerto Ricans
are U.S. citizens and not counted as "foreign-born", adding the 3.4 million Puerto Ricans living
on the mainland in 1990 would put the total over 55%. In other words, about one-half of the
immigrants living in the U.S. in 1990 came from our own hemisphere, from a region collectively
known as Latin America and the Caribbean.

That immigration is again a topic of debate and proposed legislation is not surprising given that it
tends to come around during periods of economic uncertainty. As the U.S. moves toward a
global economy while experiencing a spotty, regional and so-called "jobless" economic recovery,
immigrants along with "free trade," have become a part of the perceived competition for scarce
jobs and income. However, foreign-born immigrants accounted for only 7.9% of the total 1990
U.S. population -- in 1890, the foreign-born population in the U.S. accounted for 14.7% of the
total population.

Nevertheless, many recent polls conducted by the media show that a majority of Americans
believe that the U.S. is "losing ground” in the fight against illegal immigration, and that
immigration in general is "out of control" and should be curbed.
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B. Special Report On Immigration: Summary Of Findings

Our own poll of Hispanics and non-Hispanics in Los Angeles, New York, Miami, Chicago and
San Francisco paints a similar picture, albeit with some very interesting contradictions and
differences. On the following pages, we have graphically presented the findings of several
survey questions on immigration and related issues. Here, we would like to briefly summarize
those findings.

On the future flow of immigration, there is general agreement that:

The flow of immigrants should be reduced or "stay the same" ...

. By a ratio of 2.6:1, Hispanics say they would like to see the number of immigrants
allowed to enter the United States decrease or "stay the same."

. On the same question, non-Hispanic whites say the same by a ratio of 6.7:1.

And over the next 5 years it will become more difficult to enter the U.S. both legally,
and illegally ...

. 86% of Hispanics, 68% of non-Hispanic whites, and 64% of African Americans
say that over the next five years, it will become "much" or "somewhat more
difficult” to enter the United States legally.

. 87% of Hispanics, 68% of non-Hispanic whites, and 62% of African Americans
say that over the next five years, it will become "much" or "somewhat more
difficult” to enter the United States illegally.

. 73% of Hispanics, 59% of non-Hispanic whites, and 66% of African Americans
say that over the next five years, deportations of illegal immigrants will increase
"greatly" or "somewhat."

Yet respondents believe that ILLEGAL immigration will continue to INCREASE ...

. Over half of all Hispanics (58%), non-Hispanic whites (58%), and African
Americans (65%) say that over the next five years, illegal immigration into the
United States will increase.

Due to the perception that the U.S. cannot control its international borders ...

. About two-thirds or more of all Hispanics (64%), non-Hispanic whites (73%), and
African Americans (64%) agree "totally” or "somewhat" that "today, it is fair to
say that the U.S. cannot control its international borders."

Such a display of realism, on the part of Hispanics, whites and blacks in the U.S. underlies a
basic disbelief that efforts to curb illegal immigration through the passage of legislation or laws
will be effective. People in the U.S. realize and accept that it will be difficult to keep immigrants
from entering the U.S.
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Furthermore, there is general agreement that recent immigration from Latin America has
benefited the U.S. economy:

Over the past 10 years, Latin American immigration has had a positive effect on the

economy ...

. 57% of Hispanics, 40% of non-Hispanic whites, and 40% of African Americans
say that immigration from Latin America has had a "very" or "somewhat positive"
effect on the U.S. economy.

. Yet 26% of non-Hispanic whites and 27% of African Americans admit that they
"don't know" or are "not sure" whether the effect of immigration from Latin
America has been positive or negative.

At the’same time, however, the populations surveyed exhibit general agreement toward recent
changes in at least one U.S. policy to curb immigration, and toward the need to expel or punish
those who break immigration laws:

Hispanics agree with the change in Cuban asylum status ...

) About two-thirds or more of Hispanics (61%), non-Hispanic whites (63%), and
African Americans (52%) agreed "totally” or "somewhat" with ending Cubans'
immigration status as "political exiles," forcing them to apply for standard
immigrant visas.

lllegal aliens convicted of crimes should be deported, and counterfeiters of
immigration documents should serve mandatory time ...

. Vast majorities (over 73%) of all three ethnic segments favor the immediate
deportation of illegal aliens convicted of any felony crime in the U.S.

. Vast majorities (over 73%) either "totally" or "somewhat" agree that people caught
producing, selling or distributing forged immigration or residency documents
should receive mandatory jail sentences.
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Lastly, the trend toward economic integration in the hemisphere capped by last year's Economic
Summit held in Miami, has picked up’some steam in the general population. In the five markets
we surveyed, increased integration in the economic and cultural spheres will be the order of the
day in years to come.

Majorities in all three populations surveyed FAVOR a hemispheric free trade
agreement ...

. 70 percent of Hispanics, 64% of non-Hispanic whites and 52% of African
Americans favor a hemispheric free trade agreement.

And "dual citizenship", where immigrants retain citizenship in their country of origin
while seeking and obtaining U.S. citizenship, is an idea that is gaining currency ...
. 74 percent of Hispanic respondents agree "totally" or "somewhat" with allowing

dual citizenship in the U.S. Surprisingly strong numbers for the white and black
populations were recorded as well; 48% and 44%, respectively.

The following pages present the data to each immigration-related question in a graphical format.
Each page shows the actual question text, and graphical analyses by ethnic segment (Hispanic,
whites and African Americans), and for Hispanics 18 years old or more by: top 3 markets,
acculturation segment, and place of birth.

Please note that many of the graphs do not sum to 100%; physical limitations on the amount of
space required us to drop answer categories, or combine top-two box responses (e.g., adding
those who responded "totally" to "somewhat" agree). To see the full cross tabulation, please
refer to the survey tabulations at the end of the section.
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QUESTION: Overall, would you say you would like to see the number of immigrants
allowed to enter the United States increase, decrease or do you think it's about the right

number now?

By Ethnic Segment ... By Top 3 Hispanic Markets ...
Mincrease ODecrease B Right DK/NS Mincrease [Decrease K Right HDK/NS
Number Number
Now

White/Other African
American

A higher proportion of Hispanics would like
to see the number of immigrants allowed into
the U.S. increase (25.3%), or feel that we are
currently allowing "about the right number"
in (47.4%). Meanwhile, over one-third of
non-Hispanic Whites/Other feel that the
number of immigrants allowed into the
country should be decreased.

Los New York Miami
Angeles

Across the three largest gateway cities,
Hispanic opinion is remarkably consistent --
about 25% feel that the number of immigrants
allowed to enter should be increased. Still,
close to two-thirds would like to see the
number stay the same or decrease.

By Acculturation Segments ... By Place of Birth ...
Wincrease [1Decrease FRight DK/NS Mincrease [lDecrease ERight HEDK/NS
Number Number
Now Now

Highly Partially Relatively

Acculturated Acculturated Unacculturated

Acculturation plays an important role in
opinion on immigration -- 21.9% of
Hispanics who are highly acculturated would
like to see the number of immigrants allowed
in decreased, as compared to only 10.1% of
relatively unacculturated Hispanics. Even so,
50.2% of highly acculturated Hispanics feel
the number of immigrants is "about the right
number” now, as compared to 42.1% of
African Americans and 40.3% of non-
Hispanic Whites/Other.

43%

Born In USA Born
Outside USA

While 27.9% of those Hispanics born in the
U.S. would like to see the number of
immigrants admitted decreased, only 11.9%
of those born outside the U.S. say the same.
About 14% of those Hispanics born outside
the U.S. claim they are "not sure" if
immigration should increase, decrease or stay
the same.
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QUESTION: Over the next five years do you believe that it will become easier or more

difficult to enter the United States legally? lllegally? Do you believe that deportations of
illegal immigrants will increase or decrease?

By Ethnic Segment ...

By Top 3 Hispanic Markets ...

B Much/Somewhat [CIMuch/Somewhat Deportations of

more Difficult to mote Difficult to legal Immigrants
Enter Legally Enter lllegally will Increase
Greatly/Somewhat
80% O7%

73%

68% 68% oo 64% go% 66%

Hispanic White/Other African
American

Close to three-quarters or more of all
Hispanics believe that both legal and illegal
immigration will become "much" or
"somewhat" more difficult, and deportations
of illegal immigrants will increase over the
next five years. Two-thirds of Whites and
African Americans agree, though not as
strongly.

M Much/Somewhat more E1Much/Somewhat more 1 Deportations of lllegal

Difficult to enter Difficult to enter Immigrants will
Legally lliegally Increase
Greatly/Somewhat
88% 86% 89%
83% 0 819
79% 1% 73%

73% 0%

e

£
e
EEoky

¥

Los New York Miami
Angeles

Across all three markets, Hispanics believe by
a ratio of over 8:1 that illegal immigration
will become more difficult over the next five
years. They equally agree that legal
immigration will become more difficult, and
that deportations will increase. South
Americans are most likely to believe that
legal and illegal immigration will become
"much" or "somewhat" more difficult (96.5%
and 95.0%, respectively).

By Acculturation Segments ...

By Place of Birth ...

W Much/Somewhat O Much/Somewhat Deportations of

more Difficult to more Difficult to llegal Immigrants
Enter Legally Enter llegally will Increase
Greatly/Somewhat
87% 8% 93%
76% 80% 8% 75%

Highly Partlally Relatively
Acculturated Acculturated Unacculturated

Highly acculturated Hispanics are less likely
to believe that immigration will become more
difficult or that deportations of illegals wiil
increase. Fully 9 of every 10 relatively
unacculturated Hispanics, however, believe
that illegal immigration will become
"much/somewhat" more difficult over the
next five years.

EMuctvSomewhat more  CJMuch/Somewhatmore [ Deportations of Hfegal
Difficult to Enter Legally  Difficult to Enter lllegally  Immigrants will Increase
Greatly/Somewhat

90%

83%

Born
Outside USA

Place of birth influences immigration opinion
as well; Hispanics born in the United States
are somewhat less likely to believe that
immigration will become more difficult,
although 7 out of 10 do believe it will.
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QUESTION: 'Over the next 5 years, do you believe that illegal immigration will increase

or decrease?

By Ethnic Segment ...

By Top 3 Hispanic Markets ...

M Increase Greatly ~ [Increase Somewhat

33% . 2%  30% 33%  32% .

Hispanic White/Other African
’ American

In spite of widespread agreement that illegal
immigration will become much more difficult
over the next five years, a plurality of all
three ethnic groups surveyed see illegal
immigration  increasing  "greatly"  or
"somewhat."

M Increase Greally [ Increase Somewhat

39%
10,
30% 28% 26%
Los New York Miami
Angeles

New York Hispanics are the most likely to
believe that illegal immigration will increase
greatly over the next five years. Miami
Hispanics who recently witnessed a large
group of Cuban rafters returned to
Guantanamo bay, and Los Angeles Hispanics
facing Proposition 187, are significantly less
likely to believe that illegal immigration will
increase "greatly." Being realistic, however,
40% in L.A. say illegal immigration will
increase "somewhat."

By Hispanic Acculturation Segments ...

By Hispanic Place of Birth ...

BlIncrease Greatly ~ [lincrease Somewhat

40%

32%

25%

Highly Partially Relatively
Acculturated Acculturated Unacculturated

Highly acculturated Hispanics mirror Los
Angeles in the view of illegal immigration.
From this perspective, it appears that public
opinion on illegal immigration has very
important regional slants; to wit, partially
acculturated and relatively unacculturated
Hispanics equally believe illegal immigration
will increase.

Hincrease Greatly  [Iincrease Somewhat

45%

30%

Born in USA Born
Outside USA

Likewise, place of birth has little effect on
whether one believes illegal immigration will
increase greatly or somewhat.
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QUESTION: Today, it is fair to say that the United States cannot control its international

borders. Do you agree or disagree with this statement?

By Ethnic Segment ...

By Top 3 Hispanic Markets ...

M Totally Agree 0 Somewhat Agree

45%
40%

28%

23% 24%

Hispanic White/Other African
American

What accounts for the apparent contradiction
in opinion on immigration, is the widespread
belief that the U.S. cannot control its
international borders. Over two-thirds of all
three ethnic segments either totally agree or
agree somewhat with this statement.

W Totally Agree [0 Somewhat Agree

42% 44%
prron 38%

: 39
23% . 22% 19%

Los New York Miami
Angeles

Unlike the issue of illegal immigration
increasing or decreasing, Hispanics in the
three top markets view the border control
issue equally. Cubans, in general, view the
Straits of Florida as somewhat more secure;
still, 53.8% agree "totally” or "somewhat"
that the borders cannot be controlled.

By Hispanic Acculturation Segments ...

_ By Hispanic Place of Birth ...

W Totally Agree [OSomewhat Agree

1%
23% 22% 23%
Highly Partlally Relatively
Acculturated Acculturated Unacculturated

Furthermore, this is not an issue dependent
upon level of acculturation, or place of birth;
across the board, over 60% "totally" or
"somewhat" agree.

Il Totally Agree O Somewhat Agree

0,
M% 40%

23% 23%

Born in USA Born
Outside USA
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QUESTION: In general, do you believe that immigration from Latin America over the past

10 years has had a positive or negative effect on the U.S. economy?

By Ethnic Segment ... By Top 3 Hispanic Markets ...
B Very/Somewhat [dVery/Somewhat MIDK/NS W Very/Somewhat [ Very/Somewhat IIDK/NS
Positive Negative Postive Negative
57% 65%

White/Other African
American

Hispanic

Given the fact that the current shift in
attitudes toward immigration in the U.S. has
been based upon the supposedly negative
effect on the economy (increased job
competition, low-skilled labor, etc.), it is
interesting that one-out-of-four non-Hispanic
Whites/Other and African Americans admit
they "don't know" if the effects of Latin
American immigration have been positive or
negative.

55% 55%

Los New York Miami
Angeles

Hispanics, on the other hand, are unanimous
in their agreement that the economic impact
of Latin American immigration has been
"very/somewhat" positive over the past ten
years. Significantly more Miami Hispanics
(64.9%) believe that the impact has been
"very/somewhat" positive. Cubans feel most
strongly, with 66.0% saying "very/somewhat"
positive, and Puerto Ricans least strongly,
with only 43.1% saying the same.

By Acculturation Segments ... By Place of Birth ...
B Very/Somewhat [1Very/Somewhat lIDK/NS WVery/Somewhat CIVery/Somewhat BIDK/NS
Positive Negative Positive Negative

Highly Partially Relatively

Acculturated Acculturated Unaccutturated

Relatively unacculturated Hispanics are
significantly more likely to say the economic
impact on the U.S. has been "very/somewhat"
positive (67.8%) as compared to highly
acculturated Hispanics (43.7%).

61%

Born in USA Born Outside

USA

Likewise, 60.7% of Hispanics born outside
the United States say immigration from Latin
America over the past 10 years has had a
"very/somewhat" positive effect on the U.S.
economy.
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QUESTION: A recent change in U.S. Immigration policy has ended the political asylum
status formerly granted to Cubans. As of now, Cubans must apply for an immigration

visa as other immigrants do. Do you agree or disagree?

By Ethnic Segment ... By Top 3 Hispanic Markets ...
H Totally/Some- O Totally/Some- EMDK/NS B Totally/Some- [Totally/Some- MDK/NS
what Agree what Disagree what Agree what Disagree
74% 78%
. 64%

Hispanic White/Other African
American

While whites and blacks are significantly
more likely to totally/somewhat agree with
the change in Cuban asylum status, it may
come as a surprise that 61% of Hispanics also
do.

57% 55%

Los New York Miami
Angeles

It should not come as a surprise that in
Miami, Hispanics are significantly less likely
to totally/somewhat agree with the change.
Within the Cuban community, public opinion
on the issue has polarized: 31.3% totally
agree, and 43.6% totally disagree. Very few
stand in the middle on this issue. Puerto
Ricans, perhaps owing to a long-standing
Caribbean rivalry, are most likely to support
this change: 56.2% totally agree.

By Acculturation Segments ...

By Place of Birth ...

M Totally/Some- [OTotally/Some- HMDK/NS
what Agree what Disagree

66% 63%

Highly Partially Relatively
Acculturated Acculturated Unacculturated
Both acculturation level and place of birth
effect Hispanic public opinion on the Cuban
asylum issue. Unacculturated Hispanics and
those born outside the United States are
significantly more likely to totally/somewhat

disagree.

H Totally/Some- OTotally/Some- EDK/NS
what Agree what Disagree

75%

Born in USA Born
Outside USA

Three-quarters of those Hispanics born in the
United States agree totally or somewhat that
Cuban should have to apply for normal
immigration visas; a proportion that mirrors
the white and black segments of U.S. society
in the five markets surveyed.
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QUESTION: lllegal aliens residing in the United States should be immediately deported
to their country of origin if convicted of a felony crime in the U.S. Do you favor or

oppose?
By Ethnic Segment ... By Top 3 Hispanic Markets ...
EFavor [OOppose MDK/NS MFavor [OOppose MDK/NS
85%

76%

Hispanic White/Other African
American

Following the "tough on crime" mood of the
country today, a majority would favor
immediate deportation of illegal immigrants
convicted of felony crimes in the U.S. The
non-Hispanic =~ Whites/Other segment is
strongest on this measure, with 85% favoring.

2% :

Los New York Miami
Angeles

Across the top three markets, Hispanics in
Miami are significantly more likely to favor
deportation of convicted felonists (although
one might wonder to where), than Hispanics
are in Los Angeles; 20% in L.A. would
oppose such a measure.

By Acculturation Segments ...

_By Place of Birth ...

EFavor [OOppose MDK/NS

83% 79%

Highly Partially Relatively
Acculturated Acculturated Unacculturated

Again, this is an issue that Hispanics across
the acculturation spectrum favor equally.

HEFavor [Oppose MDK/NS

78% 75%

Born in USA Born Outside
USA

Place of birth also has little difference on
opinions vis-a-vis deportation of illegal aliens
convicted of a felony crime.
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QUESTION: People caught producing, selling or distributing forged or counterfeit
immigration or residency documents should receive mandatory jail sentences. Do you

agree or disagree?

By Ethnic Segment ... By Top 3 Hispanic Markets ...
H Totally/Somewhat O Totally/Somewhat BDK/NS B Totally/Somewhat OTotally/Somewhat IDK/NS
Agree Disagree Agree Disagree
73% % 76%

Hispanic White/Other African
American

In a question that is hard to disagree with,
over 73% of the survey populations agree
"totally” or "somewhat" that persons caught
forging immigration documents should
receive mandatory jail sentences.

79% 80%

67%

Los Angeles New York Miami

By Hispanic market, there is significantly
stronger support for such a punitive measure
in Miami and New York, than there is in Los
Angeles. In fact, almost one-quarter of
Hispanics in Los Angeles (21%) disagree
"totally” or "somewhat." By ethnic group,
Mexicans (69%) and Central Americans
(60%) are least likely to agree with
mandatory jail sentences for counterfeiters.
Cubans (83%) and South Americans (84%)
agree strongest.

By Acculturation Segments ... By Place of Birth ...
HE Totally/Somewhat O Totally/Somewhat IRDK/NS B Totally/Somewhat O Totally/Somewhat BDK/NS
Agres Disagree Agree Disagree
T 72% %% 76%

Highly Partially Relatively

Acculturated Acculturated Unacculturated

Once again, we find that level of
acculturation and place of birth have little
effect on the results of such widely supported
measures.

2%

Bom in USA Bom Outside
USA

While unacculturated Hispanics and those
born outside the United States tend to favor
more lenient immigration restrictions into the
US, they are just as likely to exhibit the "slam
the door behind you" mentality of many
immigrant groups in the U.S.
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QUESTION: Do you favor or oppose a Hemispheric Free Trade Agreement for all of The

Americas?
By Ethnic Segment ... By Top 3 Hispanic Markets ...
MFavor [Oppose MDK/NS M Favor [JOppose M DK/NS
70% 1% 69% (2%

64%

Hispanic White/Other African
American

While support for a hemispheric free trade
agreement is strongest among Hispanics,
close to one-quarter of all three ethnic
segments chose to ride the fence on this issue.
Recent swings in public opinion against the
NAFTA and the Mexico" "bailout" after the
peso crisis may account for this.
Nevertheless, the plurality of widespread
support for such a trade agreement bodes well
for the future of the NAFTA, and the so-
called "Miami Process" for hemispheric free
trade.

Los New York Miami
Angeles

Hispanic support of hemispheric free trade is
consistent across the top three US Hispanic
markets.

By Hispanic Acculturation Segments ...

By Hispanic Place of Birth ...

BFavor [Oppose MDK/NS
72% 72%

Highly Partially Relatively
Acculturated Accuiturated Unacculturated

On this issue, acculturation level and place of
birth have a more pronounced effect. About
60% of highly acculturated Hispanics favor
hemispheric free trade -- a proportion that
mirrors opinion among African Americans
and non-Hispanic Whites/Other.

M Favor [OOppose MDK/NS

75%

57%

Born in USA Born
Outside USA

Hispanics born in the United States share
similar proportions to the black population.
Almost 20% oppose a hemispheric free trade
agreement, while 3 out of 4 Hispanics born
outside the United States would favor and
agreement.
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QUESTION: The U.S. should allow recent immigrants from Latin America to retain their
citizenship in their country of origin while seeking and obtaining citizenship in the

United States -- in effect, to have dual citizenship.

By Ethnic Segment ...

By Top 3 Hispanic Markets ...

B Totally Agree O Semewhat Agree

60%

239% 31%

14% 13%

White/Other African
American

Hispanic

By segment, non-Hispanic Whites/Other and
African Americans are significantly less
likely to agree with the concept of dual
citizenship for Latin immigrants. However,
about one-half of each (48.2% for non-
Hispanic Whites/Other, and 44.5% for
African Americans) either agree totally or
somewhat.

W Totally Agree [ Somewhat Agree
58% 60% 60%

17%

Los New York Miami
Angeles

Between the top three markets, little
difference is discernible -- a plurality either
“totally" or "somewhat" agree that Latin
American immigrants should be afforded the
opportunity to retain citizenship in their
country of origin. Currently, Colombia is the
only Latin country which allows its citizens
living abroad to retain their Colombian
citizenship.

By Hispanic Acculturation Segments ...

By Hispanic Place of Birth ...

H Totally Agree [0 Somewhat Agree 76%

56%
49%

14% 14%
Highly Partially Relatively
Acculturated Acculturated Unacculturated

Significantly fewer highly acculturated
Hispanics in the U.S. totally agree with the
concept of dual citizenship, as compared to
relatively unacculturated Hispanics. In the
next chart, a similar trend can be seen.

Il Totally Agree

[0 Somewhat Agree
64%

Bornin USA Born
Outside USA

Compared to Hispanics born inside the U.S,,
those born outside are more likely to totally
agree with the concept of dual citizenship. by
a ratio of 1.4 to 1. A significantly higher
proportion of Hispanics born in the U.S.
"totally disagree” with dual citizenship
(22.9%).
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C. Lifestyles & Values

"The real America is a nation of consumer states, of communities defined less by their geography

than by the passions of their populace.” Arthur J. Weiss, author of Latitudes & Attitudes: An Atlas of
American Tastes, Trends, Politics and Passions

The Hispanic community in the United States is clustered around five major markets, or
"gateway" cities, and as such it is often defined by the geographical, ethnic and cultural mosaic of
each city. Los Angeles' Hispanic community, for example, is often said to have different product
preferences and usage patterns owing to the dominance of Mexicans than does Miami, whose
Hispanic populace is largely Cuban, or New York, whose populace is largely Puerto Rican and
Dominican. Yet, forgetting product usage for the moment, what are Hispanics' passions? Do
their lifestyles and values differ greatly from Los Angeles to Miami? Does ethnicity and
geography define their passions, or is it acculturation levels or their places of birth?

In this section we examine the lifestyles and values of Hispanics in the United States; specifically
in the five gateway cities of Los Angeles, New York, Miami, San Francisco and Chicago.

For lifestyle, we asked each respondent if they had participated in the following activities in their
leisure time during the past month:

» attended a movie at a theater

o watched TV

o rented a video

e gone out dancing

e gotten together with the whole family
o shopped at a mall

» worked out in a gym or health club

o played sports on a team

For values, we asked each respondent how important each of the following factors is for " getting
ahead in life":

e getting a good education

e knowing the right people
» having successful parents
e working hard

e being talented

If you haven't considered the important clues the answers to these questions might provide you
with for your targeted marketing and advertising campaigns, consider this; more than non-
Hispanics, Hispanics are significantly more likely to have gotten together with the whole family
over the past month and to believe that having successful parents and family is a very important
determinant in "getting ahead in life."
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1996 U.S. Hispanic Market

Lifestyles by Ethnic Segment

Looking at past month leisure activities by ethnic segment, some similarities and many
differences stand out. For example, while virtually 100% of all three ethnic groups say they
watched television over the past month, slightly fewer Whites/Other (non-Hispanic
Whites/Other) (97%) watched television; it's only a small difference, but it did test as statistically
significant.

Leisure Activities Participated in in Past Month

Shopped at a Mall

Got Together with
Whole Family

Rented a Video

Attended Movie

Gone Out

M Hispanic

Dancing 46%
O White/Other
Worked outin a Bl African
Gym or Club American
Played Sports on
a Team

0% 20% 40% 60% 80% 100%

Surely shopping at the mall is one of America's favorite pastimes, and 84% of Hispanics say they
went "malling" as compared to 75% of both non-Hispanic Whites/Other and African Americans.
Hispanics were also significantly more likely to have gotten together with the whole family over
the past month. As for attending a movie at a theater, a significantly higher percentage of
Whites/Others (56%) and African Americans (58%) went over the past month than did
Hispanics (42%). African Americans were also significantly more likely to have rented a video
(62%) than the other two segments. Hispanics and African Americans were significantly more
likely to have gone out dancing and played sports on a team than were non-Hispanic
Whites/Other.
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1996 U.S. Hispanic Market

Lifestyles By Top 3 Hispanic Markets

Across the top three Hispanic markets in the United States, Hispanics in Los Angeles are more
likely to have; rented a video (56%), gone out dancing (38%) and played sports on a team (29%)
than were Hispanics in either Miami or New York.

Leisure Activities Participated in in Past Month

Shopped at a Mall

Got Together with
Whole Family

Rented a Video

Attended Movie

Gone Out
Dancing
Played Sports on B Los Angeles
aTeam CONew York
ElMiami
Worked outin a
Gym/Club

0% 20% 40% 60% 80% 100%

Hispanics in New York are significantly less like to have gotten together with the whole family
(71%), or shopped at a mall (77%) -- most likely because they have to travel outside the
boroughs to encounter one. New York Hispanics are however more likely to have worked out in
a gym or health club in the past month (28%) than were Hispanics in Miami.

In Miami, a significantly higher proportion had attended a movie (49%), and were just as likely
to have gotten together with the whole family as were Hispanics in Los Angeles (about 80%).
Perhaps Hispanics in Miami are more likely to be outside on the beach, as significantly fewer had
rented a video, or worked out in a gym or health club over the past month.
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1996 U.S. Hispanic Market

Lifestyles by Acculturation Segment

Outside of watching television and shopping at a mall, "relatively unacculturated" Hispanics
participate in our list of activities in significantly lower proportions. Most importantly, their
participation in other market-related leisure time activities pale in comparison to partially and
highly acculturated Hispanics; only 45% have rented a video, a low of 26% attended a movie in a
theater, 15% worked out in a gym or health club, and 28% went out dancing.

Leisure Activities Participated in in Past Month

Got Together with
Whole Family
Shopped at a Mall
Rented a Video
Attended Movie
Gone Out H Highly
Dancing Acculturated
Worked out O Partially
orked outina Acculturated
Gym or Club 0
[ Relatively
Piayed Sports on Unacculturated
a Team l |

0% 20% 40% 60% 80% 100%

It would appear, upon first glance, that this market is simply not being served in Spanish.
However, the problem is more complex. For example, more Spanish-dominant Hispanics
attended a movie in the past month (33%) than did those who tally as relatively unacculturated
(26%), so it is not strictly an issue of language.

Marketing messages which take level of acculturation into account must also be relevant to the
target population. Movies, videos and health clubs would appear to be less relevant to
unacculturated Hispanics. Television and shopping, on the other hand, are immediately relevant.
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1996 U.S. Hispanic Market

Lifestyles by Place of Birth

Acculturation differences are highlighted in this chart, which shows the same list of activities by
place of birth. Hispanics born in the U.S. are more likely by half to be participating in several
activities including; renting videos, attending movies, going out dancing, working out a health
clubs, and playing sports on a team.

Leisure Activities Participated in in Past Month

Watched TV

Shopped at a Mall

Got Together with
Whole Family

Rented a Video

Attended Movie

Gone Out
Dancing

H All Hispanics

Worked outin a OBorn In USA
D CE B Born Outside
USA
Played Sports on
a Team

]

0% 20% 40% 60% 80% 100%

Watching television, shopping at malls, and getting together with the family appear to be
activities in which participation does not diminish for Hispanics regardless of place of birth.
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1996 U.S. Hispanic Market

Lifestyles by Language Ability

Language ability, defined as those Hispanics who are Spanish-dominant and those who are not,
highlights the differences in lifestyle that we have already seen in the acculturation and place of
birth analyses. The Spanish-language movie and video market, or lack of it, keeps many
Spanish-dominant Hispanics at home watching television.

Leisure Activities Participated in in Past Month

WahedTv | T gy,
Shopped at a Mall

Got Together with
Whole Family

Rented a Video

Attended Movie

Gone Out
Dancing

M All Hispanics

CONon-Spanish
Worked out in a Dominant
Gym or Club B Spanish
Dominant
Played Sports on
a Team ; ‘

0% 20% 40% 60% 80% 100%

Otherwise Spanish-dominant Hispanics are just as likely to be shopping at malls, going out ‘
dancing, playing sports on a team and getting together with the whole family as Hispanics who ’
are not Spanish-dominant. !
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1996 U.S. Hispanic Market

Lifestyles by Three Major Ethnic Groups

As an ethnic group, Puerto Ricans are significantly more likely to have rented a video (63%),
attended a movie (54%), and worked out at a gym or health club (40%) over the past month.
While participation in leisure time activities by Mexicans closely mirrors that of the total
Hispanic population in the five market survey area, Cubans are the least likely to have
participated in several activities.

Leisure Activities Participated in in Past Month

Watched TV

Shopped at a Mall

Got Together with
Whole Family

Rented a Video

Attended Movie

Gone Out
Dancing

Bl Mexican
O Puerto Rican

B Cuban
!

Worked outin a
Gym or Club

Played Sports on
aTeam

0% 20% 40% 60% 80% 100%

Only 36% have rented a video, for example, and 41% attended a movie. A low of 18% say they
worked out in a gym, and only 10% played sports on a team. Miami's insular Spanish-language
environment, where 60% of all Cubans are defined as Spanish-dominant, certainly plays a role in
influencing their choice of leisure time activities.
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1996 U.S. Hispanic Market

Important Values for "Getting ahead in Life" by Ethnic Segment

Turning away from lifestyle to a series of values which may be considered important for "getting
ahead in life," we can see many differences between the ethic segments. The following graphs
depict the percentage of respondents who replied that the value - working hard, getting a good
education, etc. - is "very" important for getting ahead in life.

Hispanics are significantly more likely to believe that all of the factors are important for getting
ahead in life. While what are considered to be traditional U.S. values -- getting a good education
and working hard -- are important to eight out of ten Hispanics or more, a plurality also feel that
knowing the right people, having a successful family, and being talented are also very important.

Important Values for “Getting ahead in Life"

Good Education

I Knowing Right
‘ People
Being Talented
Ml Hispanic
[ African American
g4%  EAWhite/Other
Having Successful
Parents/Family

0% 20% 40% 60% 80%  100%

Non-Hispanic Whites/Others and African Americans, on the other hand, are much less likely to
feel that talent, knowing the right people, or having a successful family is very important for
getting ahead and being successful in the U.S.
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1996 U.S. Hispanic Market

Important Values for "Getting ahead in Life" by Acculturation Segment

The important values for getting ahead in life for all Hispanics in our five market sample are the
same across the acculturation spectrum. This is an important finding on Hispanic culture in the
United States, where Latinos are often described as one the first immigrant groups to strongly

retain their cultural values in the face of assimilation.

We can see in the graph below that, although talent, knowing the right people and having a
successful family diminish slightly in importance for highly acculturated Hispanics, over 80%

continue to believe that they are "very" important for getting ahead in life.

Good Education

Working Hard

Being Talented

Knowing Right
People

Having Successful
Parents/Family

Important Values for "Getting ahead in Life"

Il Highly Acculturated

O Partially Acculturated

Ed Relatively Unacculturated
3%

T

0%

20% 40% 60% 80%  100%

Highly acculturated Hispanics, while they have altered their value system in certain ways, still do
not think exactly like non-Hispanics; while fewer believe that knowing the right people is very
important for getting ahead in life (62%), it is still higher than the percentage of non-Hispanic

Whites/Other (44%) and African Americans (54%) who say the same.
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1996 U.S. Hispanic Market

Important Values for "Getting ahead in Life" by Place of Birth

Place of birth has a stronger effect on the importance of values for Hispanics than their level of
acculturation. The percentage of Hispanics born in the U.S. who say "very" important closely
mirrors that of the non-Hispanic segments.

Important Values for "Getting ahead in Life"

96%
Good Education
96%

Working Hard

51%

Knowing Right
Peopie

80%

48%

Being Talented

76%

Il Bom in USA
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Having Successful
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69%

i | |

0% 20% 40% 60% 80% 100%

Fewer believe that knowing the right people is very important for getting ahead in life (51%),
which is in line with the percentage of Whites/Others (44%) and African Americans (54%) who
say the same. Talent and successful families are also perceived to be less important for
Hispanics born in the U.S.

D. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. The cross-
tabulations shown are: Market, Ethnic Segment, Acculturation. All data shown this section
pertain to Hispanic Adults 18 years of age or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, figure is an index on the total column. All tables shown
have Chi-square significance testing at 95% confidence. The +/- indicate significance and
direction against the expected value.
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1996 U.S. Hispanic Market

‘Overall would you say that you would like to see

the number of immigrants allowed to enter the United States
increase decrease or do you think it's about the right number now?

Los New San
Total Angeles York Miami Fran Chicago
Increase 25.3 24.7 27.9 21.7 26.0 25.2
100 98 111 86 103 100
Decrease 15.6 15.8 16.7 154 13.4 13.0
100 101 107 99 86 83
Same As Now 474 48.1 44.6 48.4 50.0 47.9
100 102 94 102 105 101
Don't Know/Refused 11.8 114 10.7 14.5 10.6 13.9
100 97 91 123 90 118

Over the next 5 years do vou believe that it will become easier
or more difficult to enter the United States LEGALLY?

Los New San
Total Angeles York Miami Fran Chicago
Top 2 Box (NET) 80.2 78.6 82.6 81.1 81.4 717
100 98 103 101 102 97
Much More Difficult 51.1 494 53.3 52.7 51.2 50.2
100 97 104 103 100 98
Somewhat More Difficult 29.1 29.2 29.3 28.3 30.2 27.5

100 101 101 97 104 95

Somewhat Easier 7.3 6.5 7.6 7.0 6.1 12.1

100 90 105 96 84 166
Much Easier 4.8 4.9 4.3 42 59 6.2

100 101 90 88 122 128
Don't Know/Refused 7.7 10.0 55 7.7 6.6 4.0

100 129 71 100 85 52

Over the next 5 vears do you believe that it will become easier
or more difficult to enter the United States ILLEGALLY?

Los New San
Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 874 88.2 86.4 88.6 86.0 85.1
100 101 99 101 98 97

Much More Difficult 61.0 59.8 574 71.5+ 65.0 56.2
100 98 94 117 107 92

Somewhat More Difficult 26.3 28.4 29.1 17.1- 210 28.9
100 108 110 65 80 110

Somewhat Easier 35 1.0- 7.1+ 2.3 4.8 55
100 29 205 65 138 157

Much Easier 2.7 3.1 2.6 0.7 2.9 4.7
100 115 94 25 107 173

Don't Know/Refused 6.4 7.7 3.9 8.4 6.2 4.7
100 119 60 131 97 73
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1996 U.S. Hispanic Market

Over the next 5 vears do vou believe that deportations of illegal
immigrants will increase or decrease?

Los New San
Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 72.6 73.1 69.6 72.8 77.0 74.5
100 101 96 100 106 103

Increase Greatly 38.8 35.2 39.8 43.9 41.1 43.4
100 91 103 113 106 112

Increase Somewhat 33.8 379 29.9 28.9 35.8 31.1
100 112 88 86 106 92

Decrease Somewhat 11.7 12.1 139 7.9 10.3 11.2
100 ~ 103 119 67 88 95

Decrease Greatly 5.7 4.7 7.7 59 37 6.1
100 83 135 104 66 107

Don't Know/Refused 10.0 i0.1 8.8 13.4 9.0 8.2
100 101 88 134 90 82

Over the next S years do you believe that illegal immigration |
will increase or decrease?

Los New San

Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 57.8 59.6 58.2 43.8- 60.6 70.2+
100 103 101 76 105 121

Increase Greatly 24.7 20.5- 299+ 18.0- 285 38.6+
100 83 121 73 115 156

Increase Somewhat 33.1 39.1+ 28.3 25.8-  32.1 31.5
100 118 85 78 97 95

Decrease Somewhat  20.0 17.6 22.1 23.2 21.8 17.4
100 88 111 116 109 87

Decrease Greatly 12.4 9.7 14.3 22.7+ 8.1 6.7
100 78 115 183 65 54

Don't Know/Refused 9.8 13.0+ 55- 103 9.5 5.7
100 133 56 105 97 58

Today it is fair to say that the United States cannot control
its international borders?

Los New San

Total Angeles York Miami Fran Chicago
Top 2 Box (NET) 63.4 65.6 60.1 62.8 64.8 62.2

Totally Agree  40.8 423 37.7 43.8 38.5 40.1
100 104 92 107 94 98

Somewhat Agree 22.6 233 22.4 19.00 264 222
100 103 99 84 117 98
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1996 U.S. Hispanic Market

Somewhat Disagree 14.6 154 15.3 12.0 12.5 14.6
100 106 105. 82 86 100

Totally Disagree  14.0 11.9 15.4 14.4 17.4 16.9
, 100 85 110 102 124 120

Don't Know/Refused 7.9 7.1 9.1 10.8 52 6.4
100 89 115 136 65 80

In general, do you believe that immigration from Latin America
over thepast 10 vears has had a positive or negative effect

on the U.S. economy?

Los New San
Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 56.5 54.8 55.1 64.9+ 587 52.3
100 97 97 115 104 93

Very Positive  31.2 31.7 26.3 38.8+ 37.0 24.5
100 102 84 124 119 78

Somewhat Positive  25.3 23.1 28.8 26.1 21.6 27.9
100 91 114 103 86 110

Somewhat Negative  15.8 14.8 18.8 9.8- 177 20.1
100 94 119 62 112 127

Very Negative 13.1 14.1 11.7 12.5 10.5 15.5
100 108 90 96 81 118

Don't Know/Refused 14.7 16.2 144 12.8 13.1 12.1

100 111 98 87 89 82

A recent change in U.S. immigration policy has ended the political asylum
status formerly granted to Cubans.
As of now Cubans must apply for an immigration visa

as other immigrants do.
Do vou Agree or Disagree?

Los New San
Total Angeles York Miami Fran Chicago
Top 2 Box (NET) 60.7 63.9 57.1 55.1 65.0 60.3
100 105 94 91 107 99
Totally Agree 44.0 46.2 42.1 42.1 459 394
100 105 96 96 104 90
Somewhat Agree  16.7 17.7 15.0 13.0 19.1 20.9
100 106 90 78 115 126

Somewhat Disagree 8.5 8.3 9.2 4.3- 9.3 13.9
100 98 109 50 110 164

Totally Disagree 19.5 14.7- 233 29.4+ 16.6 17.6
100 75 119 151 85 90

Don't Know/Refused 11.4 13.1 104 11.2 9.1 8.2
100 115 91 98 80 72
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1996 U.S. Hispanic Market

Illegal Aliens residing in the United States should be immediately

deported to their country of origin if convicted of a felony crime
in the United States?

Los New San
Total Angeles York Miami Fran Chicago

Favor 759 71.6- 807+ 845+ 720 71.5
100 94 106 111 95 94

Opposed 169 19.9 12.5-  10.0- 233 214
100 118 74 59 138 127

Don't Know/Unsure 7.2 8.5 6.8 5.5 4.7 7.1
100 119 95 76 65 99

People caught producing, selling, or distributing forged or counterfeit
immigration or residency documents should receive
mandatory jail sentences.

Los New San
Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 72.7 67.0- 785+ 799+ 686 75.8
100 92 108 110 94 104

Totally Agree 57.4 52.8- 61.5 70.0+ 48.8 54.1
100 92 107 122 85 94

Somewhat Agree 15.3 14.1 17.0 99- 19.8 21.7
100 92 111 65 129 142

Somewhat Disagree  10.2 147+  6.7- 34- 117 8.5
100 144 66 33 115 83

Totally Disagree 7.5 6.1 7.6 7.4 12.4 8.9
100 82 102 99 166 120

Don't Know/Refused 9.6 12.2 7.2 9.3 7.3 6.8
100 127 75 97 76 71

The United States should allow recent immigrants from Latin America
to retain their citizenship in their country of origin

while seeking and obtaining citizenship in the United States -
in effect to have dual citizenship.

Los New San

Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 73.3 69.5 77.7 73.4 79.8 72.0
100 95 106 100 109 98

Totally Agree 59.7 58.4 60.4 60.2 63.2 60.0
100 98 101 101 106 100

Somewhat Agree 13.6 11.1 17.3 13.2 16.6 12.0
100 82 128 97 122 89
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Somewhat Disagree 8.2 114+ 6.6 49 1.9- 9.2

100 139 80 60 23 112
Totally Disagree 12.1 13.7 9.0 11.7 14.0 131

100 113 74 97 115 108
Don't Know/Refused 6.4 5.4 6.7 10.0 44 5.7

100 85 106 157 69 90

Do you Favor or Oppose a Hemispheric Free Trade Agreement
for all of the Americas?

Los New

Total Angeles York Miami Fran Chicago
Favor 704 70.7 68.9 722

72.8 675
100 100 98 103

San

103 96
Opposed 9.7 9.7 8.7 7.8 11.3 14.2
100 101 90 81 117 146
Don't Know/Unsure 19.9 19.6

224 19.9 15.9 18.3
100 98 112 100 80 92

Have vou watched TV in the past month?

Los New

San
Yes 97.8 97.6 99.1 99.1 942- 96.6
100 100 101 101 96 99
No 22 2.4 0.9 0.9 58+ 34
100 111 42 43 266 158
Don't Know/Unsure/Refused O 0 0 0 0 0
0 0 0 0 0 0

Have vou shopped at a mall in the past month?

Los New San

Total Angeles York Miami Fran

Chicago
Yes 83.9 86.3 77.2- 83.7 84.6 92.7+
100 103 92 100 101 111
No 16.1 13.7 228+ 163 154 7.3-
100 85 141 101 95 45
Don't Know/Unsure/Refused 0 0 0 0 0 0
0 0 0 0 0 0

Have you got together with the whole family in the past month?

Los New San
Total Angeles York Miami Fran

Chicago
Yes 77.5 80.9 71.1-  79.8 73.0 81.0
100 104 92 103 94 105
No 225 19.1 289+ 20.2 27.0 19.0
100 85 128 90 120 84
Don't Know/Unsure/Refused 0 0 0 0 0 0
0 0 0 0 0 0
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Have you rented a (video) movie in the past month?

Los New San
Total Angeles York Miami Fran Chicago
Yes 52.3 559 51.2 412- 56.6 51.8
100 107 98 79 108 99
No 477 44.1 48.8 58.8+ 434 48.2
100 92 102 123 91 101
Don't Know/Unsure/Refused 0 0 0 0 0 0
0 0 0 0 0 0

Have yvou attended a movie at a theater in the past month?

Los New San
Total Angeles York Miami Fran Chicago
Yes 419 41.0 404 49.2 414 39.5
100 98 96 117 99 94
No 58.1 59.0 59.6 50.8 58.6 60.5
100 102 103 88 101 104
Don't Know/Unsure/Refused 0 0 0 0 0 0
0 0 0 0 0 0

Have you gone out dancing in the past month?

Los New San
Total Angeles York Miami Fran Chicago
Yes 354 37.6 334 30.3 36.1 38.3
100 106 94 86 102 108
No 64.6 62.4 66.6 69.7 63.9 61.7
100 97 103 108 99 95
Don't Know/Unsure/Refused 0 0 0 0 0 0
0 0 0 0 0 0

Have you worked out in a gym or health club in the past month?

Los New San

Total Angeles York Miami Fran Chicago

Yes 24.5 254 27.8 17.5- 219 25.0

100 104 113 71 89 102

No 754 74.6 72.2 82.5+ 1715 75.0

100 99 96 109 103 99

Don't Know/Unsure/Refused 0.1 0 0 0 0.6+ 0
100 0 0 0 1152 0
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Have vou plaved sports on a team (Softball, Baseball, Football,Soccer etc)
in the past month?

Los New San
Total Angeles York Miami Fran Chicago
Yes 249 29.2+ 205 19.6 22.7 28.6
100 117 82 79 91 115
No 75.1 70.8- 79.5 80.4 77.3 70.9
100 94 106 107 103 94
Don't Know/Unsure/Refused 0 0 0 0 0 0.6+
100 0 0 0 0 1298

Importance Of Getting A Good Education To Get Ahead In Life

Los New San
Top 2 Box (NET) 99.2 100.0+4 974- 1000 993  99.0
100 101 98 101 100 100
Very Important 957 961 954 959 944 957
100 100 100 100 99 100
Somewhat Important 3.5 39 2.0 4.1 49 33
100 112 58 120 143 95

Not Very Important 0.6 0 22+ O 0.4 0.6
100 0 332 0 61 94
Not Important At All 0 0 0 0 0 0
0 0 0 0 0 0

Don't Know/Refused 0.2 0 04 0 03 0.4
100 0 252 0 174 239

Importance Of Working Hard To Get Ahead In Life

Los New San
Total Angeles York Miami Fran Chicago

Top2 Box (NET) 974 974 978 981 963 955
100 100 100 101 99 98

Very Important 822 809 836 872 784 787
100 99 102 106 95 96

Somewhat Important  15.2 16.5 14.2 10.9 17.9 16.9
100 108 93 72 118 111

Not Very Important 2.2 2.6 0.9 1.9 34 4.5
100 114 41 84 151 198

Not Important At All 0.1 0 0.3 0 0 0
100 0 379 0 0 0
Don't Know/Refused 0.3 0 0.9+ 0 0.3 0
100 0 344 0 108 0
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Importance Of Knowing The Right People To Get Ahead In Life

Los New San
* Top2Box (NET) 93.3 89.9- 955 96.2 93.9 97.5
100 96 102 103 101 105
Very Important  73.1 72.7 73.2 78.2 70.8 67.5
100 100 100 107 97 92
Somewhat Important  20.2 17.2 22.3 18.0 23.1 30.0+
100 85 111 89 115 149

Not Very Important 5.0 8.2+ 238 2.7 3.1 1.5
100 163 56 54 61. 31

Not Important At All 1.1 1.6 0.8 0 1.3 1.0
100 145 77 0 121 93

Don't Know/Refused 0.7 04 0.8 1.1 1.7 0
100 52 122 163 252 0

Importance Of Being Talented To Get Ahead In Life

Los New San
Total Angeles York Miami Fran Chicago
Top 2 Box NET) 923 89.7- 93.8 95.1 93.2 95.2 |
100 97 102 103 101 103
Very Important 69.5 677 708 735 657 712 “
100 97 102 106 95 103 |
Somewhat Important  22.8 220 230 21.6 27.5 24.0
100 96 101 95 120 105

Not Very Important 6.2 8.8+ 4.5 33 4.6 48
100 142 73 53 75 77
Not Important At All 0.1 0 0 0 1.4+ 0
100 0 0 0 1152 0
Don't Know/Refused 1.4 1.5 1.7 1.6 0.7 0
100 108 121 120 54 0

Importance Of Having Successful Parents And Family
To Get Ahead In Life

\
Los  New San |
Total Angeles York Miami Fran Chicago !
Top 2 Box (NET) 86.2 83.9 86.4 91.2 86.3 88.7
100 97 100 106 100 103 ;
Very Important  63.6  60.5 656 689 613 66.1 \
100 95 103 108 96 104
Somewhat Important 227 234 209 223 250 227
100 103 92 98 110 100
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Not Very Important
Not Important At All

Don't Know/Refused

10.2
100

27
100

0.8
100

12.7 8.3 7.0 11.2
124 81 68 110

2.5 4.5 09 13
91 163 34 48

0.9 0.8 09 1.1
109 98 111 134

8.1
79
32
118
0
0

allowed to enter the United States increase, decrease

or do you think it's about the right number now?

TOTAL

Increase 13.5

Decrease 31.4

Same As Now 41.5
Don't Know/Refused 13.5

NON-HISPANIC

Total
11.7-
33.9+
40.6
13.8

White/

Other
11.2-
34.3+
40.3-
14.1

Overall would you say that you would like to see the number of immigrants

Index Index
African/ Hisp- Hisp-
American HISPANIC Wh/Ot Af/Am
13.8 253+ 225 183
31.9 15.6- 45 49
42.1 474+ 118 112
12.1 11.8 83 97

Over the next 5 vears do vou believe that it will become easier

or more difficult to enter the United States LEGALLY?

TOTAL

Top 2 Box (NET) 69.2
Much More Difficult 30.2

Somewhat More Difficult 39.0

Somewhat Easier 12.3
Much Easier 6.7
Don't Know/Refused 11.8

NON-HISPANIC

Total
67.5-
27.0-
40.5+

13.1+
7.0
124

White/

Other
68.4
26.4-
41.9+

11.5
6.7
13.4+

Index

African/ Hisp -

American HISPANIC Wh/Ot
63.8- 80.2+ 117
294 51.1+ 193
34.4- 29.1- 69
19.7+ 7.3- 63
8.3+ 4.8- 72
8.2- 7.7- 58

Index

Hisp -

Af/Am
126
174
84

37
58
95

Over the next 5 vears do vou believe that it will become easier

or more difficult to enter the United States ILLEGALLY?

Top 2 Box (NET) 69.7
Much More Difficult 32.6

Somewhat More Difficult 37.1

Somewhat Easier 11.2
Much Easier 7.8
Don't Know/Refused 11.3

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
66.9- 68.0- 62.3- 87 .4+ 128 140
28.2- 27.2- 32.7 61.0+ 225 186
38.7+  40.8+  29.5- 26.3- 64 89
12.3+ 10.9 18.5+ 3.5- 32 19
8.6+ 8.0 11.6+ 2.7- 34 24
12.1+ 13.1+ 7.7- 6.4- 49 83
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Over the next 5 yvears do vou believe that deportations
of illegal immigrants will increase or decrease?

NON-HISPANIC Index Index

White/  African/ Hisp- Hisp-

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 61.8 60.1- 58.8- 65.6+ 72.6+ 123 111
Increase Greatly 24.6 22.4- 21.0- 28.5+ 38.8+ 185 136
Increase Somewhat 37.2 37.7 37.8 37.1 33.8- 89 91
Decrease Somewhat 16.3 17.0 16.3 20.0+ 11.7- 72 59
Decrease Greatly 5.5 54 5.0 7.4+ 5.7 114 71
Don't Know/Refused 16.5 17.5+ 199+ 7.0- 10.0- 50 143

Over the next 5 years do you believe that illegal immigration

will increase or decrease?

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 58.9 59.1 57.6- 65.5+ 57.8 100 88
Increase Greatly 28.3 28.8 27.8 33.4+ 24.7- 89 74
Increase Somewhat 30.6 30.2 29.8 32.1 33.1 111 103
Decrease Somewhat 20.8 20.9 21.2 19.7 20.0 94 101
Decrease Greatly 7.6 6.8- 6.7- 7.4 12.4+ 187 167
Don't Know/Refused 12.7 13.2 14.5+ 7.4- 9.8- 67 133

Todays, it is fair to say that the United States
cannot control its international borders.

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAI, Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 70.3 713+  73.1+  63.6- 63.4- 87 100

Totally Agree 43.5 44.0 44.9+ 39.8- 40.8 91 103 |
Somewhat Agree 26.7 27.4 28.2+ 23.8- 22.6- 80 95
Somewhat Disagree 12.9 12.7 12.0- 15.7+ 14.6 122 93
Totally Disagree 8.5 7.7- 6.4- 13.0+ 14.0+ 218 108
Don't Know/Refused 8.3 8.3 8.5 7.7 7.9 94 103
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In general, do you believe that immigration from Latin America
over the past 10 vears has had a positive or negative effect
on the U.S. economy?

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total  Other American HISPANIC Wh/Ot Af/Am

Top 2 Box (NET) 424 40.2- 40.2- 40.1 565+ 141 141
Very Positive 15.9 13.6- 13.0- 16.2 31.2+ 240 193
Somewhat Positive 26.4 26.6 27.2 23.9- 25.3 93 106
Somewhat Negative 17.6 17.8 17.3 20.2+ 15.8 91 78
Very Negative 15.6 16.0 16.7+ 12.9- 13.1- 78 101

Don't Know/Refused 24.5 26.0+ 258+  26.8+ 14.7- 57 55

A recent change in U.S. immigration policv has endedthe political
asylum status formerly granted to Cubans.
As of now Cubans must apply for an immigration visa

as other immigrants do.
Do vou Agree or Disagree?

NON-HISPANIC Index Index
White/  African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Af/Am

Top 2 Box (NET) 72.6 744+ 737+ 775+ 60.7- 82 78
Totally Agree 54.7 563+ 554 60.3+ 44.0- 79 73
Somewhat Agree 17.9 18.1 18.3 17.2 16.7 91 97
Somewhat Disagree 5.5 5.1 5.1 49 85+ 165 174
Totally Disagree 9.9 8.5- 93 4.6- 19.5+ 208 422
Don't Know/Refused 12.0 12.0 11.8 13.1 11.4 97 87

Illegal Aliens residing in the United States should be immediatel
deported to their country of origin if convicted of a felony crime
in the United States?

NON-HISPANIC Index Index
White/  African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Aff/Am

Favor 81.7 82.5+ 84.7+ 73.1- 75.9- 90 104
Opposed 12.1 11.3- 9.6- 18.8+ 16.9+ 176 90
Don't Know/Unsure 6.3 6.2 57 8.1+ 7.2 126 89
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People caught producing, selling, or distributing forged or counterfeit

immigration or residency documents should receive
mandatory jail sentences.

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 76.0 76.5 76.6 75.9 72.7- 95 96
Totally Agree 61.0 61.5 624+  57.6- 57.4- 92 100
Somewhat Agree 15.0 15.0 14.2 18.3+ 15.3 108 84

Somewhat Disagree 9.7 9.6 9.7 9.2 10.2 105 111
Totally Disagree 6.7 6.6 6.5 7.2 7.5 115 103
Don't Know/Refused 7.6 73 7.2 7.7 9.6+ 134 126

Do you Favor or Oppose a Hemispheric Free Trade Agreement
for all of the Americas?

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Favor 62.8 61.6- 63.7 52.4- 704+ 111 134
Opposed 12.3 12.7 10.9- 20.7+ 9.7- 89 47
Don't Know/Unsure 24.9 25.7 25.4 27.0 19.9- 78 74

The United States should allow recent immigrants from Latin America
to retain their citizenship in their country of origin

while ‘se'eking and obtaining citizenship in the United States -
in effect, to have dual citizenship.

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL  Total  Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 52.3 49.1- 48.2- 52.9 733+ 152 139
Totally Agree 33.4 29.4- 28.9- 31.3 597+ 207 191
Somewhat Agree 18.9 19.7 19.3 21.6+ 13.6- 70 63

Somewhat Disagree 9.3 9.5 8.6 13.2+ 8.2 95 62
Totally Disagree 27.9 303+ 325+ 20.6- 12.1- 37 59
Don't Know/Refused 10.5 11.2 10.7 13.3+ 6.4- 60 48

Have vou watched TV in the past month?

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Yes 974 974 97.0- 99.1+ 97.8 101 99
No 25 2.6 2.9+ 0.9- 2.2 74 254
Don't Know/Unsure/Refused 0.1 0.1 0.1 0 0 0 0
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Have you shopped at a mall in the past month?

NON-HISPANIC Index Index
White/  African/ Hisp- Hisp -
TOTAL  Total Other American HISPANIC Wh/Ot Af/Am
Yes 76.2 75.0- 75.0- 75.3 83.9+ 112 111
No 23.7 249+ 2494+ 247 16.1- 65 65
Don't Know/Unsure/Refused 0.1 0.1 0.1 0 0 0 0

Have you got together with the whole family in the past month?

NON-HISPANIC Index Index

White/ African/ Hisp - Hisp-

TOTAL. Total  OQOther American HISPANIC Wh/Ot Af/Am
Yes 67.2 65.6- 65.8- 64.7- 77.5+ 118 120

No 327 343+ 341+ 353+ 22.5- 66 64
Don't Know/Unsure/Refused 0.1 0.1 0.1 0 0 0 0

Have you rented a (video) movie in the past month?

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total  Other American HISPANIC Wh/Qt Af/Am
Yes 57.5 58.3 57.5 61.8+ 52.3- 91 85

No 424 41.6 42.4 38.2- 47.7+ 113 125
Don't Know/Unsure/Refused 0.1 0.1 0.1 0 0 0 0

Have you attended a movie at a theater in the past month?

NON-HISPANIC Index Index
White/  African/ Hisp- Hisp-
TOTAL  Total Other American HISPANIC Wh/Ot Af/Am
Yes 54.1 56.0+ 556+ 57.6+ 41.9- 75 73
No 45.8 43.9- 44.3- 42.3- 58.1+ 131 137
Don't Know/Unsure/Refused 0.1 0.1 0.1 0.1 0 0 0

Have you gone out dancing in the past month?

NON-HISPANIC Index Index

White/  African/ Hisp- Hisp-

TOTALL Total  Other American HISPANIC Wh/Ot Af/Am
Yes 30.7 30.0 26.3- 46.3+ 354+ 134 76

No 69.2 69.9 73.6+ 53.6- 64.6- 88 121
Don't Know/Unsure/Refused 0.1 0.1 0.1 0.1 0 0 0
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Have vou worked out in a gym or health club in the past month?

White/ African/ Hisp- Hisp-
TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Yes 254 25.5 24.7 28.8+ 245 99 85
No 74.6 74.4 75.2 71.2- 75.4 100 106
Don't Know/Unsure/Refused 0.1 0.1 0.1 0 0.1 48

|
|
|
|
| NON-HISPANIC Index Index
|
|

Have vou plaved sports on a team (Softball, Baseball, Football, Soccer, etc)
in the past month?

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Yes 18.4 17.4- 16.3- 22.5+ 24 9+ 153 110
No 81.2 82.2+ 833+ 77.5- 75.1- 90 97
Don't Know/Unsure/Refused 0.3 04 0.5 0- 0 10

Importance Of Getting A Good Education To Get Ahead In Life

NON-HISPANIC Index Index
White/  African/ Hisp- Hisp- |
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 987 986 987  98.0- 99.2 100 101 |
Very Important 90.2  89.4-  884-  93.6+ 957+ 108 102

Somewhat Important 8.4 92+ 103+ 4.4- 3.5- 34 79

Not Very Important 0.6 0.6 0.7 0.4 0.6 94 152
Not Important At All 0.1 0.1 0- 0.8+ 0 0 0
Don't Know/Refused 0.6 0.6 0.6 0.8 0.2 28 20

Importance Of Working Hard To Get Ahead In Life

NON-HISPANIC Index Index
White/  African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 98.5 98.7 98.6 98.8 97.4- 99 99

Very Important 88.0 88.9+ 889+  88.6 82.2- 92 93
Somewhat Important 10.5 9.8- 9.7- 10.2 152+ 157 149
Not Very Important 0.9 0.7 0.7- 1.0 22+ 330 229
Not Important At All 0.1 0.1 0.1 0 0.1 99
Don't Know/Refused 0.5 0.5 0.6 0.2 0.3 44 134
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Importance Of Knowing The Right People To Get Ahead In Life

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 89.7 89.2 88.8- 90.7 933+ 105 103
Very Important 49.6 46.0- 44.3- 53.7+ 73.1+ 165 136
Somewhat Important 40.1 43.1+ 445+  37.0- 20.2- 45 55

Not Very Important 7.7 8.1 8.5+ 6.2- 5.0- 59 80
Not Important At All 2.0 2.1 22 1.8 1.1- 48 59
Don't Know/Refused 0.6 0.6 0.5 1.2+ 0.7 142 55

Importance Of Being Talented To Get Ahead In Life

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 91.7 91.6 924 88.2- 92.3 100 105
Very Important 48.8 45.6- 44.9- 48.8 69.5+ 155 142
Somewhat Important 42.9 46.0+ 475+  39.5- 22.8- 48 58
Not Very Important 5.6 5.5 4.7- 9.2+ 6.2 132 67
Not Important At All 1.5 1.8 1.7 1.8 0.1- 7 7
Don't Know/Refused 1.1 1.1 1.2 0.7 14 116 201

Importance Of Having Successful Parents And Family

To Get Ahead In Life
NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top2Box (NET) 804  79.6  79.1- 818 862+ 109 105
Very Important 41.1  37.6-  37.5-  380-  63.6+ 169 167

Somewhat Important 39.4 419+ 415+ 43.8+ 22.7- 55 52

Not Very Important 12.4 12.8 133+ 10.2- 10.2- 77 100
Not Important At All 6.3 6.9+ 6.6 7.8+ 2.7- 41 35
Don't Know/Refused (.8 0.8 1.0 0.2- 0.8 88 426
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Overall, would you say that you would like to see the number of immigrants
allowed to enter the United States increase, decrease

or do you think it's about the right number now?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non-  Born Born US Non-US
Acc  Acc Unacc Span Span InThe  Outside Born- Born-
TOTALL 0-49 50-84 85-100 Dmnt Dmnt U.S. U.S. Wh/Ot US Brn
Increase 25.3 156- 266 275 30.3+ 22.8 24.4+ 25.5+ 217 105
Decrease 15.6 219+ 163 10.1- 153 15.7 279 119- 81 43
Same As Now 47.4 50.2 45.8 49.7 43.2 494 42.8 48.7+ 106 114
Don't Know/Refused 11.8 123 113 127 11.2 12.1 4.9- 13.8 35 282
Over the next 5 years do you believe that it will become easier
or more difficult to enter the United States LEGALLY?
ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. U.S. Wh/Ot USBm
Top 2 Box (NET) 80.2 759 779 88.2+ 83.8 78.5 69.5 83.4+ 102 120
Much More Difficult  51.1 43.7 51.8 537 52.4 50.5 439+ 533+ 166 121
Smwht More Dif  29.1 322 262 344+ 313 28.0 25.6- 30.1- 61 118
Somewhat Easier 7.3 8.6 7.7 53 5.9 7.9 14.5 5.1- 125 35
Much Easier 4.8 4.1 6.2 1.8- 3.7 5.4 7.1. 4.1- 106 58
Don't Know/Refused 7.7 114 8.1 4.7 6.7 8.2 9.0 74- 67 82
Over the next 5 vears do you believe that it will become easier
or more difficult to enter the United States ILLEGALLY?
ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc Span Span In The  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot USBm
Top 2 Box (NET) 874 80.0- 86.7 93.1+ 91.4+ 85.4 78.6+ 90.0+ 116 114
Much More Difficult 61.0 52.0- 58.7 718+ 68.2+ 57.5- 472+ 652+ 174 138
Somewhat More Dif 26.3 27.9 28.0 213 23.2 27.8 314 24.8- 717 79
Somewhat Easier 3.5 7.0+ 3.7 0.9- 2.2 4.1 8.2 2.1- 175 25
Much Easier 2.7 43 3.0 1.1 2.1 3.0 6.4 1.6- 80 26
Don't Know/Refused 6.4 8.7 6.5 4.8 4.3 7.5 6.8- 6.3- 52 93
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Over the next S years do you believe that deportations of illegal

immigrants will increase or decrease?

LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc  Span Span InThe Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot US Brn
Top2Box (NET) 726 599- 752 732 71.6 73.0 724+ 72.6+ 123 100
Increase Greatly  38.8 313- 381 447+ 428 36.8 31.8+ 409+ 151 129
Increase Somewhat  33.8 28.6 37.1 285 28.8- 362  40.6 31.7- 107 78
Decrease Somewhat  11.7 14.5 11.1  11.8 13.3 11.0 13.1 11.3- 80 86
Decrease Greatly 5.7 7.5 53 5.6 7.0 5.0 38 62 77 161
Don't Know/Refused  10.0 18.0+ 84 9.4 8.0 11.0 10.6- 9.8- 53 93
Over the next 5 years do you believe that illegal immigration will
increase or decrease?
ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot US Brn
Top2Box (NET) 578 58.1 580 572 54.0 597 672+ 55.0- 117 82
Increase Greatly  24.7 18.5 26.1 248 23.8 25.2 22.4- 254 81 113
Increase Somewhat  33.1 39.6 319 324 30.2 345 447+ 296 150 66
Decrease Somewhat ~ 20.0 153 215 18.8 22.6 18.7 14.9- 215 70 144
Decrease Greatly 124 9.9 11.0  17.2+ 15.4 11.0 5.6 145+ 83 260
Don't Know/Refused 9.8 16.7+ 94 6.8 8.0 10.6 124 9.0- 86 73
Today, it is fair to say that the United States cannot control its
international borders.
AC TURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc Unacc  Span Span InThe Outside Born- Born-
TOTAL 0-49 50-84 85-100 Dmnt Dmnt US. US., Wh/Ot USBrn
Top2Box (NET) 634 638 619 669 63.4 634  66.9 624- 92 93
Totally Agree  40.8 413  39.6 435 39.3 41.5 443 39.7- 99 90
Somewhat Agree 226 225 223 234 24.1 219 226 22.6- 80 100
Somewhat Disagree  14.6 10.8 17.3+ 10.1- 13.4 15.2 14.7 14.6 123 99
Totally Disagree ~ 14.0 12.9 141 14.6 144 13.9 13.6+ 142+ 211 105
Don't Know/Refused 79 125+ 6.7 8.4 8.8 7.5 4.8- 89 57 184
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In general, do you believe that immigration from Latin America
over the past 10 vears has had a positive or negative effect on the U.S. economy?

ATI VEL Index Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot USBm
Top2Box (NET) 565 437- 549 678+ 555 570 423  60.7+ 105 143
Very Positive  31.2 17.7-  31.1 393+ 353 293 237+ 335+ 182 142
Somewhat Positive =~ 253 260 238 285 20.2- 27.8 18.7- 272 69 146

Somewhat Negative  15.8 215+ 170 9.6- 17.2 15.1 209 142- 121 68
Very Negative  13.1 12.9 15.2 7.9- 11.6 13.8 18.8 11.3- 113 60
Don't Know/Refused  14.7 21.9+ 130 147 15.8 14.1 17.9- 13.7- 70 76

A recent change in U.S. immigration policy has ended the political asylum
status formerly granted to Cubans.

As of now, Cubans must apply for an immigration visa as other immigrants do.
Do vou Agree or Disagree?

ACCULTURATION LEVEL Index  Index |
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

Top2Box (NET) 607 657 632 51.6- 582 619 747 56.5- 101 76
Totally Agree  44.0 505 451 37.6- 43.2 444 554 40.5- 100 73
Somewhat Agree  16.7 15.2 18.1 14.0 15.0 17.5 19.2 159 105 83 |

Somewhat Disagree 8.5 8.8 8.1 9.2 7.4 9.0 7.9 8.6+ 155 108 |
Totally Disagree  19.5 73- 184 29.0+ 26.5+ 16.1- 9.4 22.5+ 101 238
Don't Know/Refused  11.4 183+ 103 102 8.0- 13.1 8.0- 12.4 67 156

Illegal Aliens residing in the United States should be immediatel
deported to their country of origin |
if convicted of a felony crime in the United States?

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US |
Acc  Acc Unacc  Span Span InThe  Outside Born- Born - |

Favor 759 827+ 729 794 73.7 76.9 78.0 753- 92 97
Opposed  16.9 11.1- 195 138 20.5 15.2 189+ 163+ 197 86
Don't Know/Unsure 7.2 6.2 7.6 6.8 57 7.9 3.1- 8.4+ 54 270
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People caught producing, selling, or distributing forged or counterfeit

immigration or residency documents should receive mandatory jail sentences.

ACCULTURATION LEVEL Index  Index

Hghly Prtly Non- Born Born  US Non-US

Acc - Acc  Unacc  Span Span InThe  Outside Born- Born-

TJOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Bin

Top2Box NET) 727 769 718 726 72.9 72.6 757 71.8- 99 95
Totally Agree 574 584 571 57.6 574 574  58.1 57.2- 93 98
Somewhat Agree  15.3 18.5 148 149 155 153 176 146 124 83
Somewhat Disagree  10.2 83 116 79 9.7 104  13.3+ 93 137 70
Totally Disagree 7.5 7.5 64 10.1 9.7 6.4 6.1 79 94 129

Don't Know/Refused 9.6 73 10.2 9.5 1.7 10.5 4.9 11.0+ 69 223

Do you Favor or Oppose a Hemispheric Free Trade Agreement

for all of the Americas?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US  Non-US

Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 5084 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Brn
Favor 704  605- 721 71.7 72.4 694  56.5- 745+ 89 132
Opposed 97 144+ 89 9.0 10.5 9.3 18.5+ 7.0- 170 38
Don't Know/Unsure 199  25.1 19.0 193 17.1 213 250 18.4- 98 74

The United States should allow recent immigrants from Latin America

to retain their citizenship in their country of origin while seeking and
obtaining citizenship in the United States - in effect, to have dual citizenship.

ACCULTURATION LEVEL Index  Index

Hghly Prtly Non- Born Born US Non-US

Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US., WOt USBmn
Top2 Box (NET) 733  635- 69.8- 875+ 794+ 703 635+ 763+ 132 120
Totally Agree  59.7 494- 557- 756+ 655+ 569  46.1+ 63.8+ 159 139

Somewhat Agree  13.6 14.1 141 119 139 134 17.4 124- 90 71
Somewhat Disagree 8.2 6.9 108+ 2.6- 79 8.3 11.7 7.1- 135 61
Totally Disagree ~ 12.1 223+ 131 4.0- 7.1- 14.6+ 229 89- 70 39
Don't Know/Refused 6.4 7.4 6.3 5.9 55 6.8 2.0- 17.7- 19 381
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Have vou watched TV in the past month?

ACCULTURATION LEVEL Index Index

Hghly Prtly Non- Born Born US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt LS. U.S. Wh/Ot US Brn

Yes 97.8 98.5 974 98.5 98.7 97.4 99.2 974 102 98
No 2.2 1.5 26 1.5 1.3 2.6 08 2.6 28 313
Don't Know/Unsure/Ref 0 0 0 0 0 0 0 0 0 0

Have vou shopped at a mall in the past month?

Al TION LEVE] Index Index

Hghly Prtly Non- Born Born US Non-US

Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

TOTAL 0-49 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot USBm

Yes 839 747- 85.8 844 84.2 83.7 874+ 828+ 117 95
No 16.1 253+ 142 15.6 15.8 16.3 12.6- 17.2- 51 136
Don't Know/Unsure/Ref 0 0 0 0 0 0 0 0 0 0

Have you got together with the whole family in the past month?

" ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Bormn -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Brn

Yes 775 76.8 797 72.5- 78.6 77.0 829+ 759+ 126 92
No 225 23.2 203 275+ 214 23.0 17.1- 241- 50 141
Don't Know/Unsure/Ref 0 0 0 0 0 0 0 0 0 0

'Have vou rented a (video) movie in the past month?

ACCULTURATION LEVEL Index Index

Hghly Prtly Non- Bom Born  US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt US, US. Wh/Ot US Brn

Yes 52.3 59.7 53,5 45.0- 46.1- 553 68.3+ 475- 119 70
No 47.7 40.3 46.5 55.0+ 53.9+ 44.7 31.7- 525+ 175 166
Don't Know/Unsure/Ref O 0 0 0 0 0 0 0 0 0

Have vou attended a movie at a theater in the past month?

ACCULTURATIONLEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt LUS. US. WhOt USBm

Yes 419 552+ 455 25.6- 33.6- 46.0+ 63.4+ 35.5- 114 56
No 58.1 44.8- 545 744+ 66.4+ 54.0- 36.6- 64.5+ 83 176
Don't Know/Unsure/Ref 0O 0 0 0 0 0 0 0 0 0
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Have you gone out dancing in the past month?

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

Yes 35.4 36.9 38.1 27.8- 34.3 35.9 45.9+ 322 174 70
No 64.6 63.1 61.9 72.2+ 65.7 64.1 54.1- 67.8 74 125
Don't Know/Unsure/Ref 0 0 0 0 0 0 0 0 0 0

Have you worked out in a gym or health club in the past month?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc.  Span Span InThe  Outside Born- Born-

Yes: 245 30.7 26.8 15.4- 17.1- 28.2+ 34.0+ 21.7- 137 64
No 754 69.3 73.1  84.6+ 82.9+ 71.8-  66.0- 78.2+ 88 119
Don't Know/Unsure/Ref 0.1 0 0.1 0 0 0.1 0 0.1 0 0

Have you played sports on a team (Softball, Baseball, Football, Soccer. etc)
in the past month?

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot USBm

Yes 249 25.1 27.6 179- 20.8 26.9 32.9+ 22.5+ 202 68
No 75.1 74.9 724 819+ 79.1 73.1 67.1- 77.5- 81 116
Don't Know/Unsure/Ref 0 0 0 0.2 0.1 0 0 0.1 0 0

Importance Of Getting A Good Education To Get Ahead In Life

ACCULTURATION LEVEL Index Index
Hghly Prtly Non- Bormn Born  US Non-US

Acc  Acc  Unacc Span Span InThe  Outside Born- Born-

TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Bm
Top 2 Box NET) 99.2 987 99.5 98.8 98.8 994 989 993 100 100
Very Important ~ 95.7 959 955 96.2 96.4 954 955+ 958+ 108 100
Somewhat Important 35 2.8 4.0 2.6 2.4 4.0 3.4- 35- 33 103

Not Very Important 0.6 03 0.5 1.1 0.9 0.5 1.0 05 151 51
Not Important At All 0 0 0 0 0 0 0 0 0 0
Don't Know/Refused 0.2 1.0+ O 0.1 0.3 0.1 0.1 0.2 18 168
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Top 2 Box (NET)
Very Important
Somewhat Important

Not Very Important
Not Important At All
Don't Know/Refused

Importance Of Working Hard To Get Ahead In Life

ACCULTURATION LEVEL

97.4
82.2
15.2

22
0.1
0.3

Hghly
Acc
0-49
96.2
84.2
12.1

22
0.6+
1.0

Prtly
Acc
50-84
97.6
81.3
16.3

22
0
0.2

Unacc
85-100
97.5
83.2

‘14.3

25
0
0

Span
Dmnt
97.2
80.8
16.4

22
03
0.3

Non-
Span
Dmnt
975
82.8
14.7

23
0
0.2

Born
In The
u.s,
99.1
85.7
134

0.8
0
0.1

Importance Of Knowing The Right People To Get Ahead In Life

Top 2 Box (NET)
Very Important
Somewhat Important

Not Very Important
Not Important At All
Don't Know/Refused

Top 2 Box (NET)
Very Important
Somewhat Important

Not Very Important
Not Important At All
Don't Know/Refused

TOTAL
933
73.1
20.2

5.0
1.1
0.7

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc Unacc Span
852- 936 97.0+ 944
62.3- 71.1 842+ 797+
23.0 225 128- 14.7-
9.6+ 49 25 4.4
42+ 08 0 03
1.0 0.7 0.5 0.9

Non-
Span
Dmnt
92.7
69.9-
22.8

53
1.5
0.6

Born
In The
u.s,
82.8-
50.6
32.2-

12.6+
3.7+
0.9

Index Index
Born US Non-US
Outside Born - Born -
U.S. Wh/Ot US Brn
96.9- 100 98
81.1- 96 95
15.8+ 138 118
2.7+ 115 343
0.1 0 0
0.3 18 290
Index Index

Born US Non-US

Qutside Born -

US. Wh/Ot USBm

Importance Of Being Talented To Get Ahead In Life

TOTAL
923
69.5
22.8

6.2
0.1
14

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc Unacc  Span
0-49 50-84 85-100 Dmnt
87.0- 92,6 94.6 94.2
55.8- 688 789+ 77.1+
312+ 238 15.8- 17.1-
10.1+ 5.8 49 3.8
0.4 0 0.2 0.1
25 15 0.3 1.9

Non-
Span
Dmnt
014
65.8-
25.6

7.4
0.1
1.1

Born
In The
S,
85.6-
47.7
37.9

11.2+
04
2.8+

96.4+ 93 116
79.8+ 114 158
16.6- 72 51
2.7- 148 22
03- 166 8
0.6 190 67
Index Index
Born US Non-US
Outside Born - Born -
US. Wh/Ot US Brn
943+ 93 110
76.0+ 106 159
18.3- 80 48
47 240 42
01- 21 14
0.9 240 33

Born -
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Importance Of Having Successful Parents And Family To Get Ahead In Life

ACCULTURATION LEVEL Index  Index

Hghly Prtly Non- Born Born  US  Non-US

g Acc  Acc Unacc  Span Span InThe  Outside Born- Born-

TOTAL Q49 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot USBm
Top2Box (NET) 862  81.3 857 903+ 897+ 845 775 88.8+ 98 115
Very Important - 63.6  58.8 60.9 728+ 705+ 602- 46.6 68.7+ 124 147

Somewhat Important ~ 22.7 224 248 17.5- 19.1 244 30.9- 202- 74 . 65

Not Very Important ~ 10.2 11.9 11.8 5.3- 7.4 11.6 16.5+ 8.3- 124 51
Not Important At All 2.7 42 2.1 34 24 29 4.7 2.1- 71 46
Don't Know/Refused 0.8 27+ 04 1.0 0.5 1.0 1.4 0.7 140 51
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VIlIl. BRAND BUILDING
A Brand Loyalty Among U.S. Hispanics

For many, "brand loyalty" conjures up images of consumers with absolute loyalty to a brand; take
for example, the Budweiser drinker who will not (except under the most extreme circumstances)
drink any other brand of beer. Yet by a strict definition, brand loyalty means the repeat purchase
of a brand or "brand continuity." So defined, repeat purchasing of a brand or product does not
necessarily indicate absolute ". . . preference for the product, but may also reflect habit,
indifference, a lower price, or the non availability of substitutes.!" Thus, "brand loyalty" is
measured by repeat purchasing patterns, as well as brand preferences.

Hispanics are often said to be "more brand loyal" than non-Hispanic Whites and other ethnic
segments. In our survey, we asked respondents two brand loyalty questions. In the first,
respondents were asked how much they agreed with the following statement; "The popular name
brands I use most often today are the same ones I will be using a year from now."

Popular name brands you use today are same brands you'll be using one year

from now ...
1000/0 e eeee e e e e e+ e e e e R . B mTota"yAg[ee
AR 4 e e e M Somewhat Agree
M Disagree Somewhat
B0% e O Disagree Totally
EADK/INS

40%
20%
0%

4% 4%

N

5% 4%
A

Hispanic African White/Other
American

; 5% 4%

I s

In the five markets surveyed, Hispanics were significantly more likely to answer "totally agree"
(57%), as compared to African Americans (46%) and Whites/Others (44%). African Americans
and Whites Others, on the other hand, were significantly more likely to answer "somewhat
agree," implying a more circumspect approach to the brands they are currently buying and see
themselves buying and using one year from now.

We may imply from these results that Hispanics have a stronger intention to stick with the
popular name brands they are using today into the near future. From this perspective, they can be
considered more "brand loyal."

1 Kotler, Philip. Marketing Management: Analysis, Planning and Control. Fourth Edition. 1980.
Prentice-Hall, Inc., Englewood Cliffs, New Jersey.
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Best for My Family

Consumers who purchase products for their families undertake a heavy responsibility for the
health, comfort, and pleasure of their families. Such responsibilities are not taken lightly. When
consumers were asked their opinions as to the quality of national brands in terms of being "best
for my family" Hispanics exhibited much stronger preference for nationally advertised brands.

Nationally advertised and popular name brands are the best products for my

family ...
60% - i : B Totally Agree
B8 Somewhat Agree
. " M Disagree Somewhat
40% 33% 36% 90 [ Disagree Totally

DK/NS

0% k. % 3 ' ke
White/Other

Hispanic African American

Thus, Hispanics exhibit both stronger repeat purchase intention and national brand preference.
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Country of Origin Effects on Brand Loyalty

Some major differences in brand loyalty are evident in Hispanics' countries of origin. Of the
three largest Hispanic ethnic groups, a significantly larger percentage of Cubans and Mexicans
agreed "totally" that the popular name brands they are using most often today are the same ones
they'll be using one year from now, compared to 49% of Puerto Ricans.

Popular name brands you use today are same brands you'll be using one year

from now ...
100% oo <ot oe o 3 Totally Agree
B Somewhat Agres
80% Il Disagres Somewhat
60% 1 5% O Disagree Totally
DK/NS

40% 1

20% 1

oo/o | ..... : e ]

‘Mexico Cuba Puerto Rico

3% 3%

Dominicans and Central Americans also appear as brand loyal as Cubans or Mexicans. A total of
84% of Dominicans and 81% of Central Americans agreed "totally" or "somewhat" with our
statement. South Americans, on the other hand, mirrored the response of the Puerto Ricans, who
both closely mirror the response of Whites/Others; slightly less than half of the South Americans
were inclined to "totally" agree with our brand loyalty statement.

Popular name brands you use today are same brands you'll be using one year

from now ...
100% -+ e B R Totally Agree
Il Somewhat Agree
61% gree Somewnal
60% 4 [ Disagree Totally
40% B DKNS
L
20% 1 _
0% L .
Dominican Central America South America
Republic

Whose brands and products are they most loyal to? Well, we know that they are not necessarily
nationally advertised or popular national brands. They also may not necessarily be American-
made.
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We also asked respondents to tell us how much they agreed with the following statement: "The
most reliable and best products are made by American companies."

Hispanics are most likely to agree that American companies turn out the most reliable and best
products of the three ethnic segments. A significantly higher percentage of Hispanics (41%),
"totally" agreed, and another 26% "somewhat" agreed.

The most reliable and best products are made by American companies ...

60% . . S Tota"y Agree
Somewhat Agree
41% Disagree Somewhat
"""" [ Disagree Totally
20% 50, S1% DKNS

40%

20%

7%

7%

0% - : -
Hispanic African American White/Other

Among Hispanics, significantly more Cubans "totally" agreed, and overall, Puerto Ricans are
significantly less likely to agree either "totally" or "somewhat."

The most reliable and best products are made by American companies ...

BO% e~ ~ ETotally Agree
51%

M Somewhat Agree
& Disagree Somewhat
40% b UL - . -y - [P o Ry G g - DDiSagree Tota"y
et RADK/NS

20% 3 : T
6%

Mexico Cuba Puerto Rico

0%

Mexicans are no more likely than other Hispanic ethnic groups to agree that American companies
make the most reliable and best products.
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Mexicans' feelings toward U.S. brands and products translate into their stated preference; almost
one-third state that they personally prefer brands and products from Mexico. Cubans on the other
hand, have little choice under the current embargo.

Personally prefer US products and brands, or products and brands made in
the country you were bornin ...

100% - : s BYS Products & Brands
2 M Brands & Products from My Country
B DK/NS

Mexico Cuba Puerto Rico

Central Americans exhibit a significantly higher tendency to "totally" agree that American |
products are tops; 53% plus another 20% who agree "somewhat." Close to 30% of both i
Dominicans and South Americans said they either disagreed "somewhat" or "totally". |

The most reliable and best products are made by American companies ...

60% : T g T P e E Totally Agres
M Somewhat Agree ;
M Disagree Somewhat
O Disagree Totally

B2 DK/NS

40% 1

20% 1

8% 7%

0%
Dominican Central America South America
Republic
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Additionally, all three of these groups expressed a very high preference for U.S. products and
brands over those made in their countries of origin.

Personally prefer US products and brands, or products and brands made in
the country you were born in ...

100% e 1 US Products & Brands
80% |..75% N 75% M Brands & Products from My Country
’ MDKNS

60%

40%

20% 1

0% :
Dominican Central South
Republic America America

It is interesting to ponder the implications of free trade while considering the responses to the
questions on brand loyalty, and country of origin preference for products and brands. Many U.S.
"brands" have manufacturing facilities in other countries of the world, and very often a brand that
is closely associated with being "American" is made or assembled in Mexico, China, Taiwan, etc.
The free flow of products, and increasingly of information, between countries obviously impacts
the equation as well. Were the U.S. to have free trade agreements with countries in Central
America, for example, would even more Central Americans living in the U.S. prefer products
and brands from their country of origin?

As economies of the Western Hemisphere become more integrated and brand choices increase
exponentially for consumers, the importance of international or global brand building -- the goal
of creating brand image, relevancy and loyalty consistently across many countries -- will grow to
be of utmost importance.
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B. Global Brand Building And Hispanics

You may have already begun to wonder, given the fact that 3 out of 4 adult Hispanics living in
the United States were born in another country, where their mind-sets or attitudes toward brands
were created. Thinking about U.S. brands and products, we decided to test the waters for
opportunities in global brand building -- both through the U.S. Hispanic market and Latin
American markets.

The results are based upon the responses to a series of questions asked only of those Hispanics
residing in the U.S. who had lived in their countries of origin at least until they were 16 years old.
In this way, we can be assured that their perceptions of media and the brands available in their
countries were beginning to take hold before they arrived in the consumer-choice Mecca that is
the United States.

How popular are US brands and products in the country you were born in ...

100% B Very Popular
H Somewhat Popular
%% +
80% 1 Il Not too Popular
CINot at All Popular
o/ L.
60% DK/NS

40% 1

20% 1
0% L wy , 0% P
Mexico Cuba Puerto Rico

We wanted to know how popular Hispanics perceived U.S. brands to be in Latin American
countries. For Mexico and Puerto Rico, over half of the respondents state that U.S. brands are
"very popular,” and another 20% or so say they are at least "somewhat popular.” Interestingly
enough, 54% of Cubans surveyed say that U.S. brands are "very popular” in Cuba, although 30%
grant that they either did not know or were not sure ("DK/NS").
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From the Dominican Republic.in the Caribbean, across Central America and south to Colombia,
Argentina, Venezuela and Chile, American brands are perceived to be "very popular" by the vast
majority of Hispanics from these regions.

How popular are US brands and products in the country you were borniin ...

100% o B3 Very Popular

M Somewhat Popular

80% 1 i
Il Not too Popular

60% 1 O Not at All Popular
DK/NS

40% 1

20% 1

0% A prrrreen N
Dominican Central America South America
Republic

Better yet, with the understandable exception of Cuba (the embargo), Hispanics perceive
American brands to be increasingly popular. In Mexico, where a low of 54% of Mexicans
residing in the U.S. say American brands are "very popular", almost 80% say they are becoming
more popular. (There's hope for the NAFTA yet.)

Are American brands becoming more popular in your country of origin ...

100% ¢ I BYes
85%
79% HNo
80% + ZADKINS
60% ¢
40% T
20% 1 |

Mexico Cuba Puerto Rico
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The same is true for the Dominican Republic, and Central and South America in general. It is
interesting to note the low proportions of Hispanics who say they "don't know" or are "not sure"
whether American brands are becoming more popular in their countries of origin. While
understandable in the case of Cuba -- 42% say they don't know -- only about 10-15% of the
foreign-born population of all other Hispanics appear to be cut-off from communications with
their countries of origin.

Are American brands becoming more popular in your country of origin ...

100% .._._......830/ ) o o Yes
8% TR R Sk mNo
60% DK/NS

o T
40% 1
20% + DS U . ORI . - D— P L —
0% | Wi 7
Dominican Central America South America
Republic

Word-of-mouth advertising can be an effective vehicle for global brand building. We can
assume that virtually 100% of all Hispanics living in the United States have relatives in their
countries of origin. Add to that the number of Hispanic-owned businesses which rely on
international trade with the Americas, and you've got a powerful phenomenon, through modern
electronic communications, working in your favor.

Word-of-mouth from the United States is obviously not the only channel through which
information and opinions about U.S. brands and products is transmitted. Product distribution,
with or without advertising, creates awareness of brands, and advertising -- with or without
distribution -- is a fact of life in many Latin American countries. Through cable and satellite TV,
radio signals which cross borders, and the international press, advertisements for U.S. products
are seen, heard and read all over Latin America regardless of whether or not the product is
available in a certain region or country.

In fact, even without advertising or distribution of brands or products made in the U.S., all
countries have images of products made in another country based upon travels and the image
they have of the country itself. Known as "Product-Country Image," or PCI, American products
are often globally associated with innovation, quality and durability, among other factors. Other
product-countries which receive high marks around the globe are Japan (know for its "high-tech"
products) and Germany (known for its engineering).
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C. Northbound Brand Building

However the message gets to Latin America about U.S. brands and products, it is clearly hitting
home; upon first arriving in the States, the effects of northbound brand building can be seen in
the new arrivals' stated preference for U.S. products for which they had seen advertising in their
countries of origin. '

When first arrived in US, did you prefer to buy American products that you
had seen advertised in your home country ...

100% 1 Yes
No
80% 4 i 74%..
° FADKINS

Mexico Cuba Puerto Rico

Over two-thirds of foreign-born Hispanics from the three countries which contribute the largest
Hispanic populations to the U.S., Mexico, Cuba and Puerto Rico, report, upon arriving in the
U.S., that they preferred to buy American products they had seen advertised in their home
countries.

When first arrived in US, did you prefer to buy American products that you
had seen advertised in your home country ...

100%
80% - W No
DK/NS

60% 1

40%

20% 1t

Dominican Central America South America
Republic

This phenomenon is not restricted to the Mexican border, or nearby Caribbean countries either.
Over two-thirds of Hispanics born in the Dominican Republic, Central American countries, and
South American countries also report preferring to buy American brands they had seen advertised
in their home countries.
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D. Southbound Brand Building

As it pays to advertise in Latin America, it also pays to target Hispanics in the United States. Of
those who returned for a visit over the past year, for whatever reason, over 60% in all ethnic
groups say they prefer to buy U.S. products while there. The effects of southbound brand
building is stronger among Central and South Americans, 66% or more of whom prefer to buy
U.S. products when they return home. Even two-thirds of the Mexicans say they preferred to buy
U.S. products when they returned over the past year.

After living in US, prefer to buy US products when you return to your home

country ...
100% R AT S S 1 [T 1 T s a4 ’ A e R ’ RraiEn
80% O e S I— . NO
1 B DKINS
60% ¢
40% ¢t
20% .
0% V7 % o
Mexico Puerto Central South Dominican
Rico America America Republic

The obvious question now is how many Hispanics return to visit their country of origin, and how
often.
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Seventy-seven percent of all adult Hispanics residing in the five U.S. markets included in our
survey report being born outside of the U.S. The graph below depicts the flow of absolute
southbound travel for Hispanics for each country of origin. For example, 92% of Puerto Ricans
in the five market study say they travel to their home country to visit, and 59% traveled in the
past year. Forty-six percent of all Puerto Ricans in the five markets brought gifts for family,
friends or business associates when they traveled in the past year. That means that 78% of those
adults who went to Puerto Rico for a visit over the past year brought some type of gift with them.

Absolute Market Potential for
Southbound Brand Building

Puerto Rico

Dominican
Republic

Mexico

South America

Central America B Pct. who Return for Visits

| [OPct. who Visited in Past
Year

M Pct. who Took Gifts in Past
Year

Cuba

i i
T 1

0% 20% 40% 60% 80% 100%

Because we know that 70% of Puerto Ricans in our survey said they prefer to buy U.S. brands
over brands made on the island, we can assume that a good proportion of those gifts were U.S.
brands. Some groups are even more likely to be carrying gifts for family, friends or business
associates upon their arrival home.
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Additionally, some Latinos travel home a great deal more often than others. Just over the past
year, the average number of trips to their country of origin made was:

Mexicans: 2.7

Puerto Ricans: 1.7
Central Americans: 1.3
South Americans: 1.3
Dominicans: 1.3

Although a relatively smaller potential market for southbound brand building, 97% of Central
Americans in our survey who returned home to visit over the past year brought gifts. Eighty-
three percent of the Mexicans who traveled home brought gifts over the past year, and 88% of the
South Americans did as well.

The question is then; what type of gifts do they bring? Overwhelmingly, three categories top the
list--Clothing, Electronics, and Perfume.

Types of Gifts Brought To Country of Origin
(All Countries)

Clothing

Electronics

Perfume

Small HH Appliances
Sporting Goods
CD's/Cassettes
Home Furnishings*
Toys

Jewelry

Liquor

Arts/Crafts

Food
Cosmetics
Furniture

Computers/software

Other/DK :
T = _=

0% 20% 40% 60% 80% 100%
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Other popular categories include small household appliances and furnishings, sporting goods,
and CDs and cassettes. Lest manufacturers of larger items that don't fit in a suitcase despair, 2%
report taking large furniture with them.

Although the types of gifts brought home are similar for Hispanics from all countries, a few
interesting significant differences do exist. For example, Central Americans are significantly
more likely to bring electronics home (43%) indicating a lack of availability or high prices for
electronics in Central America. South Americans, on the other hand, are significantly more
likely to bring perfume home (39%).

The time is ripe for marketing practitioners to study and explore the potential for global brand
building in the U.S. Hispanic market and Latin America. If we assume for the moment that the
effects of word-of-mouth and media advertising, product distribution, and travel back-and-forth
from the United States to Latin America and the Caribbean have had the unintentional result of
northbound and southbound brand building for American products, imagine the results of a
targeted advertising campaign against this phenomenon. The U.S. Hispanic market represents a
fantastic, if untapped, potential market for global brand building in the Western Hemisphere.

On the next page we take a look at advertising and language.
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E. Advertising to Hispanics: Spanish or English?

When it comes to advertising to Hispanics, 48% in the five markets we surveyed said they felt
Spanish advertisements were the "most persuasive”. However, certain Latino ethnic groups
exhibit different preferences. Take, for example, Puerto Ricans and Dominicans. While 57% of
Puerto Ricans said they found English advertisements to be most persuasive, 68% of Dominicans
said Spanish ads were most persuasive. So if you were thinking of advertising only in English in
New York City, think again.

Which ads do you find to be the most persuasive for you to try a product or

service ...
100% -~ [ Spanish
M English
0
0% A little of both
60% 1

40% 1

20% 1

0% 4

Mexico Cuba Puerto Rico

Central Americans are as predisposed to Spanish advertisements as are Dominicans. South
Americans, on the other hand, appear to find English ads most persuasive. Twenty-nine percent
say English ads alone, and another 27% say "a little of both languages”. Still 44% say Spanish
ads are most persuasive.

Which ads do you find to be the most persuasive for you to try a product or

service ...
80°% e ... EEngish
s 66% B A litte of both

60%
40% §

20%

Dominican Central American South American

0% A
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Spanish ads are understood the most by 53% of the Hispanic adults in our five market survey,
and preferred by 48%. Simply put, Spanish language ads are the most persuasive, most preferred
and most understood by the Hispanic market in the five markets surveyed.

Which ads do you find ...
(Total Hispanic Adults)

80% ¢ - + . ESpanish
M English
60% o 53% 48% B A little of both
'40%
20% v . o
To be Most You Understand You Prefer the
Persuasive the Most Most
F. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. Included in the
tabulations are the data used in this section. The cross-tabulations shown are: Ethnic Segment,
Market and Country of Origin. All data shown this section are Hispanic Adults 18 years of age
or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, figure is an index on the total column.

All tables shown have Chi-square significance testing at 95% confidence. The +/- indicate
significance and direction against the expected value.
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The Popular Name Brands I use most often today are the same ones
I will be using a year from now

-HI | Index Index

White/  African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 77.9 77.6 77.9 76.3 80.0 103 105
Totally Agree 45.6 43.8- 43.5- 455 57.1+ 131 125
Somewhat Agree 32.3 33.8+ 344+ 307 22.8- 66 74

Somewhat Disagree 13.6 13.9 13.8 14.2 11.6- 84 81
Totally Disagree 4.5 4.5 4.4 53 4.6 105 86
Don't Know/Refused 4.0 4.0 39 42 39 100 94

Nationally advertised and popular name brands
are the best products for my family

NON-HISPANIC Index Index

White/  African/ Hisp- Hisp -

TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Top 2 Box (NET) 47.6 46.5- 47.7 41.0- 554+ 116 135
Totally Agree 19.3 17.2- 17.7- 14.9- 33.1+ 186 221
Somewhat Agree 28.3 29.2 30.0+ 26.0 22.3- 75 86

Somewhat Disagree 34.2 355+ 354+ 357 25.7- 72 72

Totally Disagree 15.5 15.9 14.8 21.1+ 12.4- 84 59
Don't Know/Refused 2.7 2.1- 2.1- 22 6.5+ 311 299

The most reliable and best products are made by American companies

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total Other American HISPANIC Wh/Qt Af/Am
Top 2 Box (NET) 59.1 57.9- 56.1- 65.7+ 66.8+ 119 102
Totally Agree 30.9 29.3- 29.2- 29.7 41.0+ 140 138
Somewhat Agree 28.2 28.6 26.9- 36.0+ 25.8 96 72

Somewhat Disagree 27.5 287+ 30.6+ 204- 19.5- 64 95
Totally Disagree 6.1 6.0 5.8 6.9 6.8 117 99
Don't Know/Refused 7.4 74 7.5 7.0 7.0 93 99
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The Popular Name Brands I Use most often today are the same Ones I Will Be Using
A Year From Now

COUNTRY OF ORIGIN
Puerto Central South Dominican
Total Mexico Rico Cuba America America Republic
Totally/Somewhat Agree (NET) 80 81.8 74.3 81.1 81 72.8 83.5
Totally Agree  57.1 589 484 604 605 492 584
Somewhat Agree 228 229 259 207 206 236 252
Somewhat Disagree  11.6 12 153 6.3 10.9 13 8.9
Totally Disagree 4.6 33 6.8 5.7 52 6.6 1.8
Don't Know/Refused 39 2.8 3.6 6.9 2.8 7.6+ 57

Nationally advertised and popular name brands are the best products for my family

COUNTRY OF ORIGIN
Puerto Central Southr Dominican
Totally/Somewhat Agree (NET)  55.4 54.9 52.4 48.6 64.5+ 59.5 594
Totally Agree  33.1 323 279 30.8 424+ 355 37.6
Somewhat Agree 223 22.6 24.6 17.8 22 24 21.8
Somewhat Disagree  25.7 27 32.2 27 17.0- 17.6 254
Totally Disagree 12.4 12.2 114 16 9.3 134 10.5
Don't Know/Refused 6.5 5.9 39 8.4 9.3 9.5 4.7

The most reliable and best products are made by American companies

COUNTRY OF ORIGIN
Puerto Central South Dominican
Totally/Somewhat Agree (NET)  66.8 69.4 52.6- 1709 72.8 64.7 64.8
Totally Agree 41 373 33.8 51.2+ 533+ 426 447
Somewhat Agree  25.8 32.1+ 18.8 19.8 19.5 22 20.1
Somewhat Disagree  19.5 16.7 346+ 139 13.6 20.3 234
Totally Disagree 6.8 6.1 6.5 9.3 6.4 8.2 6.7
Don't Know/Refused 7 7.8 6.3 5.9 7.2 6.9 5.1

Would you say that you personally prefer to purchase U.S. products
and brands or do vou prefer products and brands
made in the country vou were born?

COUNTRY QF ORIGIN
Puerto Central South Dominican
Total Mexico Rico Cuba America America Republic
Yes - U.S. Products  63.4 50.2- 68.9 852+ 703 75.4+ 749
No - Other Products  23.3 31.6+ 26.7 6.7- 206 16.5 12.6
Don't Know/Refused 132 18.2+ 4.4 8.1 9.1 8.1 12.5
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How popular are brands or products made in the United States in the countryv that
you were born in?

COUNTRY OF ORIGIN
Puerto Central South Dominican
Total Mexico Ri Cuba America America Republic
Very/Somewhat Popular (NET)  80.8 80.8 88.6 58.5- 875 87.8 97.8+ |
Very Popular 612  535- 679 539 704  75.0+ 874+ '
Somewhat Popular  19.6 27.2+ 207 46- 170 12.9 10.4 |

Not Too Popular 52 7.6+ 4.2 34 35 2.6 0
Not At All Popular 3.6 4.1 0 7.6+ 2.6 1.1 0
Don't Know/Refused  10.4 7.5 72 304+ 64 8.5 2.2

Are American brands advertised in the U.S. becoming more popular

in vour country of origin?

Puerto Central South Dominican
Yes 743 789 845  36.6- 831+ 812 828
No 8.9 7.5 48 217+ 170 6.5 32
Don't Know/Unsure/Refused  16.8 13.6 107 416+ 99 123 14.0

COUNTRY OF ORIGIN \
|
|
|

When you first came to the U.S., did vou prefer to buy American quducts
that you had seen advertised in your HOME country? -~ |

COUNTRY OF ORIGIN
Puerto Central South Dominican ‘

Yes  70.6 68.7 70.5 74.1 68.9 76.8 69.1
No 27.1 30.7 26.8 18.2- 29.2 21.5 25.2
Don't Know/Unsure/Refused 2.4 0.6- 2.7 7.7+ 1.9 1.7 5.7

:
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During the past year, how many visits did you make?

COUNTRY OF ORIGIN
Puerto Central  South Dominican

Total Mexico Rico Cuba America America Republic

0 381 33.2 354 48.2 514+ 43.0 44.6
1 423 43.1 31.8 454 41.8 46.6 41.9
2 11.7 12.9 25.1+ 3.2 2.7- 6.8 11.9
3 3.1 4.2 5.1 0 1.3 0 1.6
4 2.3 2.4 2.5 0 2.7 3.6 0
5 0.5 0.8 0 3.2 0 0 0
6 0.7 1.3 0 0 0 0 0
7 0 0 0 0 0 0 0
8 0 0 0 0 0 0 0
9 0 0 0 0 0 0 0
10+ 1.3 2.2 0 0 0 0 0
Don't Know/Refused 0 0 0 0 0 0 0
Mean (Excluding 0) 2.19 2.70 1.66 1.31 1.28 1.31 1.27

Have you taken gifts for family, friends, or business associates
when you travel to your country of origin?

COUNTRY OF OQORIGIN
Puerto Central South Dominican
Total Mexico Rico Cuba America America Republic
Yes 84.6 83.1 784 100.0 973+ 87.8 80.9
No 154 16.9 21.6 0 27- 122 19.1
Don't Know/Unsure/Refused 0 0 0 0 0 0 0
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What type of gifts do vou take or send?

COUNTRY OF ORIGIN

Puerto Central  South Dominican
Total Mexico Rico Cuba America America Republic
Art work 4.1 32 11.8+ 12.1 10.2 0 0
Clothing 860 856 70.6- 879 90.3 875 978
Compact Discs or Cassette Tapes  10.9 12.7 18.1 0 9.3 7.0 0
Computers/Software 0.5 0 0 0 0 43+ O

Cosmetics 1.7 0.3 49 0 7.2+ 35 0

Electronic Equipment  22.5 20.1 25.0 0 434+ 2238 19.1
Food 2.1 2.9 0 0 0 3.5 0
Furniture 1.9 2.2 0 0 0 53 0

Home Furnishings (not furniture) 9.3 104 5.9 0 16.8 3.5 0
Jewelry 6.4 4.6 9.7 9.7 6.3 7.6 7.5
Liquor 4.8 2.7 12.5 0 6.5 3.5 6.4
Perfume  23.1 17.6 338 19.4 274 38.8+ 203

Small Household Appliances  12.0 10.5 59 6.2 208 84 201

Sporting Goods  11.2 15.3 0 0 5.8 8.3 6.7 |
Toys 7.1 8.8 0 0 0 6.7 13.0 |
Other 6.4 54 16.1+ 473+ 0 7.2 0 |

Don'i Know/Refused 2.1 1.9 11.2+ 0 0 0 0

Do people, like vyourself, who have lived in the United States |
prefer to purchase U.S. products |

when they return to their HOME countries?

COUNTRY OF ORIGIN

Puerto Central South Dominican
Total Mexico Ri Cuba America America Republic
Yes  66.1 66.9 60.5 72.3 69.4 65.5 64.1
No 255 24.9 26.1 16.1 24.7 329 20.8
Don't Know/Unsure/Refused 8.4 8.1 134 11.6 5.9 1.6- 15.0
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The Popular Name Brands I use most often today are the same ones I will be using a
year from now

Los New San
Total Angeles York Miami Fran Chicago

Top 2 Box (NET) 800 826 777 80.7 765 753
100 103 97 101 96 94

Totally Agree 57.1 610 522 593 525 536
100 107 91 104 92 94

Somewhat Agree 22.8 21.6 255 214 24.0 21.7
100 95 112 94 105 95

Somewhat Disagree 11.6 12.5 9.6 9.3 144 13.9
100 108 83 80 125 120

Totally Disagree 4.6 2.9 72+ 35 5.1 6.0
100 63 159 78 111 133

Don't Know/Refused 3.9 2.0- 5.4 6.5 4.0 4.8
100 52 138 164 102 121

Nationally advertised and popular name brands
are the best products for my family

Los New San
Total Angeles York Miami Fran Chicago

Top 2Box (NET) 554 564 550 581 497 527
100 102 99 105 90 95

Totally Agree 33.1 332 327 388 273 293
100 101 99 117 83 89

Somewhat Agree  22.3 232 223 19.3 223 234
100 104 100 87 100 105

Somewhat Disagree 257 26,7 257 214 282 246
100 104 100 83 110 96

Totally Disagree 12.4 114 11.3 14.0 150 159
100 92 91 113 121 128

Don't Know/Refused 6.5 55 8.0 6.4 7.1 6.7
100 84 122 99 109 103
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The most reliable and best products are made by American companies

Los New San
Total Angeles York Miami Fran Chicago |
Top 2 Box (NET) 66.8 717+ 59.6- 70.1 61.9 62.6 |
100 107 89 105 93 94 |
Totally Agree 41.0 40.2 37.8 555+ 373 33.6 ‘
100 98 92 135 91 82 |
Somewhat Agree 258  31.5+ 218 14.6- 247 290 1
100 122 85 57 96 112 |

Somewhat Disagree  19.5 16.0 250+ 165 23.0 212
100 82 129 85 118 109

Totally Disagree 6.8 6.3 6.6 8.0 7.2 8.0
100 92 97 118 106 118

Don't Know/Refused 7.0 6.0 8.7 54 7.8 8.2
100 87 125 77 112 117

Would you say that you personally prefer to purchase U.S. products
and brands or do you prefer products and brands

made in the country you were born?

Los New San
Yes - U.S. Products 634 56.4- 70.2 79.6+ 58.2 44 A-
100 89 111 126 92 70
No - Other Products  23.3 272 22.9 129- 254 26.4
100 117 98 55 109 113
Don't Know/Refused 13.2 16.4 6.9- 7.5 16.4 29.2+
100 123 52 56 124 220

How popular are brands or products made in the United States
in the country that you were born in?

Los New San
Total Angeles York Miami Fran Chicago
Top2 Box (NET) 808 797 829 758 86.8 843
100 99 103 94 108 104
Very Popular 61.2 573 664 673 544 562
100 94 109 110 89 92
Somewhat Popular 19.6 224 16.5 8.5- 324+ 28.0
100 115 84 43 166 143

Not Too Popular 5.2 7.0 34 3.7 6.1 47
100 135 65 71 118 90
Not At All Popular 3.6 43 2.7 4.9 2.0 2.0

Den't Know/Refused 104 9.0 11.1 15.6 5.1 9.1
100 86 106 150 49 87
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Are American brands advertised in the U.S. becoming more popular
in your country of origin?

Los

New San
Total Angeles York Miami Fran Chicago

Yes 74.3 81.1+ 78.0 555- 726 71.3
100 109 105 75 98 96

No 8.9 49- 105 12.6 9.2 154
100 55 118 142 103 172

Don't Know/Unsure/Refused 16.8 14.0 11.5 31.8+ 18.1 133
100 83 69 190 108 79

When you first came to the U.S, did you prefer to buy American products

that vou had seen advertised in vour HOME country?

Los New San
Yes 70.6 71.2 72.0 73.5 60.4 65.9
100 101 102 104 86 93
No 27.1 28.4 25.2 20.1 36.6 33.1
100 105 93 74 135 122
Don't Know/Unsure/Refused 2.4 0.4- 2.8 6.3+ 3.0 1.0
100 18 121 268 128 41

Do you ever return for visits to your country of origin?

Los New San
Yes 65.9 727+ 759+ 27.7- 653 80.2+
100 110 115 42 99 122
No 34.1 27.3- 24.1- 723+ 339 19.8-
100 80 71 212 99 58
Don't Know/Unsure/Refused 0.1 0 0 0 0.8+ 0
100 0 0 0 1302 0
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During the past year, how many visits did you make?

Los New San

Total Angeles York Miami Fran Chicago

0 38.1 35.0 433 420 283 40.0
100 92 114 110 74 105

1 423 384 45.5 31.8 57.8+ 464
100 91 108 75 137 110

2 117 12.3 9.1 21.3 10.3 11.5
100 105 77 182 88 98

3 3.1 4.5 1.4 3.9 2.5 2.1
100 143 46 126 81 69

4 2.3 4.6+ 0.7 0 0 0
100 201 30 0 0 0
5 0.5 1.0 0 0.9 0 0
100 194 0 177 0 0
6 0.7 i4 0 0 1.0 0
100 198 0 0 143 0
7 0 0 0 0 0 0
0 0 0 0 0 0
8 0 0 0 0 0 0 ‘
0 0 0 0 0 0 ‘
9 0 0 0 0 0 0 |
0 0 0 0 0 0 |
10+ 1.3 2.8+ 0 0 0 0 |
100 222 0 0 0 0 |
Don't know/refused 0 0 0 0 0 0 |
0 0 0 0 0 0 |
Mean 1.35 2.07 0.71 091 0.92 0.

’ 1

|
Have you taken gifts for family, friends, or business associates |
when you travel to your country of origin? |

|

Los New San

Total Angeles York Miami Fran Chicago

Yes 84.6 84.5 86.9 87.6 77.8 81.8

100 100 103 104 92 97
No 154 15.5 13.1 12.4 222 18.2 |
100 100 85 80 144 118
Don't Know/Unsure/Refused 0 0 0 0 0 0
0 0 0 0 0 0
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What tvpe of gifts do vou take or send?

Los New San
Total Angeles York Miami Fran Chicago

Artwork 4.1 1.2 6.5 8.5 8.7 43
100 29 157 205 210 105

Clothing 860 84.0 862 842 868 98.0
100 98 100 98 101 114

Compact Discs or Cassette Tapes  10.9 10.4 13.0 7.8 10.6 8.8
100 96 120 71 97 81
Computers/Software 0.5 0 1.7 0 0 0
100 0 339 0 0 0

Cosmetics 1.7 0 47+ O 1.8 20
100 0 277 0 108 116

Electronic Equipment  22.5 182 294 12.7 257 28.5
100 81 130 56 114 126
Food 2.1 29 14 0 4.2 0
100 137 66 0 197 0
Furniture 19 2.2 2.1 0 34 0
100 112 110 0 178 0

Home Furnishings (not furniture) 9.3 10.0 8.3 12.5 10.7 52
100 107 89 134 115 56

Jewelry 6.4 1.7-  11.0 11.6 13.2 55
100 27 172 182 206 86
Liquor 4.8 0- 9.7+ 16.0+ 9.9 0
100 0 203 334 208 0

Perfume 23.1 180 318+ 3438 219 12.7
100 78 138 150 95 55

Small Household Appliances 12.0 9.2 15.6 9.1 17.9 12.2
100 76 130 75 148 101

Sporting Goods 112 144 9.5 0 11.8 8.5
100 128 84 0 105 76

Toys 7.1 8.1 4.9 9.6 7.7 57
100 115 70 136 109 81

Other 6.4 7.5 58 8.8 52 1.4
100 117 90 138 82 21
Don't Know/Refused 2.1 22 32 0 1.8 0
100 102 153 0 85 0

Do people like yourself, who have lived in the United States prefer to
purchase U.S. products when they return to their HOME countries?

Los New San
Total Angeles York Miami Fran Chicago
Yes 66.1 70.7 59.6 84.1+ 569 58.7
100 107 90 127 86 89
No 255 23.0 29.2 11.9- 344 29.0
100 90 114 47 135 113
Don't Know/Unsure/Refused 8.4 6.3 11.2 4.0 8.7 12.3
100 75 134 48 103 147

Strategy Research Corporation
Page 160



1996 U.S. Hispanic Market

Thinking about all the advertising you see or hear which ads do you find to be the
most persuasive for vou to try a product or service

Los New San
Total Angeles York Miami Fran Chicago
English 346 354 342 272 398 392
Spanish 479 485 442 55 472 454
A Little Of Both Languages 17.5 16.1 21.6 17.8 13 154

Thinking about all the advertising you see or hear which ads do you find that you
understand the most?

Los New San
Total Angeles York Miami Fran Chicago
English 28.1 279 315 193- 31.8 29.1
Spanish 527 536  46.7- 625+ 499 535
A Little Of Both Languages 19.3 185 21.9 18.2 18.3 17.5

Thinking about all the advertising you see or hear which ads do you find that you
prefer the most?

Los New San
Total Angeles York Miami Fran Chicago
English 335 316 364 296 374 371
Spanish 48.1 484 446 542 467 49
A Little Of Both Languages 18.3 19.9 19 16.1 16 13.8

Thinking about all the advertising you see or hear which ads do you find to be the
most persuasive for vou to try a product or service?

COUNTRY OF ORIGIN
Puerto Central  South Dominican
Tota] Mexico Rico Cuba America America Republic
English 346 32 574+ 329 224- 319 27
Spanish 479 51.1  269- 528 59.6+ 43.8 53.1
A Little Of Both Languages  17.5 16.9 15.7 14.3 179 242 19.9

Thinking about all the advertising vou see or hear which ads do you find that vou
understand the most?

COUNTRY OF ORIGIN
Puerto Central South Dominican
English  28.1 26.1 64.0+ 249 9.1- 289 13.4-
Spanish  52.7 57.6+ 20.3- 58.1 66.0+ 44.1 67.8+
A Little Of Both Languages  19.3 16.3 15.7 17 25 27.0+ 18.8
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Thinking about all the advertising you see or hear which ads do you find that you
prefer the most?

COUNTRY OF ORIGIN
Puerto Central South Dominican
Total Mexico Rico Cuba America America Republic
English  33.5 30.3 61.7+ 31.8 158- 329 29.9
Spanish  48.1 524+ 220- 56.1 57.6+ 428 54.3
A Little Of Both Languages  18.3 17.3 16.3 122 267+ 243 15.8
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IX. S*T*A*R Personality Ratings

A. Introduction

This section provides highlights from the most recent STAR PR™ Reports for both Hispanic
Adults and Teens. This data presented was not collected in the survey for the 1996 U.S.
Hispanic Market Study. The STAR Personality Ratings, STAR PR™, are national syndicated
reports measuring the Awareness and Favorability of key Personalities and Celebrities. This

-report is conducted among Hispanic Adults 18-54 and Hispanic Teenagers 12-17 years of age,

and covers the following personality and celebrity categories:

Actors/Actresses
Music Entertainers
TV Announcers/Show Hosts

Each STAR PR™ report has the following five key measures:

1) Total Awareness (percent of respondents who are aware of the Personality)

2) STAR PR™ Score (percent who named Personality as one of their favorites)

3) Favorability Rating (average Personality’s rating)

4) Index of each Personality’s STAR PR™ Score and Awareness Score against
average for the Category

5) Ranking of Indices by Category

Each Personality is measured as follows:

1) Awareness (“Have you heard of ...?”)
2) Favorability (“Is he/she one of your favorites?” and
3) “... rate Personality on a five-point scale.”)

Demographic cross tabulations for all key measures are included in the report.

Age

Sex

Reported Markets: Total U.S., Los Angeles, New York, Miami, Texas
Employment Status

Country of Origin

Born In/Out of U.S.A.

The surveys are conducted twice a year. A random sample is drawn in the eight top Hispanic
markets which represent 58% of total U.S. Hispanics. The selected markets and sample sizes
are:

Los Angeles - 200 Dallas/Ft. Worth - 100
New York - 200 Houston - 100
Miami - 200 San Antonio - 100
San Francisco- 100 Chicago - 100
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The surveys are conducted by telephone using Strategy Research Corporation’s CATI (Computer
Assisted Telephone Interviewing) Center in Miami. Sample size for Performers Report Lis 1,100
Hispanic Adults 18-54 years of age, and for Performers II, the sample size is 550 Hispanic Teens
12-17 years of age. There are 75 mainly Hispanic Personalities included on the questionnaire for
each survey.

The STAR PR™ have been designed to be flexible. Should you require something other than the
regular report, the report can be customized to fit your needs. Here are some of the customized
reports that can be produced:

Adding Personalities on a Proprietary Basis
Data Tracking Wave-to-Wave

Special Report on one or more Personalities
Special Report on Local Market Personalities

For more information about the STAR Personality Ratings report please call our Miami offices at
(305) 649-5400.

B. Hispanic Celebrity Ratings: Hispanic Adults 18-54

The STAR PR™ Score indicates that 26% of the Respondents who were Aware of Thalia gave
her a top rating as 'uno de mis favoritos/one of my favorites', and 19% of the respondents who
were Aware of Cristina rated her highest for favorability. The Awareness Score simply indicates
that 86% of the respondents were Aware of Lucia Mendez and 85% were Aware of Don
Francisco.

PERFORMERS REPORT |
Adults 18-54

Spring Report-April 1995
Type of Type of Ratings (Pct.
Performer Rating Personality Response)
Actor/Actress STAR PR™ Thalia 26
Actor/Actress Awareness Lucia Mendez 86
TV Announcer/Host STAR PR™ Cristina 19
TV Announcer/Host Awareness Don Francisco 85
Music Entertainer STAR PR™ Juan Gabriel 27
Hispanic Music Group STAR PR™ Los Bukis 22

Source: Strategy Research Corporation
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Some performers have significant differences in their scores when cross tabulations are analyzed.
For example:

Angelica Maria had a higher STAR PR™ Score among respondents born outside the U.S. (19) as
opposed to respondents born in the U.S. (15). This was also true of Maribel Guardia - (15) vs.
(5). This relationship was reversed for Andy Garcia, Paul Rodriguez, and John Leguizamo.
Thalia’s STAR PR™ Score, however, was relatively even among those born in and those born
outside of the U.S.

Eduardo Yafies was significantly more popular among women (21) than among men (9), as was
Eduardo Capetillo and Eduardo Palomo. Antonio Banderas, Alberto Vazquez, and Adela
Noriega were equally well regarded by both sexes. Men gave higher STAR PR™ Scores to
Thalia, Edward James Olmos, and Andy Garcia, than did women.

Among TV Hosts/Announcers, Daisy Fuentes had a much higher STAR PR™ score among
males (20) than among females (11). This relationship was reversed for Pedro Sevcec - (15)
among females vs. (10) among males - and for Cristina - (21) among females vs. (17) among
males. Cristina, Daisy Fuentes, Enrique Gratas, Don Francisco, and Raul Velazco all indexed
above average among respondents born inside and born outside of the U.S. Maria Celeste
indexed higher among those born inside the US but below average among U.S. born respondents.
Lily Estefan indexed higher with U.S.-born respondents than among those born outside the U.S.

The STAR PR™ Scores and Awareness percentages among Music Stars reflect the diverse tastes
of Hispanics when analyzed by age, sex, country of origin, and language spoken at home. As
expected, some stars had regional appeal while others crossed over national and demographic
boundaries. For example, Los Bukis and Los Tigres del Norte had higher STAR PR™ Scores
among Mexican respondents than among all other respondents. On the other hand, Ana Gabriel
scored equally well among respondents from all nationalities. Among Puerto Rican respondents,
Tito Puente had the highest STAR PR™ score (37). Cuban respondents scored Gloria Estefan
highest (38), and among Mexican respondents, Vicente Fernandez scored highest (33). Female
respondents gave Juan Gabriel (31), Vicente Fernandez (27), and Ana Gabriel (25) the highest
STAR PR™ gscores, while males preferred Vicente Fernandez (26) and Gloria Estefan (25).

The STAR PR™ Score indicates that 38% of Hispanic Teens who were Aware of John
Leguizamo gave him a top rating as "uno de mis favoritos," and 20% of Hispanic Teens who
were Aware of Daisy Fuentes rated her highest for favorability. The Awareness Score simply
indicates that 75% of Hispanic Teens were Aware of Paul Rodriguez, 83% were Aware of Beavis
& Butt-Head, and 93% were aware of Gloria Estefan. Some performers have significant
differences in their scores when cross tabulations are analyzed. For example: Eduardo
Capetillo’s STAR PR™ Score was twice as high for females (32) as it was for males (16). These
results were reversed for Paul Rodriguez who scored (27) among males and (13) among females.
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Type of ' Type of
Performer Rating
Actor/Actress STAR PR™
Actor/Actress Awareness
TV Announcer/Host Awareness
Non-Animated TV
Announcer/Host STAR PR™
Male TV Announcer/

Host STAR PR™
Music Entertainer Awareness

Source: Strategy Research Corporation

PERFORMERS REPORT Ii
Teens 12-17
Spring Report-April 1995

Personality
John Leguizamo

Paul Rodriguez
Beavis & Butt-Head

Daisy Fuentes

Emilio Aragon
Gloria Estefan

Ratings (Pct.
Response)
38
75
83

20

15
93

The STAR PR™ Scores and Awareness percentages among Music Stars reflect the diverse tastes
of Hispanics when analyzed by age, sex, country of origin and language spoken at home. As
expected, some stars had regional appeal while others crossed over national and demographic
boundaries. For example, Barrio Boyzz had a higher STAR PR™ Score among Females (26)
than among Males (19). Further, Mark Anthony scored higher among respondents born in the

U.S. (21) compared to respondents born outside of the U.S. (14).

The highest STAR PR™ Scores among Hispanic Music Stars for various cross tabulations were

as follows:

Total

Mexicans
Cubans

Los Angeles
Dallas

Males
Females

Source: Strategy Research Corporation

HISPANIC MUSIC STARS
STAR PR™
Spring Report - April 1995

Type of Respondent ~ Music Star ~ STAR PR™

Lucero 32
Lucero 34
Jerry Rivera 45
Cristian Castro 32
Selena 40
Jerry Rivera 32
Lucero 36

The death of tejano singer Selena has left a void in the heart of the Hispanic music industry.
Selena was a favorite among U.S. Hispanics. Her STAR PR™ Index was 155 among teens. She
had a STAR PR™ Score of 31 for both males and females.

Mexican respondents was 32.

Further, Selena’s score among
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X. SELECTED PRODUCT USAGE
A Personal Product Usage

The 1996 U.S. Hispanic Market survey includes a series of questions regarding the personal
incidence of use of 111 consumer products. These specific products are grouped into 11 product
categories ranging from health and medicinal aids through various food groups to health and
beauty aids. Each product category is cross-tabulated in the following tables by first a General
market to Hispanic market comparison including; Total, Total non-Hispanics, non-Hispanic
Whites/Other, and African Americans as well as all Hispanics. Secondly, tables are broken out
by the top five U.S. Hispanic markets, including in rank order; Los Angeles, New York, Miami,
San Francisco and Chicago;

*  The U.S. General Market & The U.S. Hispanic Market Comparison
*  The Top 5 U.S. Hispanic Market Comparison
®  Personal Product Usage Highlights

While the analysis points out the major differences between the General Market and Hispanic
markets, it is beneficial to focus on the similarities in product category consumption and past 30
day purchase patterns, which illustrate the need to reach the Hispanic consumer as a vital
component of the overall marketing plan. The summary section illustrates the highlights of
incidence of use for selected personal product consumption patterns.

If your company is producing or marketing personal consumer goods, you will be able to see how
each product fares in the U.S. Hispanic market compared to the same product in the U.S. General
market. Further, comparisons of incidence of product usage by market segmentation including
an index of Hispanics to non-Hispanic Whites/Other and another index of Hispanics to African
Americans easily illustrate similarities and differences in specific product usage patterns. In
addition, among the top five Hispanic markets, you will be able to see the highest incidence of
product usage among all Hispanics as well as similarities and differences in consumption across
markets.
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Product Categories

The 11 product categories included, in order, are:

Health and Medicinal Aids
Women's Products
Condiments/Staples
Alcoholic Beverages

Meats
Snack Items
Dairy Products

Desserts and Sweets
Beverages

Health and Beauty Aids
Breakfast Foods

Plus Personal Credit Card Ownership for:

American Express
Visa
MasterCard

Diners Club card
Discover card
American Express OPTIMA card
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The U.S. General Market & The U.S. Hispanic Market Comparison

For each product category, the first tabulation shown is the General Market vs. Hispanic Market,
as in the table below. Shown here for the product category "Women's Products Used In The Past
30 Days" are: home permanents, hand cream/lotion, lipstick/lip gloss, mascara, eye shadow, eye
liner, nail polish, tampons, sanitary napkins, panty shields/liners, in-home pregnancy test,
perfume/cologne, a hair coloring product, hair spray, styling gels/lotions and hair mousse.

For each product the incidence of use in the. past 30 days among women in the general market,
classified as either White/Other (non-Hispanic) or African American, and the Hispanic market
are shown. To the right of these percentages, are an indices of the Hispanic market segment to
two general market classifications; White/Other and to African American. In this table, the Total
Non-Hispanic market is considered the base for indexing; that is, " 100."

For example, for the first product, "home permanents,” 7.3% of White/Other women report
having used "home permanents" in the past 30 days, as compared to 12.6% of Hispanic women.
Because the incidence of use is higher among the Hispanic women, the index shows a difference
of higher usage at 171. Conversely, the incidence of using "home permanents” in the past 30
days among African American non-Hispanic women is 24.7% compared to 12.6% for Hispanic
women. Because the incidence of use of home permanents among Hispanic women is half that
of African American women, the index shows the lower usage at S1.

WOMEN'S PRODUCTS PURCHASED IN PAST 30 DAYS

Non-Hispanic

General Market index of Index of

White/ Afr/ Hispto Hispto

TQTAL  Tofal Other Amer Hlispanic Wh/Oth  Af/Am
Honie Permanents 10.9 10.7 7.3 24.7 12.6 171 51
HandCream/L.ation 78.2 772 75.2 85.7 85.0 113 99
Lipstick/Lip Gloss 75.0 75.4 76.7 69.7 72.7 95 104
Mascara 50.1 50.9 54.0 38.0 442 82 116
Eye Shadow 40.7 39.9 43.2 26.3 46.4 108 176
Eye Liner 44.1 42.5 43.0 40.3 55.1 128 137
Nail Palish 54.5 53.4 50.0 67.8 61.3 123 90
Tampons 32.8 35.6 36.1 33.5 14.4 40 43

Source: Strategy Research Corporation

Strategy Research Corporation
Page 169




1996 U.S. Hispanic Market

Sanitary Napkins
Panty Shields/Liners
In-Home Preg Test
Perfume/Cologne

Hair Coloring Prod
Hair Spray

Styling Gels/Lotions
Hair Mousse

TOTAL

46.9
41.3

35
74.0

28.0
61.6
479
28.2

WOMEN'S PRODUCTS PURCHASED IN PAST 30 DAYS

(Continued)
Non-Hispanic

General Market Index of

White/ Afr/ Hisp to

Total Other Amer Hlispanic ~Wh/Oth
42.9 39.3 57.8 73.9 188
41.6 39.3 514 39.4 100
32 33 2.7 5.7 170
73.5 72.1 79.4 77.4 107
26.8 262 294 36.0 138
61.2 63.5 51.8 64.1 101
47.7 434 64.0 51.5 119
25.1 28.1 12.8 49.5 176

Source. Strategy Research Corporation
First five columns represent Percentages
Last two columns represent Index

Index of
Hisp to
At/Am

128
77
214
98

122
124

80
388

"Tampons," have a lower incidence of use by Hispanic females (14.4%) than by either African
American females (33.5%) or White/Other females (36.1%). The resulting indices of 43
Hispanics to African Americans and 40 for Hispanics to Whites/Other highlights that lower

incidence.
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The Top 5 U.S. Hispanic Market Comparison

For each product category, the second tabulation shown illustrates the Top 5 Hispanic markets,
such as in the table below. For our purposes, the table below for "Women's Products Used In
The Past 30 Days" details product usage percentages for Los Angeles, New York, Miami, San
Francisco and Chicago. V

Among the products listed for this category, "hand cream/lotion” has the highest use among
Hispanic females, 85.0%. Among the top five markets listed, Hispanic women in the Miami
market have the highest reported incidence of use of "hand cream/lotion" (88.6%).

WOMEN'S PRODUCTS PURCHASED IN PAST 30 DAYS
TOP 5 HISPANIC MARKETS
Los New San
TOTAL Angeles  York Miami  Francisco  Chicago
Home Permanents 12.6 104 17.2 13.0 7.5 11.7
HandCream/Lotion 85.0 82.0 87.0 88.6 87.5 82.8
Lipstick/Lip Gloss 72.7 68.1 76.3 73.2 74.2 80.8
Mascara 442 47.6 45.7 359 41.7 40.8
Eye Shadow 46.4 47.7 447 432 522 45.9
Eye Liner 551 55.4 58.5 47.7 58.2 52.6
Nail Polish 61.3 56.0 70.4 66.5 49.8 58.9
Tampons 14.4 14.8 15.1 12.6 13.5 14.3
Sanitary Napkins 73.9 81.2 74.8 58.1 66.3 73.6
Panty Shields/Liners 394 429 40.2 32.7 354 354
In-Home Preg Test 5.7 7.2 49 5.0 34 4.8
Perfume/Cologne 77.4 71.8 84.1 85.0 72.9 72.6
Hair Coloring Prod 36.0 31.6 37.7 512 27.8 31.7
Hair Spray - 64.1 61.3 71.1 64.3 61.7 549
Styling Gels/Lotions 515 49.5 58.3 49.2 499 43.1
Hair Mousse 49.5 52.3 493 45.2 475 46.9
Source: Strategy Research Corporation
Figures in each row represent a Percentage
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Personal Product Usage Highlights

A few graphs highlighting the differences and similarities of incidence of use among Hispanics
compared to Whites/Other and African Americans for various personal product categories are
illustrated.  Interestingly, many more similarities than differences appear in consumption
patterns.

HEALTH & MEDICINAL AIDS

White/Other
M Hispanic

. 70%

60%

50% 4

30% 4o

20%

10%

0% -

Cough  Cough EyeWash Pain Rubs  Net Cold Indi-  Laxatives Bandages Suntan Sunbum
Drops Syrup Drops  Liquids Headache Remedy gestion Sun-  Remedy
Remedy Remedy screen

Source: Strategy Research Corporation

The Hispanic market segment has a significantly higher incidence of use for several products
within the personal product category, Health & Medicinal Aids, than the White/Other or African
American segments.

"Cough syrup" has a high incidence of use 34.3% - Hispanics, compared to 13.6%
Whites/Other and 21.2% African Americans; ""cough drops," 26.2% usage among Hispanics, is
the same as African Americans, 25.5% but high compared to 17.2% among Whites/Other.

Though incidence of "eye wash/drops™ is similar between the White/Other and African
American segments (about one in four), it is slightly higher, 37.6% among Hispanics.

"Laxatives," with an incidence of 16.3% among Hispanics is more than double that of
Whites/Other, 6.4%.

"Indigestion remedies" have a slightly higher incidence among Hispanics (used by 4 out of 10
Hispanics), compared to about one-third of Whites/Other and fewer (1 out of 4) African
Americans.
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In the feminine hygiene group of products taken from the Women's Product category, Hispanic
females have a significantly higher incidence of use of "'sanitary napkins'' (73.9%) compared to
39.3% among White/Other females and 57.8% among African American females.

WOMEN'S FEMININE HYGIENE PRODUCTS

E3Hispanic
% . .
In-Home Pregnancy - DAfrican American
Test ' | W White/Other

Panty Shield/Liners

Sanitary Napkins

Tampons

I L I
T T 1 T T T T T 1

0% 10% 20% 30% 40% 50% 60% 70% 80%

Source: Strategy Research Corporation

Conversely, '"tampons' have a significantly lower incidence of use among Hispanic females,
14.4%, compared to 36.1% among White/Other females and 33.5% among African American
females.

!

Meanwhile, incidence of Il)urchase of "panty shields/liners," is the same among both the
White/Other and Hispanic female segments (39.3% and 39.4%, respectively) yet, higher among
the Black females, 51.4%.

"In-home pregnancy tests' have a higher incidence of usage among the Hispanic females than
either the White/Other or African American female segments. Of all products within this
category, "'in-home pregnancy tests'" have the lowest incidence of past thirty day purchase for
all women; White/Other, African American and Hispanic.
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Hispanics' consumption of '"any alcoholic beverage," 44.8%, is lower than that of their
White/Other counterparts (49.0%) but higher than the African American segment, 34.5%.

ALCOHOLIC BEVERAGES

Liquor

54%

3 Hispanic
[ African American
Il White/Other

Imported Beer

Domestic Beer

Any Alcohol

0% 10% 20% 30% 40% 50% 60% 70%

Source: Strategy Research Corporation

In terms of liquor products (including; brandy/cognac, rum, scotch/bourbon, vodka, gin, tequila,
cordials/liqueurs and dinner/table wines), Hispanic consumption is lower than both other market

segments. Hispanics "liquor'' consumption at 37.9% is much lower than Whites/Other at 54.0%-
and somewhat lower than African Americans at 47.8%.

"Beer" consumption, either imported or domestic, is relatively the same among Hispanics and
Whites/Other, yet somewhat lower among African Americans.
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The Hispanic market segment usage of Desserts and Sweets is higher in most cases (7 out of 10
of the products) than among the White/Other market segment. The African American market
segment has a higher incidence of usage than Hispanics for 6 of the 10 products listed.

DESSERTS & SWEETS
8 White/Other

[ African American

90% — R N b e b B R T T e R .Hispanic

80% B
70%
60% +
50% 4499 AR
40%
0% H | BEE LB BRI B ;
20%
10%
0%

81%

Sweet Frozen Ice Cream Sherbert Prepared  Snack Cookies  Gelatin  Artificial  Candy
Rolls Yogurt Popsicie Puddings Cakes Sweet- Bars
Pastries. Fruit Bars eners

Source: Strategy Research Corporation

Hispanics have the highest personal consumption for "gelatin" (60.7%), significantly higher than
either Whites/Other at 27.5% and African Americans at 28.0%.

Hispanics also have a higher consumption of "snack cakes" (40.8%) compared to Whites/Other
(25.5%), but lower than African Americans (43.1%).

|
African Americans have the highest incidence of usage for "ice cream" at 84.8%, compared to
77.8% usage among Hispan'?cs and 75.3% among Whites/Other.

Meanwhile, Hispanics have not developed a taste for "artificial sweeteners," based on an
incidence of use of 23.1% for Hispanics, compared to a higher incidence of use for Whites/Other
at 30.7%, yet similar to African Americans at 24.9%.
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In the Cold Beverage product category, Hispanics stand out as consumers of '"Fruit Nectars,"
52.4%, about twice the amount for either Whites/Other, 23.2% and African Americans, 28.2%.

COLD BEVERAGES

= Hispanic
O African American
Il White/Other

Ingtant Iced Tea

Fruit Nectars

Fruit Juice

Tomato Juice

Bottled Water

Isotonic Drink

Flav Seltzer Water

Reg Carb Non Cola
Regular Cola
Diet Non Cola

Diet Cola

0% 10% 20% 30% 40% 50% 60% 70% B80% 90%

Source: Strategy Research Corporation

Hispanics also consume ''tomato juice' substantially more frequently, 32.7% in the past 30
days, than either Whites/Other, 21.1% and African Americans, 21.2%.

Diet soft drinks do not do well among Hispanics. Hispanics consume less "'diet cola' and "diet
non-cola" (23.7% and 18.9% respectively), than the Whites/Other segment (38.1% and 26.7%
respectively) or the African American segment, (31.2% and 24.4% respectively). As we saw
earlier with the low usage of artificial sweeteners, the Hispanic taste preference appears to be
consistent in its consumption of the real sugar/sweet taste.
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Compared to the other market segments, Hispanics have higher consumption of coffee products
and a lower consumption of tea in the Hot Beverage product category.

HOT BEVERAGES

Regular Tea 67%

Latin Instant Coffee : :
Hispanic

[ African American

Decaf Instant Coffee | White(Other

Reg Instant Coffee
Latin Ground Coffee
Decaf Ground Coffee

Reg Ground Coffee

0% 10%  20% 30%  40% 50% 60% 70%

Source: Strategy Research Corporation

Hispanics have a significantly higher incidence of use of '"Latin Instant Coffee" (33.3%),
"Decaf Instant Coffee" (33.3%), ''Regular Instant Coffee' (43.7%), ''Latin Ground Coffee"
(40.5%), and "'Decaf Ground Coffee" (30.0%) than the other market segments.

The only time Whites/Other have a higher incidence of use in this category is for, ""Regular
Ground Coffee," 51.7% compared to 46.8% for Hispanics and 42.8% for African Americans.

African Americans have the highest incidence of use for '"Regular Tea'" used by about two-
thirds, compared to about one-half in both the Whites/Other and Hispanic market segments.
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Considering the product category, Breakfast Foods, Hispanics overall have a lower incidence of
use on a product by product comparison in relation to the other market segments.

The one outstanding instance of higher incidence of use among Hispanics is for "hot cereals"
where Hispanics have an incidence of use of 48.3% compared to 29.1% among Whites/Other,
and no real difference from African Americans with an incidence of use of 48.4%.

100%

BREAKFAST FOODS
White/Other

[ African American

60% +- e

40% t

20%

0%

Hot Cerals

Cold
Cereals

Source: Strategy Research Corporation

......... . Hispanic =L LT e A e

Powder English Jams
instant Muffins Jellies
Breakfast Preserves

Incidence of use of "Cold cereals" is slightly lower in the Hispanic segment as compared to the
African American or White/Other segments; 57.4% incidence of personal consumption within
the past thirty days compared to 74.2% and 70.5%, respectively.

"Powder instant breakfast" has the lowest incidence of use, about 1 out of every 10 respondents,

among all market segments.
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B. Household Product Usage

The 1996 U.S. Hispanic Market survey includes a series of questions regarding Hispanic
household incidence of use of 80 consumer products and intent to purchase on 14 other
household products, plus past 30 day habits for 5 different types of fast food/take-away
restaurants. The initial 80 different consumer products are grouped into 11 product categories
ranging from Frozen Foods through Fresh Food groups onto Bottled/Canned, and Packaged Food
groups to Paper Products and Cleaning Products. Intent to purchase products consists of another
3 product groupings. Each specific product fits into this household definition due to its'
household product nature. These product categories are shown in the following tables by a
General market to Hispanic market comparison as used previously and broken out by the top five
U.S. Hispanic markets, Los Angeles, New York, Miami, San Francisco and Chicago.

e  The U.S. General Market &. The U.S. Hispanic Market Comparison

o The Top 5 U.S. Hispanic Market Comparison
e Household Product Usage Highlights

The 11 product categories included, in order, are:

Household Products

Frozen Foods

Household Cleaning Products
Laundry Products
Paper/Plastic Wraps/Bags

Packaged Foods

Fresh Vegetables
Fresh Dairy/Meat
Bottled/Canned Goods

Pet Products
e Baby Products

Intent to Buy in Next 60 Days:

e Large Ticket Items
e Auto Supplies/Parts
o Electronic Items

And Shopping Habits, Fast Food Restaurant Types Eaten From in the Past 30 Days:

Hamburger
Pizza

Chicken
Mexican/Taco
Chinese
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The U.S. General Market & The U.S. Hispanic Market Comparison

For each household product category, the first cross-tabulation shown is the General Market vs.
Hispanic Market, such as in the table below. Shown here for the household product category
"Staples Purchased In The Past 30 Days," cornmeal, flour, shortening, olive oil and salad/cooking
oil are listed.

STAPLES PURCHASED IN PAST 30 DAYS

Non-Hispanic
General Market Index of Index of
White/ Afr/ Hispto  Hisp to
TOTAL Total Other Amer Hlispanic Wh/Oth  Af/Am
Cornmeal 27.2 24.3 17.8 52.7 46.4 260 88
Flour 51.3 49.5 42.1 82.2 62.9 149 77
Shortening 30.6 25.3 19.4 51.7 65.3 337 126
Olive 0il 49.6 48.6 49.0 47.1 55.9 114 119
Salad/Cooking Oil 71.3 68.5 64.7 85.4 89.9 139 105

First five columns represent Percentages
Last two columns represent Index

Source: Strategy Research Corporation

Consider the first product, "cornmeal:" 17.8% of non-Hispanic Whites/Other respondents report
having purchased "cornmeal" in the past 30 days, as compared to 46.4% of Hispanic respondents.
Because the incidence of purchase is higher among the Hispanic market segment, the index
shows a difference with higher usage at 260. Conversely, the incidence of purchasing
"cornmeal" in the past 30 days among African American non-Hispanic respondents is 52.7%
compared to 46.4% for Hispanic respondents. Because the incidence of purchase among the
Hispanic market segment is lower, the index shows the lower usage at 88.

All staples listed show a higher incidence of purchase among the Hispanic market segment than
among their non-Hispanic Whites/Other counterparts, however, incidence of purchase for both
"cornmeal” and "flour,"” is higher among the non-Hispanic African American market segment.
The resulting indices of 88 Hispanics to non-Hispanic African Americans for "cornmeal" and 77
for Hispanics to non-Hispanic African Americans for "flour" highlights these lower levels. For
the product category, Staples, the Whites/Other non-Hispanic market segment has the overall
lowest incidences for past 30 day purchase patterns. Does this mean they use less, or perhaps
they may be purchasing greater volumes less frequently than either their African American or
Hispanic market segment counterparts?
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The Top 5 U.S. Hispanic Market Comparison

For each household product category, the second cross-tabulation shown illustrates the Top 5
Hispanic markets, such as in the table below. For our purposes, the table below for "Staples
Purchased In The Past 30 Days" details Hispanic product purchase percentages for Los Angeles,
New York, Miami, San Francisco and Chicago.

Among the products listed for this category, "salad/cooking oil" has the highest past thirty day
purchase among Hispanics, 89.9%. Among the top five markets listed, Hispanics in the Los
Angeles market have the highest reported incidence of purchase of "salad/cooking oil" (92.1%).

STAPLES PRODUCTS PURCHASED IN PAST 30 DAYS
TOP 5 HISPANIC MARKETS
Los New San
TOTAL Angeles  York Miami Francisco  Chicago
Cornmeal 46.4 45.7 47.7 50.2 424 43.0
Flour 62.9 65.0 65.4 533 67.0 55.8
Shortening 65.3 71.4 53.4 74.0 58.2 64.0
Olive Oil 559 454 69.9 73.6 47.6 44.7
Salad/Cooeking Oil 89.9 92.1 88.3 89.0 85.9 89.5
Figures in each row represent a Percentage
Source: Strategy Research Corporation

The product least used in this table, by Hispanics, is "cornmeal,” at 46.4%, and cornmeal was
used least of all by Hispanics in the San Francisco market (42.4%).
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Household Product Usage Highlights

A few graphs highlighting the differences and similarities of incidence of use among Hispanics
compared to Whites/Other and African Americans for various household product categories are
illustrated.  Interestingly, many more similarities appear than differences in household
consumption patterns.

HOUSEHOLD CLEANING PRODUCTS E3 White/Other
[ African American
~ M Hispanic

100% T

80% +--—

60% +-

40% 1

20% 11

0% -

Toilet Bowl Pine Oil Glass Oven Dishwash Dishwash Scouring All All Air Fresh-
Cleaners Disinfec- Cleaners Cleaners Liquid  Detergent Cleanser Purpose  Purpose ener
tant Liquid Powder

Source: Strategy Research Corporation

The Hispanic market segment has a significantly higher incidence of purchase for most products
within the product category, Household Cleaning Products, than the Whites/Other or African
American classifications. Hispanics have a higher incidence of purchase than Whites/Other for:
toilet bowl cleaners, pine oil disinfectant, glass cleaners, oven cleaners, dishwashing liquid,
scouring cleansers, all purpose liquid cleaners, all purpose powder cleaners and air fresheners.

The only product with a lower incidence of use among Hispanics (42.4%) is "dishwashing
detergent" compared to 67.9% among Whites/Other and an even higher incidence of use 78.3%
among African Americans.

Therefore, not surprisingly, among the Hispanic market segment "dishwashing liquid'" has the
highest incidence of use at 84.8%, compared to 73.6% among White /Others and a slightly higher
incidence of use among African Americans, 88.2%.

"Oven cleaners" have the highest incidence of use among Hispanics (58.5%), compared to
17.0% of Whites/Other and 39.8% of African Americans.
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In the Laundry group of products, Hispanic respondents have a significantly higher incidence of
purchase of "liquid fabric softener" (80.6%) compared to 36.7% among Whites/Other and
60.0% among African Americans.

LAUNDRY PRODUCTS

[ Hispanic
[ African American
W White/Other

Fabric Pre Treatments

Bottled Bleach

Fabric Softener
Sheets

Liquid Fabric Softener

Liquid Detergent

Powder Detergent

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Source: Strategy Research Corporation

All household products within this category have a somewhat higher incidence of use among
Hispanics compared to Whites/Other. African Americans incidence of use seems to be more i
comparable to Hispanics than to Whites/Other for most products within this group. ’

Strategy Research Corporation
Page 183




1996 U.S. Hispanic Market

Both "'shortening' (65.3%) and "cornmeal" (46.4%) have a significantly higher incidence of
use among Hispanics compared to Whites/Other (19.4% and 17.8% respectively). However,
though Hispanics have a higher incidence of purchase than African Americans for "shortening"
at 51.7%, African Americans at 52.7% have a higher incidence of purchase than Hispanics for
"cornmeal''.

STAPLES

Salad Cooking Oil 85%

B Hispanic

Olive Ol [ African American
Il White/Other
Shortening
Flour
Cornmeal

0% 20% 40% 60% 80% 100%

Source: Strategy Research Corporation

The product with the highest incidence of purchase among Hispanics is 'salad/cooking oil",
purchased by about 9 out of 10 of all Hispanics in the past thirty days. A similar incidence of
purchase is reported among the African American segment, 85.4%, while the Whites/Other
segment of the non-Hispanic classification report that about two-thirds have made such a
purchase in the past thirty days.

Meanwhile, about one-half of all respondents indicate having purchased "flour' in the past
thirty days. Yet, when analyzing by market segmentation, approximately 8 out of 10 African
Americans have purchased flour, about two-thirds of Hispanics and only about 4 out of 10
Whites/Other claim to have purchased flour in the past thirty days.
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Packaged Foods most traditionally associated with the Hispanic market segment include rice and
beans. Considering the product, rice, we see an interesting trend among Hispanics past thirty day
purchase patterns. ''Packaged regular rice' at 90.5% among the Hispanics surveyed has the
highest incidence of all products within this category. In contrast, 'packaged
flavored/seasoned rice'" has a much lower incidence of use, 30.4%. ''Packaged dry
beans/peas' have a much higher incidence of use among Hispanics (76.2%) compared to
Whites/Other (32.0%) and African Americans (57.2%).

PACKAGED FOODS White/Other

[ African American
Ml Hispanic

00% A g

80%

60%

40%

20%

0%
Sliced Bread  Sliced Dry Milk Packaged  Packaged Packaged Packaged Packaged Powdered
Ametican Regular Rice Flav/Seas  DryBeans  Dry Soup Dry Fruit Drinks
Cheese Rice Peas Spaghettl

Source: Strategy Research Corporation

While a slightly higher incidence of purchase of "powdered fruit drinks' is apparent among
Hispanics (37.3%) compared to Whites/Other (24.8%), African Americans incidence of purchase
for this item is basically the same (37.2%) as Hispanics.

The product within this category with the lowest overall incidence among all market segments is
"dry milk” purchased by less than 1 out of 10 respondents, regardless of classification
segmentation.
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While apples, oranges, avocados, tomatoes and asparagus all have a higher incidence of purchase
among Hispanics than Whites/Other and African Americans, "avocado' purchases by Hispanics
are significantly higher (77.1%) than both other market segments, Whites/Other at 33.3%' and
African Americans at 26.5%.

FRESH FRUIT & VEGETABLES & Wnie/Oter

[ African American

M Hispanic

000/° {1 I AL i S

80% 1-

60%

40%

20%

0%
Apples Peaches Oranges Avocados Corn Green Tomatoes Asparagus

Source: Strategy Research Corporation

"Fresh corn' however, has a lower incidence of purchase among Hispanics, 59.9% than it does
among both the African American group, 73.2% or the Whites/Other segment, 64.7%.

The product with the highest incidence of purchase among Hispanics, within the fresh fruit and
vegetable product category is ''tomatoes," 95.9% which is higher than both African Americans,
87.7% and Whites/Other, 82.1%.
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Taken from the household product group, Bottled/Canned Goods, are several products of interest,
considering the lower incidence of purchase among Hispanics.

"Bottled salad dressing'' showed the highest incidence of purchase among African Americans,
82.9%, among the Whites/Other, 67.3%, and lower among Hispanics, 57.1%.

BOTTLED/CANNED GOODS

Bottled Salad
Dressing

Canned Ready To B Hispanic
D O African American
Il White/Other
Canned Tomatoes
Canned Soup 68%
Canned Evaporated
Milk
L i1
T L] T 1
0% 20% 40% 60% 80% 100%

Source: Strategy Research Corporation

Where we previously saw 3 out of 4 Hispanics with a past thirty day purchase pattern for
"packaged dry beans/peas," here we see only 4 out of 10 who indicate having purchased
"canned ready to eat beans." Also, whereas fresh tomatoes had the highest incidence of
purchase among Hispanics in the fresh fruit & vegetable category (95.9%), ''canned tomatoes"
have an incidence of use of 32.8%, compared to 43.6% for Whites/Other and 51.1% for African
Americans.

"Canned soup' with the highest incidence of use among the African Americans, 67.7% and
62.6% among White Others, is considerably lower among Hispanics, 42.8%.

""Canned Evaporated Milk" showed Hispanic incidence of use second to African Americans
(34.0% to 37.9%), with Whites/Other scoring a low 14.5% usage.
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Overwhelmingly, Hispanics have much higher purchase patterns for each and every product
within the Baby Products category. More than one-third of the Hispanic households (36.0%)
reported purchasing ""baby shampoo" and 30 percent of the households purchasing disposable
diapers.

BABY PRODUCTS

0%

Disposable Diapers
Hispanic
[ African American
Baby Vitamins Il White/Other
6%
Baby Shampoo
Infant Formula
Infant Cereal
Baby Food in Jars

Source: Strategy Research Corporation

Considering the incidence of purchase of Hispanics to the Whites/Other we see significantly
higher usage, and even compared to the African American segment, a higher purchase pattern
appears. Hispanic households tend to be larger than the traditional non-Hispanic American
family unit. The data suppports the larger family unit among Hispanics with the higher
incidences of purchase among all products within this group, from ''disposable diapers" to
"baby food in jars''.
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Among the Large Ticket Items for which all respondents were asked the intent to purchase in the
next 60 days, Hispanics have the highest incidence for "used auto" at 12.2%, double the
incidence of Whites/Other, 6.4% and higher than African Americans at 7.5%.

Boat [[0%

Truck Van

Used Auto

New Auto

Home

! LARGE TICKET ITEMS

EHispanic
[ African American
Il White/Other

0% 5% 10%

| Source: Strategy Research Corporation

All respondents were also asked a similar series of questions regarding Electronic Items, about 1
out of 10 Hispanics surveyed indicated the intent to purchase a ''compact disc player,”
""television set," or 'video game system' in the next 60 days. The intention to purchase a
"video game system'' is much higher among Hispanics (11.1%) than among the Whites/Other
(2.5%), but about the same as African Americans, 11.5%. African Americans have the highest
incidence for intention to purchase a 'television set", 17.5% compared to 10.5% among the

Hispanics and 7.4% among White /Others.

ELECTRONIC ITEMS
Video Game
System.
& Hispanic
Personal [ African American
Computer W White/Other
Camcorder
Television Set |18%
Compact Disc
Player
0% 5% 10% 15% 20%
Source: Strategy Research Corporation
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Credit card ownership is highest in the White/Other segment, 75.2%, as compared to 50.4% of
the African American segment and 46.7% of the Hispanic segment. The charge card with the
highest incidence of ownership, regardless of market segment, is ""VISA."

CREDIT CARD OWNERSHIP

75%
Any Credit Card

American Express

VISA

MasterCard

Diners Club :
Il White/Other

23% [ African American
Discover Card E Hispanic
American Express 5
OPTIMA ;
L] 1 l 1
0% 20% 40% 60% 80% 100%

Source: Strategy Research Corporation

In a comparative analysis, Hispanics have a higher incidence of ownership of the ""Diners Club"
2.5% than Whites/Other at 1.6% and African Americans at 2.0%. Meanwhile, the Whites/Other
segment has an incidence about twice that of Hispanics for the '"American Express Card" and
one and a half times for both the ""VISA" and ""MasterCard."

This data would tend support the theory that the Hispanic segment is more cash-oriented than

other market segments. This may also indicate why direct marketing efforts toward Hispanics
tend to be less successful.

Strategy Research Corporation
Page 190



1996 U.S. Hispanic Market

Retailers could offer an acceptable alternative to Hispanics who do not have credit cards. In
stores with high Hispanic patronage, savvy retailers should consider offering lay-away plans.
This would help to meet the credit needs of the large percentage of Hispanic consumers without
major credit cards.

CREDIT CARD OWNERSHIP
BY PLACE OF BIRTH

Any Credit Card

American Express

VISA 53% |

MasterCard e
OBomin U.S.
Diners Club W Bom OQutside U.S.
25%
Discover Card % ;
American Express 1% i ‘
OPTIMA 5% f ' 5
} } } i |
0% 20% 40% 60% 80% ‘

Source: Strategy Research Corporation

Another illustration of credit card ownership among Hispanics based on place of birth indicates a

significantly higher incidence of credit card ownership among those Hispanics born in the U.S.;

61.5% compared to 42.2% of Hispanics born ouside of the U.S.
[
|

Hispanics born in the U.S. have a significantly higher incidence of use for all major credit cards.
This may imply that less acculturated Hispanics need an alternative method for major purchases,
such as lay-away plans, or that this segment represents a good opportunity for an educational
marketing campaign on the part of the major credit card companies.
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CREDIT CARD OWNERSHIP
BY ACCULTURATION LEVEL
168%
Any Credit Card
American Express
65%
VISA
MasterCard
Diners Club B Highly Acculturated
[ Partially Acculturated
Discover Card M Relatively Unacculturated

American Express
OPTIMA

0% 20% 40% 60% 80%

Source: Strategy Research Corporation

A pattern is seen regarding incidence of credit card ownership and level of acculturation. The
higher the level of acculturation, the higher the incidence of credit card ownership among
Hispanics. This is true for each credit card measured within our survey findings.

C. Survey Tabulations

The following tables show the tabulations used in the analysis of this section. Included in the
tabulations are the data used in this section. The cross tabulations shown are: Market and
Acculturation. All data shown this section are Hispanic Adults 18 years of age or older.

On any given line, the first number is a percentage based on the total of all respondents in that
column. Where a second figure appears, figure is an index on the total column.

All tables shown have Chi-square significance testing at 95% confidence. The +/- indicate
significance and direction against the expected value.
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Frozen Foods Purchased For Use In Past 30 Days

Frozen Dinners
Frozen Prepared Vegetables
Plain Frozen Vegetables

Frozen Orange Juice

Household Cleaning Products Purchased For Use In Past 30 Days

Toilet Bowl Cleaners
Pine Oil Disinfectant
Glass Cleaners

Oven Cleaners

Dishwashing Liquid
Dishwashing Detergent
Scouring Cleansers

All Purpose Liquid Cleaners

All Purpose Powder Cleaners
Air Fresheners
Insecticides

Insect Repellents

325
100
39.9
100
54.0
100
41.0

Los New San
Total Angeles York Miami Fran
334 27.5 347 33.2
103 85 107 102
41.7 38.4 40.3 37.1
105 96 101 93
535 55.0 58.5 48.9
99 102 108 91
443 36.9 299- 527+
108 90 73 129

100

79.4
100
67.7
100
76.4
100
58.5
100

84.8
100
424
100
71.3
100
80.6
100

59.9
100
71.0
100
51.5
100
43.4
100

Los New San
75.5- 851+ 927+ 66.4-
95 107 117 84
66.5 67.7 69.3 67.5
98 100 102 100
77.0 76.4 81.9 69.9
101 100 107 92
58.0 669+ 574 46.4-
99 114 98 79
82.4 88.0 83.6 859
97 104 99 101
455 42.8 32.6- 442
107 101 77 104
69.5 764+ 728 66.7
97 107 102 94
80.4 83.2 85.1 68.8-
100 103 106 85
61.0 62.8 58.3 54.8
102 105 97 91
69.6 73.9 80.3+ 59.1-
98 104 113 83
572+ 47.1 61.3+ 31.7-
111 91 119 62
46.1 41.6 454 33.5-
106 96 105 77

Chicago

39.0
120
37.4
94
50.7
94
43.6

106

727
91
72.2
107
70.1
92
48.5
83

88.7
105
40.1
94
66.0
93
78.6
98

52.6
88
65.3
92
39.1-
76
42.1
97
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Laundry Products Purchased For Use In Past 30 Days

Los New San

Total Angeles York Miami Fran Chicago

Powder Laundry Detergent 77.7 87.8+ 62.0- 772 90.9+ 60.5-
100 113 80 99 117 78

Liquid Laundry Detergent 68.0 559- 87.7+ 709  509- 83.5+
100 82 129 104 75 123

Liquid Fabric Softener 80.6 832 822  71.8- 70.2- 889+
100 103 102 89 87 110

Fabric Softener Sheets  66.2 73.1+ 59.1- 61.9 67.4 58.8
100 110 89 93 102 89

Bottled Bleach 84.6 91.0+ 77.6- 799 81.6 84.4
100 108 92 94 97 100

Fabric Pre-treatments  36.3 36.5 35.8 394 29.0 40.1
100 100 99 108 80 110

Paper/Plastic Wraps/Bags Purchased For Use In Past 30 Days

Los New San
Facial Tissue 769 779 756 767 744 786
100 101 98 100 97 102
Paper Towels 950 940 963 976 902- 967
100 99 101 103 95 102
Plastic Garbage Bags 859  823- 906+ 879 819 90.1
100 96 106 102 95 105

Plastic Sandwich Bags 649 724+ 548- 556- 672 718
100 112 85 86 103 111

Plastic Wrap 64.8  69.0+ 59.0- 64.3 629 638
100 107 91 99 97 99

Aluminum Foil Wrap 915 932 908 912 90.6 857
100 102 99 100 99 94

Staples Purchased For Use In Past 30 Days
Los New San

Cornmeal 464 457 477 502 424 430

100 99 103 108 91 93

Flour 629 650 654 533- 670 558

100 103 104 85 107 89

Shortening 653 714+ 534- 740+ 582 64.0

100 109 82 113 89 98

Olive Oil 559  454- 699+ 73.6+ 476 44.7-

100 81 125 132 85 80

Salad/Cooking Oil 89.9  92.1 88.3 89.0 859 895
100 102 98 99 96 100
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Packaged Foods Purchased For Use In Past 30 Days

Sliced Bread
Sliced American Cheese

Dry Milk

Packaged Regular Rice
Packaged Flavored/Seasoned Rice

Packaged Dry Beans/Peas

Packaged Dry Soup
Packaged Dry Spaghetti

Powdered Fruit Drinks

Fresh Fruit/Vegetables Purchased For Use In Past 30 Days

Fresh Apples
Fresh Peaches
Fresh Oranges

Fresh Avocados

Fresh Corn
Fresh Green Beans
Fresh Tomatoes

Fresh Asparagus

87.4
100

69.1
100

94
100

90.5
100

30.4
100

76.2
100

40.2
100

78.1
100

373

Los New
Total Angeles York Miami
91.6+ 83.9 82.0-
105 96 94
70.5 72.1 67.9
102 104 98
9.5 6.7 13.1
102 72 140
91.5 914 92.4
101 101 102
38.5+ 20.8- 22.8-
127 68 75
78.8 73.6 72.3
103 97 95
39.9 42.1 45.6
99 105 113
77.4 81.6 81.8
99 105 105
36.7 44.1+ 29.2-
98 118 78

100

Los
Total Angeles
91.5 94.1+
100 103
67.0 67.8
100 101
85.8 88.3
100 103
77.1 82.9+
100 107
599 53.4-
100 89
52.7 51.8
100 98
959 97.7+
100 102
39.7 42.1
100 106

New
York
89.3
98
69.8
104
86.1
100
72.7
94

64.1
107
59.9+
114
94.0
98

. 394

99

San

Fran Chicago
85.2 87.7
98 100
59.9- 643
87 93

7.2 13.4

76 143
825- 875
91 97
309 312

102 103
76.1 77.9

100 102
322 352
80 88
70.5 71.5
90 92
31.7 394
85 106

92.9
102
64.8
97
86.0
100
86.2+
112

66.3
111
48.8
93
96.1
100
37.9

San
855- 931
94 102
58.2-  70.0
87 105
77.2- 863
90 101
58.1- 850
75 110
65.4 64.8
109 108
48.3 459
92 87
930 975
97 102
32.0- 43.1
81 108

95
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Fresh Dairy/Meat Purchased For Use In Past 30 Days

Fresh Beef 91.9

Fresh Eggs

Fresh Chicken

100
96.3

100
933

100

Fresh Fish 64.6

Bottled/Canned Goods Purchased For Use In Past 30 Days

Bottled Fruit Drinks
BBQ/Season Sauces
Bottled Salad Dressing

Canned Evaporated Milk

Canned Soup
Canned Tomato Paste
Canned Tomato Sauce

Canned Tomatoes

Canned Chili
Canned Tuna
Canned Beans in Water/Salt

Canned Ready to Eat Beans

Canned Vegetables
Canned Spaghetti

Canned Spaghetti Sauce

100

Los New
Total Angeles York
93.0 90.2
101 98
97.9 94.0-
102 98
942 92.7
101 99
62.1 69.9
96 108

Los
Total Angeles
66.6 66.2
100 99
60.1 63.4
100 105
57.1 60.5
100 106
34.0 32.0.
100 94
42.8 40.9
100 96
54.5 49.6-
100 91
73.2 70.6
100 96
32.8 33.6
100 102
45.4 67.6+
100 149
71.7 76.1+
100 106
36.2 22.5-
100 62
40.5 34.1-
100 84
55.7 59.7
100 107
17.7 13.8-
100 78
61.2 64.7
100 106

Miami
91.5
100
94.7
98
91.7
98
64.7
100

San

Fran Chicago
91.9 92.1

100 100
96.6 98.1

100 102
92.6 94.5
99 101
65.1 59.5

101 92

New
York
66.4
100
55.2
92
55.9
98
36.3
107

45.0
105
63.2+
116
78.2+
107
26.4-
81

17.5-
39
69.4
97
55.4+
153
43.9
108

52.8
95
224+
126
62.7
102

San

63.0
95
59.5
99
54.9
96
438+
129

44.6
104
62.2+
114
76.2
104
34.1
104

21.3-
47
66.6
93
52.3+
145
57.4+
142

58.8
106
22.4
126
59.2
97

74.2
111
60.7
101
54.8
96
22.7-
67

43.3
101
455
84
66.7
91
38.8
118

54.3
120
69.0
96
19.6-
54
30.5-
75

40.4-
73
9.5-
54
46.7-
76

67.6
101
58.4
97
49.0
86
33.0
97

41.8
98
48.0
88
72.4
99
40.5
124

49.8
110
67.4
94
36.2
100
45.5
112

55.1
99
24.7
139
56.8
93
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Pet Products Purchased For Use In Past 30 Days

Net Purch Cat Food:
Canned Cat Food

Dry Cat Food

Net Purch Dog Food:
Canned Dog Food
Dry Dog Food

Flea/Tick Care Products

12.9
100

9.4
100

11.5
100

227
100
13.6
100
20.7
100
17.5
100

Los New
Total Angeles York
10.5 15.9
81 123
7.7 11.1
81 118
9.1 14.9
80 130
25.6 174
112 77
13.1 12.3
97 90
239 14.7-
115 71
227+ 10.5-
130 60

Miami
17.2
133
13.9
147
13.5
118

304
134
24.1+
177
27.1+
131
21.0
120

San
Fran
13.0
100
7.7
81
12.0
105

19.1
84
7.1
52
18.6
90
14.7
84

Chicago

9.1
70

77
81

8.5
74

14.9
66
8.9
65
14.5
70
8.4-
48

Baby Products Purchased For Use In Past 30 Days

Baby Food in Jars
Infant Cereal

Infant Formula

Baby Shampoo
Baby Vitamins

Disposable Diapers

20.0
100

27.6
100

17.7
100

36.0
100

222
100

29.6
100

19.8
99
25.8
93
21.2
119

37.1
103
20.6
93
344
116

Los New San
234 18.5 15.3 155
117 92 77 77
333+ 255 17.2- 246
120 92 62 89
21.8+ 15.0 11.5- 133
123 84 65 75
438+ 29.1- 266- 324
122 81 74 90
26.0+ 20.7 16.3 18.5
117 94 73 83
358+ 235- 211- 269
121 79 71 91

Large Ticket Items Household Plans To Buy In Next 60 Days

Home

New Automobile

Used Automobile

Truck/Van

Boat

5.7
100
5.7
100
12.2
100
54
100
1.8
100

Los New
Total Angeles York
3.1- 9.8+
55 171
4.6 7.6
80 133
13.2 12.7
108 104
6.0 5.3
111 99
1.8 1.5
95 83

Miami
57
100
6.9
120
9.0
74
37
69
1.4
74

San
Fran
6.1
107
4.5
79
11.5
94
6.3
117
3.0
164

Chicago

59
103
5.0
88
11.6
95
43
80
3.0
161
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Los New San
Coughdrops 262 27.7 253 238 270 239
100 106 97 91 103 91
Cough Syrup 343 354 329 354 325 335
100 103 96 103 95 98
| Eye Wash/Drops 37.6 385 367 415 31.8 348
: 100 103 98 110 85 93
_ Pain Relieving Rubs/Liquids 27.3  24.1 309 315 2637 265
100 88 113 115 96 97
Net Headache/Pain Remedy: 57.4 550 572 703 53.6 52.0
100 96 100 123 93 91
Aspirin Formula 38.6 362 384 478+ 376 372
100 94 99 124 97 96
Non-Aspirin Formula 37.0 345 356 485+ 370 346
100 93 96 131 100 94
Cold/Sinus/Allergy Remedy 38.0 37.6  40.7 39.8 35.6 30.3
: 100 99 107 105 94 80

1996 U.S. Hispanic Market

Auto Supplies/Parts Household Plans To Buy In Next 60 Davs

Los New San
Total Angeles York Miami Fran Chicago

Car Batteries 13.8 15.3 15.7 10.3 11.2 9.1
100 110 113 74 81 66

Spark Plugs  30.0 40.2+ 19.5- 225- 300 22.4
100 134 65 75 100 75

Motor Oil  54.1 62.8+ 43.0- 4938 554 50.2
100 116 79 92 102 93

Tires 23.2 26.7 20.7 22.6 16.6 20.2
100 115 89 98 72 87

Electronics Household Plans To Buy In Next 60 Davs

Los New San
Total Angeles York Miami Fran Chicago

Compact Disc Player 11.7 10.1 14.5 8.8 11.0 17.4
100 86 124 75 94 148

Television Set  10.5 9.7 10.3 12.7 6.3 16.9
100 92 98 120 60 160

Camcorder 8.9 6.8 128+ 105 34 10.7
100 77 143 118 38 120

Personal Computer 5.0 4.3 7.3 4.5 3.0 48
100 84 146 90 60 95

Video Game System 11.1 10.3 148+ 7.8 7.5 12.8
100 93 133 71 67 116

Health and Medicinal Aids Used In Past 30 Days
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1996 U.S. Hispanic Market

Health and Medicinal Aids Used In Past 30 Days (Con’t)

Indigestion Aids/Stomach Remedy
Laxatives

Adhesive Bandages
Suntan/Sunscreen Products

‘ Sunburn Remedy

40.0
100
16.3
100
553
100
31.8
100
18.3
100

Los New
Total Angeles York Miami
374 41.3 50.4+
93 103 126
16.0 17.7 20.3
98 109 125
53.8 58.3 60.1
97 105 109
30.3 34.2 32.6
95 108 102
18.0 171 233
98 93 127

San

Fran Chicago
33.6 39.1
84 98
10.2 12.6
63 77
456- 559
82 101
30.7 31.7
97 100
15.7 18.5
86 101

Women's Products Used In Past 30 Days

Home Permanents
Hand Cream/Lotion
Lipstick/Lip Gloss

Mascara

Eye Shadow
Eye Liner
Nail Polish

Tampons

Sanitary Napkins
Panty Shields/Liners
In-Home ?regnancy Test

Pérfume/Cologne

A Hair Coloring Product
Hair Spray
Styling Gels/Lotions

Hair Mousse

12.6
100
85.0
100
72.7
100
442
100

46.4
100
55.1
100
61.3
100
14.4
100

73.9
100
39.4
100
57
100
774
100

36.0
100
64.1
100
515
100
49.5
100

Los New
10.4 17.2 13.0
83 137 104
82.0 87.0 88.6
97 102 104
68.1 76.3 73.2
94 105 101
47.6 45.7 359
108 103 81
47.7 447 432
103 96 93
554 58.5 47.1
101 106 86
56.0 704+ 66.5
91 115 108
14.8 15.1 12.6
103 105 87
81.2+ 74.8 58.1-
110 101 79
42.9 40.2 327
109 102 83
7.2 49 5.0
127 86 88
71.8- 841+ 850
93 109 110
31.6 37.7 51.2+
88 105 142
61.3 71.1 64.3
96 111 100
49.5 58.3 49.2
96 113 96
52.3 493 452
106 100 91

San

60
87.5
103

102
41.7
94

52.2
112
582
105
49.8
81
135
94

66.3
90
35.4
90
34
59
72.9
94

27.8
77
61.7
96

499

97
47.5
96

74.2

IQL&.M@JE&MMMEL&_C_Q@%Q

11.7
93
82.8
97
80.8
111
40.8
92

45.9
99
52.6
95
58.9
96
14.3
99

73.6
100
354
90
4.8
83
72.6
94

31.7
88
54.9
86
43.1
84
46.9
95
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1996 U.S. Hispanic Market

Condiments/Staples Personally Consumed In Past 30 Days
Los New San
Total Angeles York Miami Fran Chicago
Corn Tortillas  68.7 91.7+ 37.7- 35.0- 882+ 84.9+
100 134 55 51 128 124
Flour Tortillas 55.8 749+ 32.1- 29.2- 754+ 564
100 134 57 52 135 101
Mustard 514 542  441- 535 534 547
100 105 86 104 104 106

Ketchup 79.0 84.1+ 715- 783 768 794
100 106 91 99 97 101
Salsa 529  70.8+ 29.3- 189- 785+ 66.3+
100 134 55 36 148 125
Mayonnaise/Dressing  81.1 87.3+ 786 659- 84.1 78.9
100 108 97 81 104 97

Alcoholic Beverages Personally Consumed In Past 30 Days
Los New San
Any Alcoholic Beverage (Net) 44.8 45.8 44.1 42.6 46.0 445
100 102 98 95 103 99
Domestic Beer (Subnet) 40.3 415 38.9 304 40.2 39.6
100 103 97 98 100 98
Low Calorie Beer 21.9 233 20.3 19.3 20.7 26.1
100 106 93 88 94 119 |
Regular Beer 369 382 352  37.1 383 335
100 103 95 101 104 91
|
|

Imported Beer (Subnet) 31.6 33.1 329 259 31.6 28.9
100 105 104 82 100 91
Low Calorie Beer 15.9 18.3 155 14.2 9.2 14.3
100 115 97 89 58 90
Regular Beer 28.7 29.8 307 229 292 259
100 104 107 80 102 90
Liquor Products 379 352  41.1 433 342 359
100 93 109 114 90 95

Brandy/Cognac  10.5 11.3 9.7 10.5 9.3 9.9
100 108 93 100 89 94

Rum 11.5 8.1- 156+ 192+ 4.8 105

100 70 136 167 41 91
Scotch/Bourbon 9.9 9.6 8.9 17.7+ 6.5 48
100 97 90 179 66 49

Vodka 10.2 9.7 129 9.8 8.7 6.1

100 95 126 96 86 60

Gin 6.0 6.8 7.5 4.5 2.8 3.4
100 113 124 75 46 56

Tequila 115 13.8 6.6- 9.5 179+ 112
100 120 58 83 156 98

Cordials/Liqueurs 13.0 13.6 13.7 12.4 11.5 11.0
100 104 105 95 88 84

Dinner/Table Wines 22.2 16.1-  28.5+ 325+ 203 18.0

100 72 129 146 92 81 J
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1996 U.S. Hispanic Market

Meats Personally Consumed In Past 30 Days

Los New San
Franks/Wieners/Hot Dogs 65.0  67.6 61.6 59.0 68.1 69.3
100 104 95 91 105 107
Cold Cuts 67.8 692 662  66.1 674 687
100 102 98 97 99 101

Snack Items Personally Consumed In Past 30 Days

Los  New San
Potato Chips 706 762+ 63.7- 63.6 751 69.8
100 108 90 90 106 99
Packaged Pop Corn 424 433 39.3 34.6- 51.1 52.6
100 102 93 82 120 124
Pretzels 302 286 340 21.8- 340 369
100 95 113 72 113 122

Corn Tortilla Chips  58.6  69.0+ 41.3- 399- 79.8+ 69.5+
100 118 70 68 136 119
Crackers  69.1 713 650 646 709 760
100 103 94 94 103 110
Peanut Butter 44.9 535+ 394  277- 483 43.5
100 119 88 62 107 97

Dairy Products Personally Consumed In Past 30 Days

Los New San

Total Angeles York Miami Fran Chicago

Margarine 67.4 72.4+ 69.0 60.4 59.0 56.3-
100 107 102 90 88 84

Butter 75.5 76.0 79.8 69.4 69.5 75.4
100 101 106 92 92 100

Sour Cream 37.9 50.3+ 16.5- 305- 502+ 415
100 133 44 80 132 109

Grated Cheese 53.7 559 52.6 559 46.1 50.0
100 104 98 104 86 93

Cottage Cheese 31.8  40.8+ 19.1- 24.8 31.2 384
100 128 60 78 98 121
Spread Cheese 41.3 409 415 449 359 423
100 99 100 109 87 102
Non-Dairy Substitute 12.9 14.3 8.6 214+ 8.7 9.4
100 111 66 165 67 73
Yogurt 582 605 522- 656 538 57.1
100 104 90 113 92 98
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1996 U.S. Hispanic Market

Desserts and Sweets Personally Consumed In Past 30 Days

Sweet Rolls/Pastries
Frozen Yogurt

Ice Cream

Sherbet/Popsicles/Fruit Bars
Prepared Puddings
Snack Cakes

Cookies

Gelatin
Artificial Sweeteners

Candy Bars

Beverages Personally Consumed In Past 30 Days

Diet Cola
Diet Non-Cola
Regular Cola

Regular-Carbonated Non-Cola

Flavored Seltzer Water
Energy/Isotonic Beverage Drinks
Bottled Drinking Water

Tomato Juice

58.3
100

44.8
100

77.8
100

42.7
100
27.2
100
40.8
100
66.6
100

60.7
100

23.1
100

47.5

Los New
Total Angeles York
69.6+ 42.9-
119 74
45.7 44.7
102 100
78.1 78.9
100 101
46.8 37.7
109 88
24.3 304
89 112
357- 514+
88 126
69.1 64.0
104 96
652+ 51.9-
107 86
21.9 22.9
95 99
46.1 48.0
97 101

100

237
100
18.9
100
58.9
100
37.3
100

27.0
100
14.3
100
70.7
100
327

Miami

42.1-
72
46.3
103
76.4
98

37.2
87
324
119
393
96
66.9
100

65.4
108

28.0
121

48.2
102

San

Fran
64.8

111
40.5
91
74.7
96

51.2
120
23.1
85
34.2
84
67.1
101

52.6
87
222
96
46.1
97

Chicago
70.0+
120
42.1
94
79.2
102

375
88
27.3

101
43.7

107
61.0
92

66.6
110
22.1
96
539
114

242
102
18.0
95
61.4
104
420
113

31.8
118
17.8
125
59.2-
84
279

Los New San
229 229 26.2 249
97 97 111 105
19.9 17.9 19.1 174
105 95 101 92
61.6 56.3 53.8 59.8
104 96 91 101
375 36.4 36.5 36.8
100 97 98 99
29.3 28.6 15.0- 256
109 106 55 95
15.0 11.9 17.0 10.7
105 83 119 75
76.6+ 68.6 59.7- 758
108 97 84 107
41.4+ 20.1- 329 31.9
127 61 100 97

100

85
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1996 U.S. Hispanic Market

Beverages Personally Consumed In Past 30 Days ( Con’t)

Fruit Juices
Fruit Nectars
Instant Iced Tea

Regular Tea

Regular Ground Coffee
Decaffeinated Ground Coffee

Latin Style Ground Coffee

Regular Instant Coffee
Decaffeinated Instant Coffee

Latin Style Instant Coffee

.

Health & Beauty Aids Personally Used In Past 30 Days

Breath Mints
Vitamins/Minerals
Mouthwash

Baby Powder

Spray Deodorants/Anti-perspirants
Solid Deodorants/Anti-perspirants

Roll-on Deodorants/Anti-perspirants

80.7
100
524
100
39.5
100
47.2
100

46.8
100

30.0
100

40.5
100

437
100

333
100

333

Los New San
Total Angeles York Miami Fran
“80.9 79.8 80.0 83.0
100 99 99 103
53.9 48.4 52.3 54.8
103 92 100 105
37.8 46.7+ 38.5 27.3-
96 118 98 69
44.6 54.1+ 43.8 43.6
95 115 93 93
36.1- 533+ 657+ 471
77 114 140 101
25.3- 348 30.7 379
84 116 102 126
31.1- 492+ 65.2+ 29.3-
77 121 161 72
48.8+ 37.9- 39.7 46.4
112 87 91 106
335 324 33.0 354
101 97 99 106
33.2 326 379 31.6
100 98 ' 114 95

100

52.4
100
49.0
100
79.4
100
35.7
100

47.2
100

703
100

56.8

Los New
Total Angeles York
54.7 52.2
104 100
47.5 54.0
97 110
83.6+ 76.7
105 97
36.2 40.0
102 112
53.1+ 40.6-
112 86
744+ 732
106 104
59.1 56.7
104 100

100

Miami

46.9
90
523
107
75.7
95
28.3
79

41.3
88
57.5-
82
52.0
92

San

Fran Chicago
48.2 55.0
92 105
394 44.7
80 91
73.8 78.1
93 98
30.5 37.1
86 104
452  50.1
96 106
64.3 68.2
91 97
554  54.8
98 97

Chicago

82.2
102
55.5
106
39.8
101
47.8
101

49.6
106
30.2
101
315
78

394
90
337
101
30.0
90
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1996 U.S. Hispanic Market

Health & Beauty Aids Personally Used In Past 30 Days Con’t)

Toothpaste from Pump
Toothpaste from Tube
Tartar Control Toothpaste

Regular Toothpaste

Personal Bar Soap
Liquid Hand Soap
Shampoo

Hair Conditioners

314
100
87.0
100
725
100
84.3
100

89.6
100
64.6
100
95.4
100
75.6

Los New
Total Angeles York
32.8 314
105 100
86.8 86.7
100 100
74.0 70.1
102 97
85.7 84.0
102 100
89.0 94.0+
99 105
66.5 65.8
103 102
95.9 96.2
101 101
79.8+ 737
106 98

100

Miami
304
97
91.5

105
76.0

105
80.9
96

86.1
96
64.6
100
93.8
98
76.9
102

San

Fran
27.0
86
84.9
97
69.4
96
82.5
98

88.3
98
51.8-
80
934
98
66.2-
88

Chicago

30.0
96
83.8
96
69.7
96
85.8
102

86.2
96
64.5
100
94.4
99
66.9
89

Breakfast Foods Personally Used In Past 30 Days

Hot Cereals

Cold Cereals

Powder Instant Breakfast
English Muffins

Jams/Jellies/Preserves

48.3
100
574
100
10.3
100
29.8
100
52.9
100

Hamburger
Pizza

Chicken
Mexican/Taco

Chinese

63.5
100
58.8
100
58.8
100
47.2
100
50.7

Los New San
477 518 440 490 468
99 107 91 101 97
590 603 502 536 553
103 105 87 93 96
112 90 11.6 8.7 9.1
109 87 113 85 89
277 359+ 261 279 2938
93 120 88 . 93 100
632+ 372- 460 569 575
119 70 87 107 109
Shopped In The Past 30 Days At
Fast Foods/Drive Thru Restaurants
Los New San
713+ 502- 61.1 649  68.0
112 79 96 102 107
594 632 530 498 616
101 108 90 85 105
64.6+ 544 533 508 60.5
110 93 91 86 103
62.8+ 226- 246- 671+ 63.1+
133 48 52 142 134
514 559 446 504  398-
101 110 88 100 79

100
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1996 U.S. Hispanic Market

Credit Cards Personally Have

Los New San
Any Credit Card (Net) 46.7 449 434 61.0 480  40.1
100 96 93 131 103 86
American Express card 11.9 11.1 11.7  20.0+ 6.9 7.7
100 93 99 168 58 65
Visacard 39.1 364 354 530+ 440 354

100 93 91 136 113 91

MasterCard 284 277 269 397+ 272  18.2-
100 98 95 140 96 64

Diners Clubcard 2.5 2.6 2.5 3.0 1.5 19
100 104 102 121 61 76

Discover card  16.8 160 177 219 103 163
100 95 105 130 61 97

American Express OPTIMA card 6.3 49 7.9 10.6+ 3.7 42
100 78 124 167 59 67
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1996 U.S. Hispanic Market

Frozen Foods Purchased For Use In Past 30 Days

"t

NON-HISPANIC Index Index

White/ ‘African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Frozen Dinners 37.2 379 39.0+ 334- 32.5- 83 97
Frozen Prepared Vegetables 50.8 524+ 50.6 60.6+ 39.9- 79 66
Plain Frozen Vegetables 62.2 634+ 61.6 71.3+ 54.0- 88 76
Frozen Orange Juice 34.8 33.9 353 27.5- 41.0+ 116 149

Household Cleaning Products Purchased For Use In Past 30 Days

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Toilet Bowl Cleaners 61.1 58.4- 55.6- 70.6+ 794+ 143 112
Pine Oil Disinfectant 46.4 43.1- 35.5- 76.7+ 677+ 191 88
Glass Cleaners 63.1 61.0- 59.6- 67.1+ 764+ 128 114
Oven Cleaners 26.2 21.2- 17.0- 39.8+ 58.5+ 343 147

Dishwashing Liquid 77.4 76.3- 73.6- 88.2+ 848+ 115 96
Dishwashing Detergent 66.2 69.8+ 679+ 783+ 424- 62 54
Scouring Cleansers 60.3 58.7- 56.0- 70.6+ 713+ 127 101

All Purpose Liquid Cleaners 68.8 67.0- 65.8- 72.1+ 80.6+ 122 112

All Purpose Powder Cleaners 47.1 45.1- 41.9- 59.5+ 599+ 143 101
Air Fresheners 56.6 54.4- 49.1- 78.1+ 71.0+ 145 91

Insecticides 34.9 32.4- 31.8- 349 51.5+ 162 147

Insect Repellents 29.9 27.8- 26.6- 33.4+ 434+ 163 130

Laundry Products Purchased For Use In Past 30 Days

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Powder Laundry Detergent 64.7 62.8- 60.3- 73.6+ 777+ 129 106
Liquid Laundry Detergent 58.2 56.8- 54.6- 66.2+ 68.0+ 125 103
Liquid Fabric Softener 46.2 41.0- 36.7- 60.0+ 80.6+ 220 134

Fabric Softener Sheets 56.5 55.0- 54.9- 55.7 66.2+ 121 119
Bottled Bleach 67.2 64.6- 60.0- 84.6+ 84.6+ 141 100
Fabric Pre-treatments 27.5 26.2- 25.6- 28.7 363+ 142 127
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1996 U.S. Hispanic Market

Paper/Plastic Wraps/Bags Purchased For Use In Past 30 Days

TOTAL Total  Other

Facial Tissue
Paper Towels
Plastic Garbage Bags

Plastic Sandwich Bags
Plastic Wrap
Aluminum Foil Wrap

69.8
91.1
74.7

60.8
59.5
76.4

TOTAL

Cornmeal

Flour

Shortening

Olive Oil
Salad/Cooking Oil

Sliced Bread
Sliced American Cheese
Dry Milk

Packaged Regular Rice
Packaged Flavored/Seasoned Rice
Packaged Dry Beans/Peas

Packaged Dry Soup
Packaged Dry Spaghetti
Powdered Fruit Drinks

NON-HISPANIC Index Index

White/  African/ Hisp- Hisp-

American HISPANIC Wh/Ot Af/Am
68.8- 68.6- 69.5 76.9+ 112 111
90.5 89.9- 93.0+ 95.0+ 106 102
73.0- 70.1- 85.7+ 85.9+ 122 100
60.2 59.8 62.1 64.9+ 109 105
58.7 56.8- 67.2+ 64.8+ 114 96
74.1- 70.8- 88.6+ 91.5+ 129 103

Staples Purchased For Use In Past 30 Days

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp -

Total  Other American HISPANIC Wh/Ot Af/Am
24.3- 17.8- 52.7+ 46.4+ 260 88
49.5- 42.1- 82.2+ 62.9+ 149 77
25.3- 19.4- 51.7+ 653+ 337 126
48.6 49.0 47.1 55.9+ 114 119
68.5- 64.7- 85.4+ 89.9+ 139 105

Packaged Foods Purchased For Use In Past 30 Days

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp -

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
87.9 86.6- 93.7+ 87.4 101 93
62.2 59.2- 75.9+ 69.1+ 117 91
9.2 . 94 8.1 94 99 116
65.4- 614- 82.9+ 90.5+ 147 109
40.8+ 40.2 43.6+ 30.4- 76 70
36.7- 32.0- 57.2+ 76.2+ 238 133
31.8-  316- 325 402+ 127 124
72.2 72.2 72.2 78.1+ 108 108
27.1-  248- 372+ 373+ 151 100

272
51.3
30.6
49.6
71.3

87.8
63.2
92

68.7
39.5
41.9

32.9
73.0
28.4
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1996 U.S. Hispanic Market

Fresh Fruit/Vegetables Purchased For Use In Past 30 Days

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
- TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Fresh Apples 76.9 74.7- 73.2- 81.3+ 91.5+ 125 113
Fresh Peaches 63.7 63.2 61.4- 71.4+ 67.0+ 109 94
Fresh Oranges 71.8 69.7- 67.4- 79.8+ 85.8+ 127 107
Fresh Avocados 38.0 32.0- 33.3- 26.5- 771+ 232 291
Fresh Corn 654 66.3 64.7 73.2+ 59.9- 93 82
Fresh Green Beans 52.4 52.4 48.9- 67.9+ 52.7 108 78
Fresh Tomatoes 84.8 83.1- 82.1- 87.7+ 95.9+ 117 109
Fresh Asparagus 31.7 30.5- 32.9+  20.0- 39.7+ 121 199
Fresh Dairy/Meat Purchased For Use In Past 30 Days
‘NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Fresh Beef 77.0 74.7- 74.7- 748 919+ 123 123
Fresh Eggs 88.1 86.9- 85.2- 94 .2+ 96.3+ 113 102
Fresh Chicken 86.8 85.8- 84.1- 93.2+ 933+ 111 100
Fresh Fish 56.8 55.6- 50.2- 79.1+ 64.6+ 129 82
Bottled/Canned Goods Purchased For Use In Past 30 Days
NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL  Total Other American HISPANIC Wh/Ot Af/Am
Bottled Fruit Drinks 65.0 64.8 62.4- 75.3+ 66.6 107 89
BBQ/Season Sauces 60.2 60.2 55.2- 82.1+ 60.1 109 73
Bottled Salad Dressing 68.5 702+ 673 82.9+ 57.1- 85 69
Canned Evaporated Milk 20.8 18.8- 14.5- 37.9+ 34.0+ 235 90
Canned Soup 60.8 63.5+ 62.6+ 67.7+ 42 8- 68 63
Canned Tomato Paste 48.9 48.1 45.0- 61.6+ 54.5+ 121 88
Canned Tomato Sauce 61.4 59.6- 57.5- 68.9+ 73.2+ 127 106
Canned Tomatoes 43.3 45.0+ 436 51.1+ 32.8- 75 64
Canned Chili 30.8 28.5- 25.6- 41.4+ 454+ 177 109
Canned Tuna 71.8 71.8 70.0- 80.0+ 71.7 102 90
Canned Beans in Water/Salt 35.4 353 33.4- 433+ 36.2 108 83
Canned Ready to Eat Beans 42.3 42.6 419 45.7+ 40.5 97 89
Canned Vegetables 55.9 55.9 52.7- 70.3+ 55.7 106 79
Canned Spaghetti 17.4 17.3 14.7- 29.1+ 17.7 121 61
Canned Spaghetti Sauce 44.4 41.8- 38.1- 583+ 61.2+ 161 105
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1996 U.S. Hispanic Market

Pet Products Purchased For Use In Past 30 Days

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Net Purch Cat Food: 26.2 28.2 30.2 19.1 12.9 43 68
Canned Cat Food 16.6 17.7+ 18.9+ 12.4- 9.4- 50 76
Dry Cat Food 23.4 252+  27.8+ 13.4- 11.5- 41 85
Net Purch Dog Food: 26.3 26.8 28.8 18.1 22.7 79 125
Canned Dog Food 14.0 14.0 14.6 11.3- 13.6 93 120
Dry Dog Food 24.3 24.9 26.9+ 16.0- 20.7- 77 130
Flea/Tick Care Products 17.0 17.0 17.4 15.2 17.5 101 115

Baby Products Purchased For Use In Past 30 Days

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Baby Food in Jars 10.1 8.6- 7.9- 11.7+ 20.0+ 254 170

Infant Cereal 13.6 11.4- 10.1- 17.3+ 276+ 274 160
Infant Formula 7.5 5.9- 4.6- 11.7+ 177+ 385 151

Baby Shampoo 16.1  13.1-  12.5-  16.0 36.0+ 289 225 )

Baby Vitamins 9.6 76- 67- 118+ 222+ 330 189
Disposable Diapers 153  13.1-  11.6- 198+  29.6+ 256 150 !

Large Ticket Items Household Plans To Buy In Next 60 Days 1

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Home 4.1 3.9 3.5- 5.5+ 57+ 163 103
New Automobile 5.8 5.8 5.2- 8.6+ 57 111 67 \
Used Automobile 7.4 6.6- 6.4- 7.5 12.2+ 189 162 ‘
Truck/Van 4.0 3.7 3.2- 6.0+ 5.4+ 167 90 l
Boat 1.7 1.7 2.0 0.2- 1.8 92 862

Auto Supplies/Parts Household Plans To Buy In Next 60 Days |

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total Other American HISPANIC Wh/Ot Af/Am u

Car Batteries 6.0 4.8- 34- 10.7+ 13.8+ 404 129 r
Spark Plugs 15.5 13.3- 11.4- 21.5+ 30.0+ 263 140 J
Motor Oil 44.7 43.3- 44.0 40.4- 541+ 123 134
Tires 15.1 13.8- 12.8- 18.2+ 23.2+ 181 128
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1996 U.S. Hispanic Market

Electronics Household Plans To Buy In Next 60 Days

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Compact Disc Player 7.6 7.0- 6.1- 11.0+ 11.7+ 193 107
Television Set 9.4 9.3 7.4- 17.5+ 10.5 142 60
Camcorder 5.0 4.4- 3.2- 9.6+ 89+ 277 93
Personal Computer 8.2 8.7 8.8 8.3 5.0- 57 61
Video Game System 5.1 4.2- 2.5- 11.5+ 11.1+ 444 96
Health and Medicinal Aids Used In Past 30 Days
NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
JOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Cough drops 19.7 18.8- 17.2- 25.5+ 262+ 152 103
Cough Syrup 17.5 15.0- 13.6- 21.2+ 343+ 253 162
Eye Wash/Drops 28.9 27.6- 27.5- 279 37.6+ 137 135
Pain Relieving Rubs/Liquids 23.9 234 22.0- 29.5+ 273+ 124 93
Net Headache/Pain Remedy: 55.9 557 56.9 50.8 574 101 113
Aspirin Formula 34.1 334 34.0 30.7- 38.6+ 113 126
Non-Aspirin Formula 39.0 39.3 40.9+  32.3- 37.0 90 114
Cold/Sinus/Allergy Remedy 32.6 31.8 30.8- 36.3+ 38.0+ 123 105
Indigestion Aids/Stomach Remedy 32.7 31.6- 333 24.4- 40.0+ 120 164
Laxatives 9.4 8.3- 6.4- 16.8+ 163+ 254 97
Adhesive Bandages 43.7 42.0- 43.2 36.5- 553+ 128 151
Suntan/Sunscreen Products 40.3 41.6+ 47.0+ 17.8- 31.8- 68 179
Sunburn Remedy 16.1 15.7 17.8+ 6.6- 18.3+ 103 278
Women's Products Used In Past 30 Days
NON-HISPANIC Index Index
White/ African/ Hisp - Hisp -
TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Home Permanents 10.9 10.7 7.3- 247+ 12.6 171 51
Hand Cream/Lotion 78.2 77.2 75.2- 85.7+ 85.0+ 113 99
Lipstick/Lip Gloss 75.0 754 76.7+  69.7- 72.7 95 104
Mascara 50.1 50.9 54.0+  38.0- 44.2- 82 116
Eye Shadow 40.7 39.9 432+  26.3- 464+ 108 176
Eye Liner 44.1 42.5- 43.0 40.3- 55.1+ 128 137
Nail Polish 54.5 53.4 50.0- 67.8+ 613+ 123 90
Tampons 32.8 35.6+ 36.1+ 335 14.4- 40 43
Sanitary Napkins 46.9 429- 39.3- 57.8+ 73.9+ 188 128
Panty Shields/Liners 41.3 41.6 39.3- 514+ 394 100 77
In-Home Pregnancy Test 3.5 32 33 2.7 57+ 170 214
Perfume/Cologne 74.0 73.5 72.1- 79.4+ 77.4 107 98
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1996 U.S. Hispanic Market

Women's Products Used In Past 30 Days (Con’t)

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL  Total  Other American HISPANIC Wh/Ot Af/Am
A Hair Coloring Product 28.0 26.8 26.2- 29.4 36.0+ 138 122

Hair Spray 61.6 61.2 63.5+ 51.8- 64.1 101 124
Styling Gels/Lotions 47.9 47.4 43.4- 64.0+ 51.5 119 80
Hair Mousse 28.2 25.1- 28.1 12.8- 49.5+ 176 388

|
Condiments/Staples Personally Consumed In Past 30 Days |

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Corn Tortillas 44.9 41.3- 43 4- 32.0- 68.7+ 158 215
Flour Tortillas 47.4 46.2- 48.3 36.6- 558+ 116 152
Mustard 71.8 748+ 742+ 777+ 51.4- 69 66
Ketchup 78.9 78.9 78.1 82.5+ 79.0 101 96
Salsa 53.3 53.3 552+ 45.2- 529 9 117
Mayonnaise/Dressing 79.8 79.6 78.6- 83.8+ 81.1 103 97

Alcoholic Beverages Personally Consumed In Past 30 Days

NON-HISPANIC Index Index

White/ African/ Hisp- Hisp-

TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Any Alcoholic Beverage (Net) 46.1 46.3 49.0 345 44.8 92 130
Domestic Beer (Subnet) 42.1 424 45.0 313 40.3 90 129
Low Calorie Beer 25.4 26.0 28.1+ 16.4- 21.9- 78 133
Regular Beer 37.6 37.7 39.9+  2709- 36.9 93 132

Imported Beer (Subnet) 30.2 29.9 31.5 23.1 31.6 100 137 L
Low Calorie Beer 12.2 11.6 12.7 7.0- 159+ 125 226
Regular Beer 27.2 26.9 28.2 21.3- 28.7 102 135
Liquor Products 50.9 529 54.0 47.8 37.9 70 79
Brandy/Cognac 10.9 11.0 9.6- 16.9+ 10.5 109 62 h

Rum - 10.8 10.6 10.1 12.9+ 11.5 114 89
Scotch/Bourbon 12.0 12.4 12.8 10.5 9.9- 77 94
Vodka 16.6 17.5+ 19.4+ 9.1- 10.2- 53 111
Gin 83 8.6 8.6 8.8 6.0- 70 69
Tequila 11.1 11.1 11.7 8.3- 11.5 98 137
Cordials/Liqueurs 13.3 13.4 13.8 11.4- 13.0 94 115
Dinner/Table Wines 36.5 38.7+ 399+ 33.3- 22.2- 56 67
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1996 U.S. Hispanic Market

Meats Personally Consumed In Past 30 Days

NON-HISPANIC Index
White/ African/ Hisp -

TOTAI, Total Other American HISPANIC Wh/Ot Af/Am

Index
Hisp -

Franks/Wieners/Hot Dogs 62.3 61.9 59.9- 70.9+ 65.0 108 92
Cold Cuts 64.9 64.5 62.5- 72.9+ 67.8+ 108 93
Snack Items Personally Consumed In Past 30 Days
NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Potato Chips 68.4 68.1 65.4- 80.2+ 70.6 108 88
Packaged Pop Corn 40.9 40.6 36.7- 57.9+ 424 116 73
Pretzels 42.1 43,9+ 439+ 44.0 30.2- 69 69
Corn Tortilla Chips 53.3 52.5 53.6 47.7- 58.6+ 109 123
Crackers 71.1 71.4 70.2 76.5+ 69.1 98 90
Peanut Butter 54.0 55.4+ 55.7+ 54.3 44.9- 81 83
Dairy Products Personally Consumed In Past 30 Days
NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
[OTAL. Total Other American HISPANIC Wh/Ot Af/Am
Margarine 64.6 64.1 62.1- 73.1+ 67.4+ 109 92
Butter 68.2 67.1- 63.6- 82.7+ 755+ 119 91
Sour Cream 43.3 441 455+  38.0- 37.9- 83 100
Grated Cheese 54.3 54.4 54.0 55.9 53.7 99 96
Cottage Cheese 31.3 31.2 335+ 21.5- 31.8 95 148
Spread Cheese 24.2 21.6- 18.9- 339+ 413+ 219 122
Non-Dairy Substitute 18.2 19.0 19.6+ 16.4 12.9- 66 79
Yogurt 50.5 49 3- 514 40.4- 58.2+ 113 144
Desserts and Sweets Personally Consumed In Past 30 Dayvs
NON-HISPANIC Index Index
White/ African/ Hisp- Hisp -
TOTAL, Total Other American HISPANIC Wh/Ot Af/Am
Sweet Rolls/Pastries 52.3 514 49 5- 59.7+ 58.3+ 118 98
Frozen Yogurt 36.7 35.5- 37.7 25.8- 448+ 119 174
Ice Cream 77.1 77.0 75.3- 84.8+ 77.8 103 92
Sherbet/Popsicles/Fruit Bars 42.8 42.8 40.0- 55.3+ 427 107 7
Prepared Puddings 22.2 214 20.9- 23.7 27.2+ 130 115
Snack Cakes 30.3 28.7- 25.5- 43.1+ 40.8+ 160 95
Cookies 68.6 68.9 68.1 727+ 66.6 98 92
Gelatin 31.9 27.6- 27.5- 28.0- 60.7+ 221 217
l Artificial Sweeteners 28.7 29.6 30.7+ 24.9- 23.1- 75 93
Candy Bars 50.5 50.9 50.0 547+ 47.5- 95 87
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Beverages Personally Consumed In Past 30 Days

NON-HISPANIC Index Index
White/ African/ Hisp- Hisp-
TOTA Total  Other American HISPANIC Wh/Ot Af/Am
Diet Cola 35.1 369+ 38.1+  31.2- 23.7- 62 76
Diet Non-Cola 25.3 26.3 267+ 244 18.9- 71 77
Regular Cola 55.6 55.0 53.0- 64.3+ 589+ 111 92
Regular-Carbonated Non-Cola 35.9 357 353 374 37.3 106 100

Flavored Seltzer Water 25.0 24.7 24.2 27.2 27.0 111 99 1
Energy/Isotonic Beverage Drinks 15.6 15.8 15.4 17.4 14.3 93 82 1

Bottled Drinking Water 61.4 60.0- 57.0- 73.4+ 707+ 124 96
Tomato Juice 22.6 21.1- 21.1- 21.2 327+ 155 154

Fruit Juices 77.3 76.8 75.9- 80.4+ 80.7+ 106 100

Fruit Nectars 27.8 24.1- 23.2- 28.2 524+ 226 186

Instant Iced Tea 33.8 329 30.5- 43.3+ 39.5+ 129 91

Regular Tea 55.1 56.3+  53.8- 67.2+ 47.2- 88 70

Regular Ground Coffee 49.6 50.0 51.7+  42.8- 46.8 91 109 |
Decaffeinated Ground Coffee 22.2 21.0- 22.0 16.8- 300+ 136 179
Latin Style Ground Coffee 19.4 16.2- 15.9- 17.6 40.5+ 254 231

Regular Instant Coffee 30.7 28.7- 28.1- 315 437+ 156 139

Decaffeinated Instant Coffee 22.5 20.9- 21.2- 19.7- 333+ 157 169
Latin Style Instant Coffee 11.6 8.3- 7.5- 11.8 333+ 442 282 m

Health & Beauty Aids Personally Used In Past 30 Days

NON-HISPANIC Index Index [
White/  African/ Hisp- Hisp- !
TOTAL Total Other American HISPANIC Wh/Ot Af/Am
Breath Mints 45.9 44.9 41.1- 61.9+ 524+ 127 85
Vitamins/Minerals 58.3 59.8+ 60.1+ 58.1 49.0- 81 84

Mouthwash 62.7 60.2- 54.8- 84.0+ 79.4+ 145 95
Baby Powder 31.3 30.6 26.3- 49.8+ 357+ 136 72

Spray Deodorants/Anti-perspirants 32.5 30.3- 29.1- 35.8+ 472+ 163 132
Solid Deodorants/Anti-perspirants 63.9 62.9 60.0- 75.7+ 703+ 117 93
Roll-on Deodorants/Anti-perspirants 52.6 51.9 48.8- 66.0+ 56.8+ 117 86

Tocthpaste from Pump 28.9 28.5 27.0- 35.1+ 314 116 89
Toothpaste from Tube 85.1 84.8 83.4- 90.8+ 87.0 104 96
Tartar Control Toothpaste 66.1 65.1 64.9- 66.2 725+ 112 110
Regular Toothpaste 74.3 72.8- 71.2- 79.7+ 84.3+ 118 106

Personal Bar Soap 87.9 87.6 87.2 89.4 89.6 103 100 |
Liquid Hand Soap 59.4 58.7 59.9 53.4- 64.6+ 108 121

Shampoo 90.7 90.0- 92.0+  81.3- 954+ 104 117 ‘
Hair Conditioners 65.9 64.4- 62.8- 71.5+ 75.6+ 120 106
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1996 U.S. Hispanic Market

Breakfast Foods Personally Used In Past 30 Days

NON-HISPANIC
White/ African/

Index
Hisp -

Index
Hisp -

TOTAL Total  OQther American HISPANIC Wh/Qt Af/Am
Hot Cereals 34.7 32.7- 29.1- 48.4+ 48.3+ 166 100
Cold Cereals 69.4 712+ 70.5 742+ 57.4- 81 77
Powder Instant Breakfast 7.8 7.4 6.6- 10.5+ 10.3+ 155 98
English Muffins 41.0 427+ 44 4+ 35.5- 29.8- 67 84
Jams/Jellies/Preserves 60.3 61.4+ 61.0 63.1+ 52.9- 87 84
Shopped In The Past 30 Days At
Fast Foods/Drive Thru Restaurants
NON-HISPANIC Index Index
White/  African/ Hisp- Hisp-
TOTAL Total  Other American HISPANIC Wh/Ot Af/Am
Hamburger 63.4 63.4 62.7 66.5+ 63.5 101 95
Pizza 61.6 62.0 63.2+  56.8- 58.8 93 104
Chicken 50.7 49.5- 45.6- 66.5+ 58.8+ 129 88
Mexican/Taco 47.2 472 487+  40.7- 47.2 97 116
Chinese 52.3 52.5 50.1- 63.4+ 50.7 101 80
Credit Cards Personally Have
NON-HISPANIC Index Index
White/  African/ Hisp- Hisp -
TOTAL Total  Other American HISPANIC Wh/Qt Af/Am
Any Credit Card (Net) 67.5 70.6 75.2 50.4 46.7 62 93
American Express card 18.8 199+  21.0+ 15.1- 11.9- 57 79
Visacard 55.4 57.9+ 62.6+ 37.0- 39.1- 62 106
MasterCard 38.6 40.1+  42.6+  29.3- 28.4- 67 97
Diners Clubcard 1.8 1.7 1.6 2.0 2.5 151 126
Discover card 20.7 21.3 23.3+ 12.7- 16.8- 72 132
American Express OPTIMA card 6.7 6.8 6.6 7.7 6.3 96 83
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1996 U.S. Hispanic Market

Frozen Foods Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -
TOTAL Q-49 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Brn

Frozen Dinners  32.5 46.7+ 27.5- 2638 30.0 295 328 324- 84 99
Frozen Prepared Vegs  39.9 41.7 36.6 39.1 30.2 39.7 486 37.3- 96 7
Plain Frozen Vegetables 54.0 589 517 531 493 53.8 54.8- 53.7- 89 98

Frozen Orange Juice  41.0 36.0 382 400 39.0 384 422+ 407+ 119 96

Household Cleaning Products Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
Toilet Bowl Cleaners 794  80.8 795 817 84.0 79.6 753+ 80.7+ 136 107
Pine Oil Disinfectant 67.7  55.3- 727+ 762+  69.7 72.1 60.6+ 699+ 171 115
Glass Cleaners  76.4 75.4 80.5 785 82.7 785 695+ 784+ 117 113
Oven Cleaners 585  372- 593 63.6 67.6+ 559 46.6+ 62.1+ 274 133

Dishwashing Liquid 84.8  79.6 827 88.1 80.8 847 794 86.5+ 108 109
Dishwashing Detergent 424  61.6+ 454 29.3- 29.6- 450 659 35.3- 97 54
Scouring Cleansers ~ 71.3 819+ 685 76.1 73.2 724 645 733+ 115 114
All Prps Liquid Cleaners 80.6 77.8  81.1 80.6 89.6+ 78.5 775+ 81.6+ 118 105

All Prps Powder Cleaners 59.9 64.0 57.8 689+ 652 61.4 542+ 61.6+ 129 114
Air Fresheners  71.0 67.1 721 781+ 773 72.6 658+ 72.6+ 134 110
Insecticides  51.5 494 4911 588+ 469 534 48.0+ 525+ 151 109

Insect Repellents  43.4  43.8 395 50.8+ 408 442 438+ 433+ 165 99

|

Laundryv Products Purchased For Use In Past 30 Days |

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US

Acc  Acc  Unacc  Span Span InThe  Outside Born- Born-
TOTAL 0-49 50-84 85-100 Dmnt Dmnt U.S, US. Wh/Ot USBrm |
Powder Laundry Dtrgnt  77.7 834 785 785 78.4 79.2 719+ 795+ 119 111
Liquid Laundry Detergent 68.0  70.1 679 67.6 74.7 66.6 664+ 685+ 122 103
Liquid Fabric Softener 80.6  64.1- 792 88.2+ 86.1 790 659+ 85.1+ 180 129

Fabric Softener Sheets  66.2 64.2 66.9 68.5 73.7 65.6 664+ 66.2+ 121 100
Bottled Bleach  84.6 88.2 823 84.7 79.9 846 84.1+ 847+ 140 101
Fabric Pre-treatments  36.3 33.8 31.6 408 36.5 345 40.1+ 352+ 157 88
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1996 U.S. Hispanic Market

Paper/Plastic Wraps/Bags Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot USBrm
Facial Tissue 769 724  81.6+ 80.5 84.7 79.1 713 78.6+ 104 110
Paper Towels 95.0 919 972 978 96.1 969 924 958+ 103 104
Plastic Garbage Bags 859 827 858 828 89.8 833 852+ B86.0+ 121 101

Plastic Sandwich Bags  64.9  62.5 645 62.0 61.1 64.0 64.6 65.0+ 108 101

Plastic Wrap  64.8 67.5 62.7 58.6 63.8 61.6 56.4 67.3+ 99 119
Aluminum Foil Wrap  91.5 87.1 92.1 92.0 92.4 91.3  89.5+ 921+ 126 103

Staples Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Brn
Cornmeal 464  30.5- 46.8 500 60.6+ 426 274 52.1+ 154 190
Flour 629 649 637 6238 69.4 622 63.1+ 629+ 150 100
Shortening  65.3 339- 677 794+ 824+ 64.1 42,6+ 722+ 220 169
Olive Gil 559  65.1 53.1 615 69.6+ 545 481 583+ 98 121
.Salad/Cooking Oil  89.9  86.5 884 923 89.8 89.3 869+ 90.8+ 134 104

Packaged Foods Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

TJOTAL 049 50-84 85-100 Dmnt Dmnt U.S, US. Wh/Ot USBm

Sliced Bread  87.4 81.2 87.1 885 85.3 87.2 887 87.0 102 98
Sliced American Cheese 69.1 68.1 68.5 68.6 65.4 69.1 77.6+ 66.6+ 131 86
Dry Milk 9.4 3.6 9.5 8.8 11.9 79 10.7 9.0 113 84

Packaged Regular Rice 90.5 920 90.7 905 91.1 90.7 88.0+ 913+ 143 104
Pckgd Flav/Seasoned Rice30.4  48.6+ 29.1 228- 235 308 42.0 26.9- 104 64
Packaged Dry Beans/Peas 76.2  64.7- 754 86.1 86.8+ 75.5 57.6+ 81.8+ 180 142

Packaged Dry Soup  40.2 45.8 40.5 428 45.6 41.1 404+ 402+ 128 99
Packaged Dry Spaghetti 78.1 73.0 775 884+ 839 79.6 69.7 80.6+ 97 116
Powdered Fruit Drinks ~ 37.3 347 389 334 35.8 36.8 413+ 36.1+ 167 87
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1996 U.S. Hispanic Market

Fresh Fruit/Vegetables Purchased For Use In Past 30 Days

ACCULTURATION LEVEL
Hghly Prtly Non-
Acc  Acc  Unacc  Span Span
TOTAL 049 50-84 85-100 Dmnt Dmnt
Fresh Apples  91.5 845- 915 942 93.8 91.0
Fresh Peaches  67.0 75.5 69.8 63.1 62.8 69.6
Fresh Oranges  85.8 87.0 86.2 86.1 78.2- 88.1
Fresh Avocados  77.1 60.5- 742 851+ 746 76.3

Fresh Corn  59.9 785+ 595 60.8 64.0 61.8

Fresh Green Beans  52.7 46.1 55.0 5538 50.7 54.9
Fresh Tomatoes  95.9 96.6 97.8 96.1 95.8 97.4
Fresh Asparagus  39.7 424 372 367 39.7 37.2

Born
In The
us.
84.2+
64.4
78.0+
63.2+

68.5
40.4-
93.7+
28.9

Index Index
Born US Non-US

Outside Born - Born -

US. Wh/Ot US Bm
93.6+ 115 111
67.8+ 105 105
88.1+ 116 113
81.4+ 190 129

57.3- 106 84
564+ 83 139
96.6+ 114 103
43.0+ 88 149

Fresh Dairy/Meat Purchased For Use In Past 30 Days

ACCULTURATION LEVEL
Hghly Prtly Non-
Acc  Acc  Unacc  Span Span
TOTAL 0-49 50-84 85-100 Dmnt  Dmnt
Fresh Beef 919 868 922 957+ 919 92.8
FreshEggs 963  902- 974 977 94.9 97.0
Fresh Chicken 933  89.8 942 96.6 90.4 953
FreshFish 646 604 665 69.4 81.3+ 63.5

Born
In The
U.s.
86.8+
95.2+

90.4
48.1-

Index Index
Born US Non-US

Qutside Born - Born -

US. Wh/Ot USBm
934+ 116 108
96.6+ 112 101
94.2+ 108 104
69.6+ 96 145

Bottled/Canned Goods Purchased For Use In Past 30 Days

ACCULTURATION LEVEL
Hghly Prtly Non-
Acc  Acc  Unacc  Span Span
TOTAL 0-49 50-84 85-100 Dmnt Dmnt
Bottled Fruit Drinks  66.6  70.1 67.5 64.0 67.4 66.6
BBQ/Season Sauces  60.1 68.3 61.9 553 56.2 61.5
Bottled Salad Dressing  57.1 782+ 602 44.5- 47.8- 59.5
Canned Evaporated Milk 34.0 334 343 397 438 34.2

Canned Soup  42.8 59.1+ 43.1 334- 34.8 435

Canned Tomato Paste  54.5 49.2 53.6 544 61.2 51.6
Canned Tomato Sauce  73.2 68.2 70.8 76.5 71.5 72.5
Canned Tomatoes 32.8 34.1 329 274 327 31.0

Canned Chili 454  43.6 42,6 417 34.6 44.1
Canned Tuna 717 812 729 69.1 67.0 73.9
Cnd Beans in Water/Salt 36.2  44.0 350 327 36.8 35.0
Cnd Ready to Eat Beans 40.5 52.6+ 364 369 42.8 37.6

Canned Vegetables  55.7 59.9 55.6 511 59.2 53.7
Canned Spaghetti ~ 17.7 18.8 200 1638 22.7 18.0
Carined Spaghetti Sauce 61.2 589 572 624 57.3 59.4

Born
In The
us.
70.5
74.3+
73.9
25.8+

61.2
49.7
76.2+
44.0

431+
76.7

41.9+
48.9+

64.3+
27.2+
57.7+

Index Index
Born US Non-US

Outside Born- Born -

US. Wh/Ot USBm

655 113 93
55.8- 135 75
52.0- 110 70
36.5+ 178 141
37.2- 98 61
55.9+ 110 113
72.3+ 132 95
294- 101 67
46.0+ 168 107
702 110 92
344 125 82
38.0- 117 78
53.1 122 83
149- 185 55

62.2+ 152 108
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1996 U.S. Hispanic Market

Pet Products Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US

Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. WOt US B

Net Purch Cat Food: 12.9 315 11.1 7.6 11.7 126 209 10.5 69 50
Canned Cat Food 9.4 21.2+ 8.8 6.8 8.8 99 147 79- 78 54

Dry CatFood 115 272+ 90 6.4- 7.9 109 19.8 89- 71 45

Net Purch Dog Food:  22.7 32.6 247 129 17.1 23.0 359 18.7 124 52
Canned Dog Food  13.6 212+ 149 8.0- 11.2 13.9 25.7+ 10.0- 175 39
Dry Dog Food  20.7 30.5+ 222 10.8- 17.1 20.1 323+  17.3- 120 53
Flea/Tick Care Products 17.5 184 204 135 20.0 17.5 20.6 16.5 119 80

‘Baby Products Purchased For Use In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S, US. WOt US Brn
Baby FoodinJars  20.0 21.0 18.7 236 235 199 19.0+ 20.3+ 241 107
Infant Cereal 276 230 257 352+ 279 285 208+ 29.7+ 206 143
Infant Formula  17.7 72- 143 209 154 156 161+  18.2+ 349 113

Baby Shampoo  36.0 279 329 454+ 426 349 27.0+ 387+ 216 144

Baby Vitamins = 22.2 21.2 17.5- 30.0+ 258 211 157+ 241+ 234 154
Disposable Diapers  29.6 172- 28,6 319 315 27.6 283+ 30.0+ 244 106

Large Ticket Items Household Plans To Buy In Next 60 Days

ACCULTURATION LEVEL Index  Index

Hghly Prtly " Non- Bomn Born  US Non-US

_ Acc  Acc  Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US., Wh/Ot US Bm

Home 5.7 7.6 5.1 7.1 8.0 5.6 5.0 5.9+ 142 119

New Automobile 5.7 11.6+ 40 59 39 59 8.4 49 163 58
Used Automobile  12.2 12.6 95 151 11.2 11.7 147+ 114+ 229 77
Truck/Van 54 72 3.6 5.8 1.3 55 6.1 52 189 85

Boat 1.8 1.1 L5 1.0 1.8 12 29 1.5 147 52
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Auto Supplies/Parts Household Plans To Buy In Next 60 Davs

ACCULTURATION LEVEL Index  Index
Hghly Prtly ‘ Non- Born Born  US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-

TOTAL 049 50-84 85-100 Dmnt Dmnt U.S, US. Wh/Ot US Bm

Car Batteries  13.8 16.4 10.3- 14.1 122 122 121+ 144+ 1353 119
Spark Plugs  30.0 19.1- 317 23.8- 19.5- 294 27.1+ 309+ 238 114
Motor Gil ~ 54.1 58.6 567 454- 43.3- 556 59.1+ 52.6+ 134 89

Tires  23.2 24.0 193 242 15.7 226 216+ 237+ 168 110

Electronics Household Plans To Buy In Next 60 Days |

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. WOt US B
Compact Disc Player  11.7 79 104 124 10.6 108 9.1 12.5+ 150 137

Television Set  10.5 5.2 83 11.1 10.0 8.6 8.3 112 112 135
Camcorder 8.9 14.1 7.3 9.5 10.2 8.5 9.0+ 8.9+ 279 99
Personal Computer 50 3.0 4.6 7.9 24 6.1 5.7 49- 64 86

Video Game System  11.1 216+ 92 130 15.8 11.1 112+  11.0+ 449 98

Health and Medicinal Aids Used In Past 30 Days

ACCULTURATION LEVEL Index  Index !
Hghly Prtly Non- Born Born  US Non-US l
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wh/Ot US Brn
Coughdrops 262 177 27.0 23.0 309 232 218 27.5+ 126 126
Cough Syrup  34.3 17.8- 31.8 427+ 424+ 316 234+ 376+ 173 161
Eye Wash/Drops 37.6 315 394 347 385 366 364+ 379+ 132 104 |
Pain Rlvng Rubs/L.qds 273 292 253 282 26.2 26.8 26.6 27.6+ 121 104

Net Headache/Pain Rem: 57.4 60.8 53.1 623 56.4 570 572 574 101 100
Aspirin Formula  38.6 43.3 33.1- 416 38.1 36.8 36.3 393+ 107 108
Non-Aspirin Formula  37.0 35.0 344 385 38.6 352 387 36.5 95 94
Cold/Sinus/Allergy Rem 38.0  240- 335 419 46.7+ 324 311 40.1+ 101 129

|
|

Indiges Aids/Stmch Rem 40.0  254- 340- 50.1+ 438 36.8 299 43.1+ 90 144
Laxatives  16.3 17.6 162 199 24.0 16.2 138+ 17.0+ 215 124

Adhesive Bandages  55.3 523 529 628+ 599 55.1 431 59.0+ 100 137
Suntan/Sunscreen Prdts  31.8 355 354 271 18.8- 35.8 464+ 274- 99 59
Sunburn Remedy ~ 18.3 14.6 17.8 172 14.8 177 218+ 173 122 79
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Home Permanents
Hand Cream/Lotion
Lipstick/Lip Gloss
Mascara

Eye Shadow
Eye Liner
Nail Polish
Tampons

Sanitary Napkins
Panty Shields/Liners
In-Home Preg Test
Perfume/Cologne

Hair Coloring Product
Hair Spray

Styling Gels/Lotions
Hair Mousse

TOTAL

12.6
85.0
72.7
442

46.4
55.1
61.3
14.4

73.9
39.4

5.7
77.4

36.0
64.1
51.5
49.5

Women's Products Used In Past 30 Days

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc
0-49 5084 §5-100
12.5 154 153
86.7 87.4 88.7
71.7 763 694
43.6 505 382
44.1 535 475
60.3 593 517
54.4 663 64.0
14.6 15.1 9.2
455- 76.6 79.7
34.6 49.6+ 29.2-
7.8 5.0 3.6

74.7 812 783
37.5 395 37.8
75.5 68.2 626
59.9 51.7 47.6
45.8 523 485

Non-

Span Span
Dmnt  Dmnt
214 134
90.5 87.1
71.3 72.0
338 479
51.8 49.8
582 56.0
74.3 61.5
10.9 13.3
67.5 76.4
39.2 40.4
2.7 53
85.5 77.8
45.2 36.9
56.5 69.5
60.4 48.5
544 49.1

Born
In The
U.s.
9.6
83.4
75.5
60.7+

472
552+
57.3
26.3

62.1+

46.1
35

82.3+

32.1

74.5+
62.3+
49.5+

Index Index
Born US Non-US

Outside Born- Born -

US. Wh/Ot USBm
134 130 140
854+ 111 102

72.0 98 95
39.8- 112 65
46.2+ 109 98

55.1+ 128 100
62.4+ 115 109

112- 73 43
77.1+ 158 124
375 117 81

6.3+ 105 179
76.1 114 92
37.0+ 123 115
613 117 82
48.6 144 78

49.5+ 176 100

Condiments/Staples Personally Consumed In Past 30 Days

Corn Tortillas
Flour Tortillas
Mustard

Ketchup
Salsa
Mayonnaise/Dressing

TAL

68.7
55.8
514

79.0
529
81.1

ACCULTURATION LEVEL
Hghly Prtly
Acc  Acc  Unacc Span
66.8 664 703 63.3
724+ 575 497 50.3
652+ 525 43.6- 452
84.1 775 770 81.2
704+ 507 47.0 37.6-
71.7- 787 829 77.5

Non-
Span
Dmnt
68.7
58.2
52.6

774
55.0
79.6

Born
In The
U.s.
65.3+
70.4+
71.0

82.0
61.5+
82.2

Index Index
Born US Non-US

Outside Born - Born -

US. Wh/Ot USBm
69.7+ 151 107

514+ 146 73
455- 96 64
78.0 105 95
503 112 82
80.7 105 98
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Alcoholic Beverages Personally Consumed In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

Any Alcohol Bev (Net) 44.8 503 42,7 3938 334 447 475 440 97 93
Dom Beer (Subnet)  40.3 47.1 39.7 345 28.4 412 416 39.8 93 96
Low Calorie Beer 219 267 21.1 20.1 13.3- 233 247 21.1- 88 85
Regular Beer 369 440 355 312 273 36.9 375 36.7 94 98

Imp Beer (Subnet) 31.6  39.5 28.5 29.2 22.0 31.8 337 309 107 92
Low Calorie Beer 159  20.3 125 127 6.2- 151 18.1+ 152+ 143 84
Regular Beer  28.7 35.1 273  26.7 20.6 29.7 280 289 99 103
Liquor Products 379 436  38.2 33.2 35.7 37.6 4338 36.1 81 82
Brandy/Cognac  10.5 9.0 11.4 7.3 8.9 10.0 8.1 112 84 138
Rum 115 52 10.7 8.6 9.2 94 135 109 133 81
Scotch/Bourbon 9.9 7.7 12.0 8.8 10.2 10.5 6.4- 11.0 50 171
Vodka 102 174+ 104 8.6 8.3 112 182 7.8- 94 43

Gin 6.0 10.1 44 34 4.9 4.8 9.5 50- 111 53

Tequila 115 14.7 13.1 7.1- 4.0- 13.0 20.5+ 8.7- 175 43
Cordials/Liqueurs  13.0 11.7 125 104 11.3 11.8 148 12.5 107 85
Dinner/Table Wines ~ 22.2 30.4 20.6 205 20.3 22.1  24.7- 214- 62 87

Meats Personally Consumed In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born-
TOTAL 0-49 50-84 85-100 Dmnt Dmnt U.S. U.S. Wh/Ot USBm
Franks/Wnrs/Hot Dogs 65.0 68.0  59.9- 653 65.2 62.1 702+ 634 117 90
ColdCuts 678 655 660 715 65.7 682 727+ 663 116 91

Snack Items Personally Consumed In Past 30 Days

ACCULTURATION LEVEL Index  Index

Hghly Prtly Non- Born Born US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Born -

TOTAL 049 5084 85-100 Dmnt Dmnt US. US. Wh/Ot USBm

Potato Chips  70.6 71.2 693 70.7 70.2 699 728 699 111 96
Packaged Pop Corn 424 55.8+ 38.5 400 442 404 482+ 406 131 84
Pretzels  30.2 30.0 283 26.6 243 28.7 40.6 27.0- 93 66

Corn Tortilla Chips  58.6 65.1 59.0 57.1 53.3 604 673+ 560 125 83
Crackers 69.1 73.7 68.2 746 72.4 70.6 70.6 68.6 101 97

Peanut Butter  44.9 41.6 427 427 41.8 42.8 56.1 41.6- 101 74
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Dairy Products Personally Consumed In Past 30 Days

Margarine
Butter

Sour Cream
Grated Cheese

Cottage Cheese
Spread Cheese
Non-Dairy Substitute
Yogurt

TOTAL

67.4
75.5
37.9
53.7

31.8
413
12.9
58.2

ACCULTURATION LEVEL

Hghly Prtly Non-
Acc  Acc  Unacc ' Span Span
0-49 50-84 85-100 Dmnt Dmnt
583 685 69.6 68.5 67.4
716 750 775 78.3 74.8
41.0 390 364 33.0 39.6
580 526 56.2 59.8 532
440+ 292 23.7- 28.0 29.5
397 397 433 484 39.2
19.1 124 148 14.5 13.9
603 538 708+ 663 58.6

Born
In The
Us.
65.6
747+
50.1+

58.1

36.6
30.5+
15.0
49.9

Index Index
Born US Non-US
QOutside Born - Born -

US. Wh/Ot US B
68.0+ 106 104
75.7+ 117 101

34.2- 110 68
524 108 90
304 109 83
44.6+ 162 146
12.3- 77 82

60.7+ 97 122

Desserts and Sweets Personally Consumed In Past 30 Days

TOTAL
Sweet Rolls/Pastries  58.3
Frozen Yogurt 44.8
Ice Cream  77.8
Sherbet/Pops/Fruit Bars  42.7
Prepared Puddings  27.2
Snack Cakes  40.8
Cookies 66.6
Gelatin  60.7
Artificial Sweeteners  23.1
Candy Bars  47.5

TOTAL
Diet Cola  23.7
Diet Non-Cola  18.9
Regular Cola  58.9
Reg-Carb Non-Cola  37.3
Flavored Seltzer Water 27.0
Energy/Isotonic Drinks  14.3
Bottled Drinking Water  70.7
Tomato Juice  32.7

ACCULTURATION LEVEL

Hghly Prtly

Acc  Acc Unacc  Span
0-49 50-84 85-100 Dmnt
43.0- 549 56.2 50.8
427 423 539+ 559+
858 787 767 79.2
522 438 33.3- 33.6
300 245 253 343+
390 440 419 46.0
573 703 644 69.3
573 60.7 685+ 670
35.8+ 202 233 27.6
357- 48.0 473 50.8

Non-
Span

54.6
43.9
78.9

43.2
235
42.1

66.3
61.9
221
453

Born
In The
Us.
53.2
333
76.2

51.0+
29.3+
36.8+

69.3
473+
29.1
49.9

Index Index
Born US Non-US
Outside Born- Born -

U.S. Wh/Ot US Brn
59.8+ 108 112
48.3+ 88 145
783 101 103

402 128 79
26.5+ 140 91
42.1+ 144 114
659 102 95
64.8+ 172 137
21.3- 95 73
46.7- 100 94

Beverages Personally Consumed In Past 30 Days

ACCULTURATION LEVEL
Hghly Prtly Non-
Acc  Acc Unacc  Span Span
0-49 50-84 85-100 Dmnt Dmnt
295 209 218 26.8 21.2
19.4 15.7 19.6 15.1 17.9
59.1 58.7 50.7- 51.1 573
333 405 305- 32.1 374
252 273 254 28.6 26.0
13.2 169  79- 9.7 14.5
63.1 72,6 548- 68.8 65.2
20.8- 312 411+ 406 314

Born
In The
U.s,
24 4-
234
69.5+
45.0+

22.0
23.1+
71.8+
19.2

Index Index
Born US Non-US
Outside Born- Born -

US. WOt US Brn

23.4- 64 96
17.5- 88 75
55.7 131 80
350 128 - 78
285+ 91 129
11.6- 150 51
70.4+ 126 98

36.8+ 91 192
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Beverages Personally Consumed In Past 30 Days (Con’t)

A ATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Born-

TOTAL 049 50-84 85-100 Dmnt Dmnt US. US. Wh/Ot US Brn

Fruit Juices 807 762 834 793 81.4 812 847+ 795 112 94
Fruit Nectars 524  299- 53.6 539 63.1+ 48.1 435+ 55.1+ 188 127
Instant Iced Tea  39.5 353 343- 397 30.3 374 382 39.9+ 125 104
Regular Tea 472 520 437 547+ 450 489 48.5- 46.8- 90 96
Regular Ground Coffee  46.8 64.8+ 487 465 56.3 48.6 43.1- 479 83 111
Decaf Ground Coffee ~ 30.0 284  28.7 34.7 49.3+ 26.5- 234 32.0+ 106 137
Latin Style Grnd Coffee 40.5  23.0- 42.8 479+ 57.6+ 38.6 251+ 452+ 158 180
Regular Instant Coffee 437 41.6 406 434 48.1 40.2 32.6 47.1+ 116 145
Decaf Instant Coffee ~ 33.3  22.6- 29.7 437+ 474+ 30.2 209 37.1+ 99 178
Latin Style Inst Coffee  33.3 19.8- 324 388 48.3+ 29.6 17.2+  38.2+ 228 222
Health & Beauty Aids Personally Used In Past 30 Days
ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born  US  Non-US
Acc  Acc Unacc  Span Span InThe  Outside Born- Born -
TOTAL 049 50-84 85-100 Dmnt Dmnt U.S. US. Wi/Ot US Brn
Breath Mints 524  39.6- 494 526 59.8+ 46.9 46.2 543+ 112 117
Vitamins/Minerals 49.0 585 459 458 53.8 46.0 57.5 46.4- 96 81
Mouthwash 794 714  79.0 79.8 81.2 777 73.6+ 8l.1+ 134 110
Baby Powder 357 427 349 372 29.2 382 417+ 338 159 81
Spray Deods/Anti-pers 472  52.1 424 411 39.9 439 464+ 475+ 160 102
Solid Deods/Anti-pers  70.3 73.8 72.0 68.4 65.9 722 809+ 67.1+ 135 83
Roll-on Deods/Anti-pers 56.8  61.6  60.8 52.6 60.6 577 609+ 556 125 91
Toothpaste from Pump 314 432+ 310 26.1 29.9 31.1 325 31.0 121 95
Toothpaste from Tube  §7.0 90.0 87.1 837 86.8 86.3 88.2 86.7 106 98
Tartar Control Tthpst 72.5 703  70.0 76.1 77.6 707 69.7 734+ 108 105
Regular Toothpaste 84.3 846 832 86.0 87.3 83.6 83.8+ 845+ 118 101
Personal Bar Soap 89.6 903 898 946+ 934 91.0 929+ 886 107 95
Liquid Hand Soap  64.6 779+ 622 62.1 64.1 64.1 643 64.7+ 107 101
Shampoo 954 987  922- 98.0 97.1 943 973+ 94.8+ 106 97
Hair Conditioners 75.6 679 758 755 75.8 74.5 805+ 74.1+ 128 92
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Breakfast Foods Personally Used In Past 30 Days

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Born Born US Non-US

Acc  Acc Unacc  Span Span InThe  Outside Born- Bormn -
TOTAL 049 50-84 85-100 Dmnt Dmnt US. US., Wh/Ot USBm

Hot Cereals  48.3 32.8- 440 552+ 60.4+ 431 373 51.6+ 128 138

Cold Cereals 574 757+ 59.0 495- 53.5 59.0 79.0+ 50.8- 112 64

Powder Instant Brkfst  10.3 16.8 84 104 134 93 13.0+ 95 195 73
English Muffins ~ 29.8 41.8+ 302 266 291 30.7 41.0 264- 92 65
Jams/Jellies/Preserves  52.9 572 530 505 479 53.8 54.0- 52.6- 88 98

Shopped In The Past 30 Days At
Fast Foods/Drive Thru Restaurants

ACCULTURATION LEVEL Index  Index
Hghly Prtly Non- Bormn Born  US Non-US
Acc  Acc  Unacc  Span Span InThe  Outside Born- Bormn-

Hamburger  63.5 644 636 593 58.3 632 69.8+ 61.6 111 88
Pizza  58.8 59.1 61.8 60.1 59.2 613 58.8 58.8 93 100
Chicken  58.8 59.0 563 567 59.6 56.1 61.1+ 58.1+ 134 95
Mexican/Taco  47.2  57.0 48.0 32.2- 30.8- 470 655+ 41.7- 134 64
Chinese  50.7 43.1 527 455 54.9 48.0 58.1 48.4- 116 83

Credit Cards Personally Have

TON LEV Index  Index
Hghly Prtly Non- Born Born  US Non-US
Acc  Acc  Unacc  Span Span InThe Outside Born- Born-
TOTAL 049 5084 85-100 Dmnt Dmnt US, US. Wh/Ot USBm

Any Credit Card (Net)  46.7 68.3 515 329 39.7 493 615 422 82 69
American Expcard 119 17.2 119 10.0 9.2 126 152 109- 72 72
Visacard  39.1 64.9+ 417 27.0- 34.9 409 53.0 348- 85 66

MasterCard 284 439+ 28.0 227 225 295 387 253- 91 65

Diners Club card 25 53 1.3 1.3 23 1.6 3.9+ 2.1 235 53
Discover card  16.8 20.5 16.6 17.0 13.6 18.0 253 14.2- 109 56

Amer Exp OPTIMA 6.3 8.9 5.0 2.5- 33 50 11.1+ 49- 168 44
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1996 U.S. Hispanic Market

Xl. TOP 50 U.S. HISPANIC MARKETS

A. Introduction

The following pages contain market data for the Top 50 Hispanic Markets in order of Hispanic
population. This information was derived both from primary and secondary research. Each
market begins with a short synopsis on the market.

The data shown for each market is:

. Maps of the counties . Country of Origin
. Hispanic Buying Power . Hispanic Population
. Population Trends: '80, '92, '94, '96 By Age & Sex
. Population and Households . Hispanic Retail Sales
U.S. vs. Hispanic By Store Types
By counties . Media in the Marketplace

Buying power in this report is synonymous with “purchasing power,” “discretionary income,”
“effective buying income,” and “disposable income.” It is the gross income available to a
household after taxes to purchase goods and services.

The following table trends the Total U.S. Hispanic Market Buying Power over the years, as
reported by Strategy Research Corporation.

Total U.S. Hispanic Market
Annual Buying Power

Year (billions)
1984 $94.1
1987 134.1
1989 171.1
1991 182.1
1994 206.0
1996 228.1

Source: Strategy Research Corporation

There are some markets which have no listings of Hispanic newspapers, radio or television
stations. Every effort has been made by Strategy Research Corporation to include all of the
media covering a given market and to ensure the accuracy of the listings. A lack of media
listings does not necessarily mean that the market is not reached by Hispanic media. Small
community newspapers may be available but are not listed in secondary sources; radio stations
with strong signals from larger markets may reach some smaller markets; and markets without
Spanish TV station affiliates may be covered by the Spanish-language networks via cable or
satellite.
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Rank

COENOOT AWM~

TOP 50 MARKETS

RANKING BY
POPULATION
1/1/96

Market

Los Angeles
New York

Miami

San Francisco
Chicago
Houston

San Antonio -
McAllen/Browns.
Dallas-Ft. Worth
El Paso

San Diego
Albuquerque
Fresno

Phoenix
Sacramento
Denver
Philadelphia
Corpus Christi
Washington D.C.
Boston

Tucson

Austin

Tampa

Salinas

Orlando

Laredo
Bakersfield
Hartford

El Centro - Yuma
Santa Barbara
Odessa

Seattle

Las Vegas
Lubbock

Salt Lake City
Colorado Springs
Portland

West Palm Beach
Waco

Palm Springs
Yakima

Amarillo

Detroit

Atlanta
Milwaukee
Providence
Cleveland

New Orleans
Springfield
Kansas City

Population

6,012,300
3,278,100
1,358,100
1,120,100
1,106,800
1,078,600
1,018,000
803,800
740,000
644,800
642,700
637,700
632,500
586,600
553,300
378,600
355,500
335,700
310,500
289,700
285,000
248,600
233,400
223,100
200,000
186,400
180,400
175,700
166,600
158,000
153,100
139,500
137,800
124,500
122,800
119,700
119,600
115,000
111,500
109,000
107,400
101,800
101,300
92,700
84,200
72,300
70,100
62,500
61,600
59,500

Rank

CONOOR LN

TOP 50 MARKETS

RANKING BY
HOUSEHOLDS
1/1/96

Market

Los Angeles
New York

Miami

San Francisco
Chicago
Houston

San Antonio
Albuquerque
Dallas-Ft. Worth
McAllen/Browns.
El Paso
Phoenix

San Diego
Fresno
Sacramento
Denver
Philadelphia
Corpus Christi
Washington D.C.
Boston

Tucson

Tampa

Austin

Orlando
Hartford

Salinas

Laredo
Bakersfield

El Centro - Yuma
Odessa

Las Vegas
Seattle
Colorado Springs
Santa Barbara
West Palm Beach
Salt Lake City
Lubbock

Waco

Detroit

Portland
Amarillo

Atlanta

Paim Springs
Yakima
Milwaukee
Cleveland
Providence

New Orleans
Springfield
Kansas City

Households

1,480,100
1,011,600
468,500
306,700
288,300
288,300
287,800
202,300
198,900
197,900
171,900
163,100
157,000
155,100
148,400
116,000
100,400
94,900
90,200
82,900
82,700
74,200
73,000
61,000
51,800
49,400
47,800
43,900
41,100
40,900
39,700
39,600
38,200
37,400
33,500
33,200
33,000
30,200
30,000
29,500
27,900
27,100
26,600
24,500
22,200
21,300
21,100
20,900
17,600
17,100
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Rank

CoNoo LD =

TOP 50 MARKETS

RANKING BY
TOTAL BUYING
POWER
1/1/96

Market

Los Angeles
New York

Miami

San Francisco
Chicago
Houston

San Antonio
McAlien/Browns.
Dallas-Ft. Worth
Albuquerque
San Diego

El Paso

Fresno
Sacramento
Phoenix

Denver
Washington D.C.
Philadelphia
Corpus. Christi
Boston

Tucson

Tampa

Austin

Orlando

Salinas

Larede

Santa Barbara
Hartford
Bakersfield

El Centro - Yuma
Seattle

Odessa

West Palm Beach
Las Vegas
Portland
Colorado Springs
Salt Lake City
Lubbock

Waco

Palm Springs
Detroit

Atlanta

Yakima

Amarillo
Milwaukee
Providence
Cleveland

New Otieans
Springfield
Kansas City

Total Buying
Power

$50,641,708,966
$29,671,805,861
$13,678,342,875
$10,140,244,495
$9,071,456,169
$8,739,854,017
$8,545,237,526
$6,358,872,345
$6,042,399,534
$5,533,666,152
$5,377,627,288
$5,317,227,249
$4,925 584,778
$4,609,480,551
$4,570,720,060
$3,147,932,162
$2,949,622,027
$2,845,677,288
$2,792,634,924
$2,580,330,763
$2,327,963,610
$2,254,062,904
$2,121,452,463
$1,813,900,562
$1,719,019,678
$1,511,817,479
$1,453,335,067
$1,383,486,166
$1,343,839,710
$1,333,032,875
$1,140,413,873
$1,135,223,642
$1,053,528,566
$1,037,987,836
$946,235,528
$933,596,952
$930,940,719
$919,176,342
$910,290,373
$845,196,033
$823,711,069
$818,722,349
$805,388,983
$730,243,300
$629,317,951
$614,097,349
$567,113,060
$557,435,575
$522,451,795
$488,643,076

Rank

N AWM=

TOP 50 MARKETS

RANKING BY

HISPANIC PCT OF

POPULATION
1/1/96

Market

Laredo
McAllen/Browns.
El Paso

El Centro - Yuma
Corpus Christi
San Antonio
Fresno
Albuquerque
Odessa

Los Angeles
Miami

Salinas
Lubbock

Palm Springs
Bakersfield
Tucson

Santa Barbara
San Diego
Houston

Austin

Amarillo

Yakima

Phoenix

San Francisco
Colorado Springs
Sacramento
New York
Dallas-Ft. Worth
Waco

Las Vegas
Denver

Chicago
Springfield
West Palm Beach
Orlando

Tampa

Hartford
Washington D.C.
Salt Lake City
Boston
Providence
Philadelphia
Portland
Milwaukee
Seattle

New Orleans
Kansas City
Atlanta

Detroit
Cleveland

Hispanic Pop
(%)

97.7
90.3
73.0
60.2
58.4
51.0
40.1
38.2
37.8
37.3
37.1
32.9
32.1
20.8
20.6
20.5
25.4
23.6
235
22.0
214
19.6
18.0
16.9
16.8
16.6
16.4
14.2
14.1
13.0
12.5

Strategy Research Corporation
Page 227




1996 U.S. Hispanic Market

Rank

©COENOO AWM~

TOP 50 MARKETS
RANKING BY PER
CAPITA BUYING
POWER
1/1/96

Market

Miami

Tampa
Washington D.C.
Santa Barbara
West Palm Beach
Orlando

San Francisco
New York

New Orleans
Boston

Atlanta
Albuquerque
Austin
Providence
Springfield

Los Angeles
San Antonio
San Diego
Sacramento
Corpus Christi
Denver

El Paso

Kansas City
Chicago

Seattle

Tucson .
Dallas-Ft. Worth
Waco

Detroit

Laredo

Houston
Cleveland
Philadelphia

El Centro - Yuma
Portland
McAlien/Browns.
Hartford
Colorado Springs
Phoenix

Fresno

Paim Springs
Salinas

Sait Lake City
Las Vegas
Yakima
Milwaukee
Bakersfield
Odessa
Lubbock
Amarillo

Per Capita
Buying Power

$10,072
$9,658
$9,500
$9,198
$9,161
$9,070
$9,053
$9,052
$8,919
$8,907
$8,832
$8,678
$8,534
$8,494
$8,481
$8,423
$8,394
$8,367
$8,331
$8,319
$8,315
$8,246
$8,212
$8,196
$8,175
$8,168
$8,165
$8,164
$8,131
$8,111
$8,103
$8,090
$8,005
$8,001
$7,912
$7,911
$7,874
$7.799
$7,792
$7,787
$7.754
$7,705
$7,581
$7,533
$7,499
$7,474
$7,449
$7,415
$7,383
$7,173

Rank

©CINOGOALND

TOP 50 MARKETS
RANKING BY
TOTAL RETAIL
SALES
11/96
Total Retail
Market Sales (000)

Los Angeles $28,922,743
New York $17,633,478
Miami $9,037,243
San Francisco $6,032,670
Chicago $5,983,128
Houston $5,457,472
San Antonio $5,377,614
Dallas-Ft. Worth $4,005,417
Albuquerque $3,548,684
San Diego $2,979,368
McAllen/Browns. $2,823,038
Phoenix $2,741,039
Sacramento $2,640,385
El Paso $2,485,172
Fresno $2,200,830
Denver $1,983,014
Washington D.C. $1,878,284
Boston $1,678,909
Corpus Christi $1,440,510
Philadelphia $1,404,078
Austin $1,316,253
Tampa $1,284,182
Orlando $1,154,660
Tucson $1,023,994
Salinas $878,218
Hartford $847,716
Laredo $765,839
Seattle $748,075
Santa Barbara $669,571
Las Vegas $666,924
Bakersfield $666,720
El Centro - Yuma $657,768
West Palm Beach $656,718
Odessa $632,579
Salt Lake City $584,045
Lubbock $552,232
Detroit v $548,382
Colorado Springs $546,523
Portland $545,571
Atlanta $500,048
Palm Springs $490,197
Amarillo $468,762
Waco $458,215
Yakima $408,986
Providence $407,612
Cleveland $358,190
New Orleans $313,351
Milwaukee $307,937
Kansas City $306,501
Springfield $297,116
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he Los Angeles Market, with over 6

I million Hispanics, continues to be the
largest Hispanic market area in the
country. As a matter of fact, this market has
a greater Hispanic population than many

Latin American countries including EI Sal-
vador, Puerto Rico, and Costa Rica.

Traditionally, Mexican immigrants have
made Los Angeles their location for migrat-
ing to the U.S. The fact that 75% of the
Hispanics are of Mexican origin translates
to over four and a half million of them in
the L.A. market. This means there are more
Mexicans in Los Angeles than the entire
population of the Seattle-Tacoma A.D.L.!

L.A. also happens to have the most Hispanic
media outlets of any A.D.I. inthe U.S. You
will note that there are over 30 Hispanic me-
dia sources between radio, television and
newspapers.

1992 .
1994 ..
199.....

: :i..’."lo 950, 700 .
. 16,086,100
16,053,800

16,122,200

------

oooooo

------

......

2 737 600
5,362,800...
5,605,800..
6,012,300..

...........
...........
...........

...........
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LOS ANGELES

1/1/96 Hispanic Population vHispanic Retail Sales Estimates
(000) as of 1/1/96
1915 R T D 244 By Store Group (000)
MEN 21-24 oo ereesee e ses e eeeess e 3335
MEN 25-34 .o sssees e 699.0
MEN 35-49 5012 FOOQ .ttt aeecsneseesees s $6,325,055
MEN 3549 012 e i S
TN G T General Merchandise .............oovveveeennees 3,156,955
.................................................. . Apparel & AocssSorion e 105
18151 R S 825 Foituro/Applianos!
2038.
MEN 18+ S8 Home Furnishings ........ccccoceeveeriinnenne 1,398,664
WOMEN 1820 ..o 1734 ‘é“tonfmﬁve DN oo 6,388,664
WOMEN 2124 oo 2456 Sasoliie SEVICE v LBl
WOMEN 2534 ..oocooeeesoesesessesressrs 5970 A;'I“(g)i“"es --------------------------------------------- ; 802’939
WOMEN 3549 eooooooooooooooooeoeoeoeoeoeoeoeoeeeeere oo 4989 BIS oonvvsnnsnisssesssss st 915493
WOMEN 50-54 .voooveoeeeeeeeeeeeeeeeeeseesseeseseeeeen 939 )
WOMEN 55-64 .o ceeeseesceseeseese e 137.1 Total Retail Sales $28,922,743
WOMEN 65+ ..cvveeereeereneen, e 128.7
WOMEN 18+ 1874.6
TEENS 12-17 628.5
CHILDREN 0-11 1470.8
CHILDREN 2-11 1199.4
TOTAL PERSONS 2+ 5740.9
TOTAL PERSONS 6012.3
HOUSEHOLDS 1480.1
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| |

LOS ANGELES

it

Newspapers

Name Published

20deMaY0 .ooeeeeeieceeeeece et Weekly
Alcancia de AhOITOS ....c..ccvevereveeeneenens Bi-Weekly
AZtECANEWS ..o
EIECONOMICO .....cvvmeerenrieerereeee e
Enfoque: In Focus. .
EXCEISION ..veveereeeee et
LaOpinion .....ccccevveviiveniiceiiienineccss e
La Prensa Hispana

LaVozLibre ...
MiCasa ..coeeeereeireeeeseene et
Novedades ......cooveenereiniieennscinneenieneenne
NUuestro Tiempo .....coceceerevrvmeeerrstrirrseenenne

Tu Mundo/Mundo Artistico........ccceeernenen. Weekly
Union Hispana ... .
Variedades .......coooeeeieeieneeieneee e

Cable/VCRs/Telephone
Cable Penetration: ........ccceevveeevvrecneenan, 18%
Household with VCR: ......cvvvveeeinene. 79%
TV Sets/HH: ...vvvveveeiiiierieeeieerveeineeeenn 2.1
Unlisted Phone Numbers: .........cccccuveene 58%
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¥ ‘he “Big Apple” is the second largest

Hispanic market in the United States,

with nearly 3.3 million Hispanics rep-

resenting 16.4% of the market’s total popula-

tion. Further, New York contains 12.0% of
total U.S. Hispanics.

Traditionally, New York has been considered
a Puerto Rican (43%) or Caribbean market,
but significant numbers of other Hispanics re-
side in the 29 counties that comprise the ADL
Mexicans and Central Americans now make
up at least 15% of New York Hispanics.

Four counties (boroughs) contain the vast ma-
jority of the market’s Hispanic population.
Bronx, Kings (Brooklyn), New York (Man-
hattan) and Queens Counties each contain over
400,000 Hispanics and a total of nearly 2 mil-
lion or 61% of market total.
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(00

Hispanic Retail Sales Estimates
as of 1/1/96
By Store Group (000)

,,,,,,,,, Food ..o, 34,714,947
Eating & Drinking .......cccoovcvevverevereennnen. 1,744,035
General Merchandise .........ccoveveeeveveeennnn. 1,708,545
Apparel & Accessories .......c.oueviereenenne 1,604,826
Furniture/Appliance/
,,,,, Home Furnishings ........ccccccoevevevinnnnneen... 917,178
Automotive Dealers........cccceveveeeeevverennns 2,662,585
Gasoling SEIVICE ....c.euvvviceeeeeereeereeeeeeinennans 870,023
Drug Stores .....coveeeevveeeeeeeiiieieeeeeene 462285
AL OthErs .....ocoevevvieieneiircecreeceeeeen e 2,949,054
Total Retail Sales $17,633,478
Radio
e Dial Spanish
TOTAL Station Position Format
T
Newspapers WADO......... 1280 News/Talk
Name Published WCUM......... 1450  Country
WKDM ......... 1380 Contemporary
ElDiario/LaPrensa........ccccccceveeiemnvensrenrenesvennns Daily WSKQ ... 620 Contemporary/Oldies
ElEspecial .......ccccccovineciniinenineneeeeinecnienens Weekly
EITIEMPO ...ceeevvveveriierierieeenecteeseees e Weekly ™M
EL VOCEIO «..ocvovareiaereneensasisrsessensessesensssssessseeon Daily o
Impacto Latin News .........ccccovieniiiiinenicns Weekly WNWK ..., 1075 Mexican Contemporary
La Tribuna Hispana.........ccocenrvverinenccnns Weekly WRIN .o R5 Oldies
LaVoz Hispana ........c.coccovereveernrninrerrsrnensnrennens Weekly WSKQ........... 979 Top 40/Contemporary
MENSAJE ...ttt sies et Weekly
Noticias del Mundo .......ccceeeeveoveeeveeeeeesrensnn, Daily
NUuevo AMAanecer .......c..cecueevrurrerreereeresnenenn. Weekly
Television
Station Channel Affiliation
WNIU ..o 47 e, Telemundo
WXTV v, 7 | R Univision
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he third largest U.S. Hispanic market

is Miami with 1.36 million Hispanics

representing 37% of the total ADI
population and 5% of the national Hispanic
population. Nearly 88% (1.91 million) of
Miami’s Hispanics live in Dade County, mak-
ing them the majority (56%) of this county's
population.

Miami has often been considered a “Cuban”
market and in fact 58% of the area’s Hispan-
ics are of Cuban origin but large numbers of
Hispanics from Central and South America
have also migrated to South Florida. This
Gateway to Latin America is 9% Nicaraguan,
8% Puerto Rican and 6% Colombian.

Miami is rich in Spanish language media out-
lets. The market has 13 radio stations and 12
newspapers. In addition, itis the headquar-
ters of several international broadcast and
cable television networks.
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' sunerslalgons lhal dellvers “I.me” newscasls Irum all i "
the major Latin counlrles and the hest sagcer and

Canal de Canales

A powerful yet most competitive medium that targets the rich Spanish-speaking markets of Latin America
and the U.S. SUR’s programming has a tremendous crossover appeal to Hispanics of all origins and at
the same time it offers advertisers the flexibility to customize their advertising message and effectively

target a specific Latin market. Let SUR help you reach this powerful and profitable market.

Jaime

For more on how you can tap this important market contact:

(305) 530-3561

Sales Manager, Miriam Hernandez or General Manager, Maria Llansa

Serving: Miami / Ft. Lauderdale « Washington D.C. / Virginia « Tampa « Boston « Latin America
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MIAMI

1996 Summary by County

» : Pct of
Hisp Hisp Total Total Total
Pop HHs Pop Pop HHs
County State (000) (000) 9 (000) (000)
Broward 129 155.1 53.1 108 14362 6239
Dade 20 11910 4107 558 20344 8196
Monroe H 12.0 47 13.3 904 : 4]
TOTAL , 1358.1 . 468.5 37.1% 3661.0  1484.6
1/1/96 Hispanic Population Hispanic Retail Sales Estimates
(000) as of 1/1/96
By Store Group (000
MEN 1820 .- ooeooooeeeoeoee, 286 y p (000)
MEN 2124 oo, 40.1
ﬁﬁ 5534 """""""""""""""""""" 1192 12 T $2,154991
55' Z -------------------------------- 1289 Eating & DHNKING ..vovvvr oo oeeeers e 982,118
MEE 5(5)‘24 ------------------------------ 252 General Merchandise ............ovoovooososssossoesssoo 971,904
ME B : Apparel & ACCESSOTIES ......ovverveveerrrecrrenienenne. 692,849
MEN 65+ oo 719 : .
1 494 Furniture/Appliance/
MEN I8+ woinvimmmnsssssnsssnsssnssssssssssssnasses 94.5 Home Furnishings ......cocccovvvvevveeervcecricennenennenn. 512,219
Automotive Dealers .....eevvvveeereermeerioeieeerareeann 1,673,834
WOMEN 18-20 ...ooovvvvvennrvsiensseen 270 GASOLNE SEIVICE ..v.rvrvvrrroossreosseesesessmseeessoeees 518,543
WOMEN 21-24 ...oovovvvvverccenne 399 T o 230572
WOMEN 25-34 ....covoomvverccrerrerennns 1243 ATLORETS oo 1,300213
WOMEN 3549 ..o, 1433
WOMEN 50-54 - ovooovooooeoeoeo. 431 )
--------------- R talls l 9,037,243
WOMEN 5564 ..o 768 Total Retail Sales $
WOMEN 65+ vooeoereeeeesoeeon. 108.8
WOMEN 18+ «.vereeeeeesessessssessssosssossenssens 563.2
TEENS 12-17 couuverrvereee, ...106.1
CHILDREN 0-11 194.3
CHILDREN 2-11...... 162.9
TOTAL PERSONS 24 «.oooereeeereerrresrnnns 1326.7
TOTAL PERSONS . 1358.1
HOUSEHOLDS 468.5
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MIAMI
R U o7 35 . ey e

[ e : i
| Radio Newspapers
Dial Spanish Name Published
Station  Pesition Format
- Diario Las AMericas........ccccecveveeienenrinnecnnnnn, Daily
AM El Expreso De Miami ........ocoveevvenniennierinne. Weekly
v : ElHeraldo De Broward
WAQI........... 710  News/Talk yPalmBeach .....occcovevierereeencc rvennr. Weekly
WCMQ........ 1210  Contemporary El Matancero Libre .........ccoocvviviivinnneniiinnn, Daily
WOCN ....... 1450  Contemporary ElNuevo Herald.........cccovvienvniieiiiienien, Daily
WQBA ........ 1140 News/Talk/Music ElNuevo Patria ........ccoecvvveeiiiniiiiininicinnn. Weekly
WREM ........... 830  Sports S e e ome e oo e s e e e mees Weekly
- WRHC......... 1550  News/talk _ EXItO .o Weekly
WSUA ........ 1260  Light/Contemporary La Prensa Centroamericana .............coveveee Weekly
WVCG ... 1080  Music/Talk LaPrensa Grafica ......c.cooveereveereercrcncncnennnans Weekly
. ) O (e o e ot T T P BT Weekly
™M MiCaSa covveevereiieeicecreceee e Weekly
WAMR......1075  AdultContemp./Romance
WCMQ......... 923 Latin Contemporary
WOBA ... 983  Contemporary Hits
WRMA ... 106.7 . Adult Contemp./Romance
WXDJ ......... 95.7 Contemporary Hits
Cable/VCRs/Telephone Television
Cable Penetration: ........ccecevvecvneiinnnninn 50% Station Ciemiel R
Household With VER: o 2% WIAN 35 c Al g Independent
TV Sets/HH: .....ccovvvvnriniiiiieiiern, 22 oy
. WLIV s 23 i e SO Univision
Unlisted Phone Numbers: .............ccocernnnne 54% WSCV TR ...... Telemundo
Strategy Research Corporation
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'SAN FRANCISCO

- MARKET #4
he San Francisco market area has a
Hispanic population of over 1.1 mil-
L lion. Hispanics represent nearly 17%
of the total market area’s population, and 23%
of Santa Clara County which contains the city
of San Jose. The eleven county San Fran-
cisco ADI is made up of several major Cali- & R e =2
fornia cities including San Francisco, San Jose, w POPULATIQN _
and Oakland. A Total ~ Hispanic
Since 1980, San Francisco’s Hispanic popu- ~ Population 6,630,000 1,120,100
lation has nearly doubled. Thisis a result of : girilkséhol afn " 12 G 50647 0
continued immigration of Mexico and various Ay g Person/HH 64 ; 365
Central American countries. Two-thirds of : | .
the Bay area’s Hispanics are of Mexican ori-
gin, while 7% are from San Salvador and 5% _ ‘
are from Nicaragua. ~ COUNTRY OF ORIGIN
Country % Distribution
Mexico ... . 66
. PhctioRico. - =W o aEal 4
= Nicardoma e it e T ER e e 5
San Salvador .......cccoocvvenveieiierereienens 7
South America ...t 6
' 7- QA R e )
- MARKET BUYING POWER
: $10,140,245,000 :
PER CAPITA A POPULATION TRENDS
BUYING POWER ) ' TotalPop  Hispanic Pol; % of Total
$9,053 :
: ol ] 1980.....4971300........... 628,100 .......... 126
- : : ] 1992 6.223200.......... 96200 ........... 160
MEAN HOUSEHQLD INCOME 1 | 1994 6,374,800..........1,023300 ........... 16.1
| $41,328 | | 1996 6630000....... 1,120,100 ........... 169
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WHY AREN’'T YOU GETTING YOUR SHARE OF OVER
6.5 BILLION DOLLARS BEING SPENT IN THE
SAN FRANCISCO BAY AREA?

YOU SHOULD BE ADVERTISING TO THE OVER 1.5 MILLION HISPANICS
IN NORTHERN CALIFORNIA SERVED BY

KLOK 1170. KLOK 995.

0

KBRGEff;‘j,fma 0490 KVchfﬁi;mn 07T

San Francisco/San Jose Salinas/Montery

FOR MARKETING OPPORTUNITIES AND GETTING YOUR SHARE OF THE MONEY,
CALL (415) 362-1170 OR (408) 274-1170

THAT'S THE EASY WAY TO DO IT!

Successful Marketing

Requires Strategy

Capabilities and Experience throughout the United States, Canada
and 28 Latin America Countries including Mexico

« Strategic Studies  National Tracking + Hispanic Research
 Advertising/Copy Testing » Customer Satisfaction « Int'l/ Latin America
« ATU Studies « Focus Groups * Broadcast Ratings

Full Service and Fully Integrated In-House Capabilities

+ Sampling Department * PC Network with « State-of-the-Art
+ Data Entry/EDP full statistical programs Focus Group Facility
« Field Interviewing Staff  Telephone/CATI system * Spanish/English Moderators

g%ggﬁ Strategy Research Corporation

100 N.W. 37th Avenue « Miami FL 33125 « Tel 305-649-5400 « Fax 305-649-6312

For More Information call 1-800-741-5441
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| 1996 Summary by County

ContraCosta .~ .
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SAN FRANCISCO

Hispanic Retail Sales Estimates
as of 1/1/96
By Store Group (000)
FOOQ oot nesaeeanene $1,444,104
Eating & Drinking .....c.cccecceevevvicencrecieencen. 805,433
General Merchandise ........ccoovvvvecmvveereneeenes 606,255
Apparel & Accessories .......ovveveeveererencenee 447236
Furniture/Appliance/
Home Furnishings .......cccecceeevceccnrcnirnencene 355,795
Automotive Dealers ........ccceverveevverivrennnnnn. 820,546
Gasoline SEIVICE ..couuveevveereeeeieeecesrieeecenenns 310,470
Drug StOTES ...veveeereereeieeieereseneeresreseseeenenas 255,324
AlLOthers.....ccovvevieciiecieecieveeeecee e 987,507
Total Retail Sales $6,032,670
Radio
Dial Spanish
Station  Position Format
Newspapers AM
Name Published
KAZA ......... 1200  Contemporary/Oldies
Alianza Metropolitan News ........c.cccceveenncne Bi-Weekly | KIQI ............ 1010  Latin
ElContinental ........cccocrvurienveniniceieesreriene Monthly | KLOK.......... 1170  Mexican Blend
EI1BOhemio NEWS ....ccoevvveerererirreiinienreseenessenes Weekly | KNTA.......... 1430  Sports/Music
EIMensajero .......ccovveeeviiiirinnniiencnisreeeeesenns Weekly | KRRS........... 1460  Various Contemporary
EIMUNAO coeeeirecieeiiirceececceceere e neenennee Weekly
E1Observador .........cccceevveemirnvierciiiinninciensnesnees Weekly | EM
HOTIZONES c.v. oo ieereerennsenssecesectsenesennsenns Weekly i
La NUeva Prensa ......cococveveurensinenieeconeeecnes Bi-Weekly | KBRG ......... 149  Top40Hits ‘
LaOfertaReview ......cccoviviviiiinciniiccns Bi-Weekly | KVRG ......... 107.1 Adult Contemporary
LaVozLating ..coccceveevennnencnccceee e Weekly | KZWC.......... 92.1 Banda/Baladas
Latino c.occcoveeievieciniiic e Weekly
Tiempo Latino .........cccceviiiniiiiiiinciics Weekly
Television
Station Channel Affiliation
KCU ..coveeeeevne 36 e Independent
KDTV cvieriieeennen, 14 e Univision
KSTS oo B o, Telemundo
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he Chicago ADI is comprised of sev-

enteen counties, of which twelve are

in the state of Illinois and five are in
the state of Indiana. Most Chicago area His-
panics (75%) live in Cook County, Illinois.

This market, located on the shores of Lake
Michigan, closely reflects the makeup of the
U.S. Hispanic population in terms of country
of origin. The market includes Mexicans,
Puerto Ricans, Cubans, Central Americans
and Hispanics from many other countries.

Hispanics now represent nearly 12% of the
market’s total population and make up 15%
of Cook County. They have an estimated
market Buying Power of $9 billion.
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CHICAGO

| LaPorte
Newton
Porter

SPEEEREEEEEEEEEER

TOTAL 11068 2883  118%  9,3417 .
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CHICAGO

 WOMEN 25:34.
_ WOMEN 3549,

Hispanic Retail Sales Estimates
as of 1/1/96
By Store Group (000)

Name Published
CatOliCO .. cvee ettt Monthly
E1 ConquiStador ........ccoumrecmmearercinnninmnisniinnn Bi-Weekly
Bl Dial e e e L L L s
El Heraldo
El Manana
ElImparcial
EXIT0 cuio iz sz 5 S et o eoiionsise 45 i sfh e o dd e 50
Extra Bilingual Community Newspaper ............... Weekly
Impacto News Magazine.........ccococccorrcrecinennen Monthly
LaRaza sz e et B et s e s st Sosies Weekly
I 7 e L — Weekly
Mundo Hispano ....c....ccccommmmecriinnionrcrencreens Weekly
Su Noticiero Bilingue .........covccnmironicicrincencnn Bi-Weekly
Television
Station Channel Affiliation
WGBO. ... (¢ TR Univision
WSNS e 4o Telemundo

FOO oot $1,273,428
Eating & Drinking .......cceccceeeveerenreneesennnes 629,799
General Merchandise ........c.ccoeeeveevvereennnnns 649,657
Apparel & AcCessOries .......oouvrnvuiininicans 490,153
Furniture/Appliance/
Home Furnishings .......ccocovecveneivireerncenennn. 294,201
Automotive Dealers ......ccccvvevvenevvierrenes 1,009,481
Gasoline SErviCe .......eevvvvveevecrvreeeceree e, 419,053
Drug StOres ....cceeeeveeeveeieeeeeeeceeene 262913
AL Ohers ......cccoveveeeeerieeieeriece e 954,443
Total Retail Sales $5,983,128
Radio
Dial Spanish

Station  Position Format

AM

WCRW ........ 1240  Contemporary

WEDC ......... 1240  Varjety

WIND............ 560  News/Talk/Sports/Music

WKGA ... 1500  Contemporary

WONX ........ 1590  Contemporary

WOPA ......... 1200  Contemporary Hits

WPNA ........ 1490  Religious

WRMN......... 1410  Musical Variety

WSBC ......... 1240  Contemporary

WTAQ ........ 1300 Adult Contemporary

M

WwOJO ........ 1051  Adult Contemporary

Unhsted Phone Numbers:
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¢ Houston market area has a Hispanic

population of slightly over one million.

Hispanics represent nearly a quarter of

the total market area’s population, and 27%

of Harris County which accounts for 78 % of
the market’s total Hispanic population.

This makes Houston the sixth largest U.S. His-
panic market. Harris County contains the third
largest Hispanic population from among all
U.S. counties. Only Los Angeles County, CA,
and Dade County, FL, have larger Hispanic
populations. The market has a 1996 estimated
Buying Power of $8.7 billion and spending in
Retail stores is expected to amount to $5.5
billion.

Since 1980, Houston’s Hispanic population
has more than doubled, going from four hun-
dred eighty-five thousand to over one million.
The vast majority (80%) of Houston’s His-
panics are of Mexican origin.
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Hispanic Retail Sales Estimates
as of 1/1/96
By Store Group (000)

Food ..o $1,555,708
Eating & Drinking ........ccceevececrrirereennnne 511,856
General Merchandise..........ccccoveeueennnnne. 631,815
Apparel & Accessories .....coovverecrruennne. 355,795
Furniture/Appliance/
Home Furnishings ........ccooccoevvnnieninnnnns 214,048
; s Automotive Dealers .......cccoveeueernneenn.... 1,171,385
" WOMEN 21_24 " Gasoling SErvice ......oeeeeeveeeeeeeeeeesereennnnn, 285912
__'WOMEN 25_34_‘*. . Drug Stores ......cccccoveecemvnvienecieneneeeenens 152,741
_WOMEN 15 _49‘.}_'_ AlLOhETS ..ot 578212
. WOMEN 50-54 ....
WOMEN 55-64 : Total Retail Sales......ccovvveevesecnsarenne $5,457,472
P WOMEN 658 il bttt 1925
Radio
Dial Spanish
Station  Position Format
TOTALPERSONS 2+ ..1029.8 AM
- TOTALPERSONS........... 1078.6
- HOUSEHOLDS ...... ' ' Adult Contemporary
News/Sports/Talk/Music
Adult Contemporary
Name Tropical/International
EIHeraldo ..o Adult Contemporary
EIMEXICA «..oveveieicree et Tejano Hits/International Hits
Hola ..o
LaBuene Suerte
LaInformacion .......ccccocevevieienncinienreceniennn
La Subasta ... T Adult Contemporary
EalVozl. e Adult Contemporary
Libreta de Ahorros Tejano
SEMANA ... Tejano Hits
Television Cable/V CRs/Telephone
Station Channel Affiliation ' :
| CablePenetratxon e e i 34%
KTFH .....coovvvieee. 49 e, Independent - Household with VCR............... ey 7;1%
KTMD....oooovvenrenne 48 i, Telemundo : TV,SetstH: el D e e 21
KXIN oo A5 e Univision UnlistegBhone NUIMbersws i Son il i
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he San Antonio Market, with slightly

over one million Hispanics, is the sev

enth largest Hispanic market area in the
country. Hispanic residents are now the ma-
jority (51%) of this ADI. Bexar county (pro-
nounced like Bear) has a Hispanic population
of 713,700 which represents 70% of the ADI’s
Hispanics and 54% of that county’s total.

San Antonio is a highly Mexican market (92%)
with a significant total Buying Power of roughly
$8.5 billion. The market has an amazing 17
radio stations broadcasting to the local His-
panic market.
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SAN ANTONIO

i

Hispanic Retail Sales Estimates
as of 1/1/96

By Store Group (000)
FOOQ oottt e e e eeaeseeesenstnaes $1,405,505
Eating & Drinking .....cccccevveervcrvenrcvrernerensenns 569,981
General Merchandise .......ccoceevveveeeieeeinneen, 627857
Apparel & AccesSOries......oevrerroereneencnne 337,364
Furniture/Appliance/
Home Furnishings ........coccevevreerererroverrenens 196,843
Automotive Dealers .......eeveorvcveereerininneee 1,177,084
Gasoline Service ........couurvrerncesceenivsereenans 410,621
Drug StOres ......occvveveevececieene e 105,391
AL Ohers .....ceccececrcinrenrinrenceeresreeeoreanes 546,968
Total Retail Sales $5,377,614
Radio
Dial Spanish
Station Position Format
Ranchera/Nortefia
Contemporary
Contemporary
Contemporary
News
Contemporary
Contemporary
Top 40 Hits
Tex-Mex/International
Tejano
Countr
Newspapers wy
MM
Name Published KHER ............ 94.3 Top 40 Hits
KROM ......... 92.9 International/Ballads
La Prensa de San Antonio ............ccceeewee. Weekly KTDR........... 96.3  Contemporary Hits
SU c1ecieiie sttt ee s eer s sbeeseeenas Weekly KUVA ......... 102.3  Tejano-Country
KVWG........... 95.3 Contemporary
KXTN ... 107.5 Tejano
XHSG ............ 99.9 International/Ballads
Television
Station ‘Channel Affiliation
KVDA ...cccoiivveercann ¢ Telemundo
KWEX ... 41 s Univision
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oughly nine out of every ten residents
of the McAllen-Brownsville market

aare of Hispanic origin. Of allU.S.
Hispanic markets, only Laredo has a higher
percentage of Hispanics. With just over eight
hundred thousand Hispanics, McAllen (also
known as the Lower Rio Grande Valley) is
the eighth largest U.S. Hispanic market.

Due to its geographic proximity to Mexico,
McAllen-Brownsville Hispanics are predomi-
nantly of Mexican origin. There are nearly two
hundred thousand Hispanic households in this
ADI and they have a total estimated Buying
Power of $6.4 billion.

;BUYING POWER :
e

MEAN HOUSEHOLD INCOME |
‘ $4o 165
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R TN 5 O N R TR A 5 T R S
MCALLEN-BROWNSVILLE

|
|
|
|
Hispanic Retail Sales Estimates
(000) as of 1/1/96
By Store Group (000)

MEN 151"20 --------------------------------------- 243 FOOA oo eeeseeeseeseeee $856,876

LN P somorcomomermemomoneeeresonce 26.1 Eating & DARKINg ..ooooooorooocoreroocoero 211275

MEN 2534 wovvvssmnnrrssnssssssnsssssnnins 389 General Merchandise ..........ooocorroooceresre. 462,196

MEN' 3549 oo 626 Apparel & ACCESSOIIES ....ccovvevererrerrenrenenns 227,200

MEN 5054 .coveeeeeeeereeeeeeseenee 136 Furniture/Appliance/

MEN' 55-64 cooovoomrssmmnisssssnnssee 199 Home Furnishings ........cccoceeveveeveerecreceeennnn 96,263

MEN ' 65+ v 225 ‘ Automotive Dealers.........coovveeieeiiniinnneennne 467499

MEN 18+ 221.9 Gasoling SErviCe ........cocuveveevveeeerneevieenee e, 158,613

Drug StOres..ccveiuieeeereee et 45,598

WOMEN 1820 i A7 ATLOHNETS wovrereeeeeeeeeeeeeeeee e 296918

WOMEN 21-24 oo 276

WOMEN 25-34 oo 644 .

WOMEN 3549 «..oooooeeeeree 766 LT EIAR) 92,823,038

WOMEN 50-54 oooooooeeeeereereoerreereons 1538

WOMEN 55-64 «cooreeeeeeeeeesereeeene 269

WOMEN 65+ «.oceoeoeeeeeereeeeeereerse 287

WOMEN 18+ 264.7

TEENS 12-17 110.9

CHILDREN 0-11 200.3

CHILDREN 2-11 168.6

TOTAL PERSONS 2+ 772.1

TOTAL PERSONS 803.8

HOUSEHOLDS 197.9
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he Dallas-Ft. Worth market area has a

I Hispanic population of nearly 750,000.
Hispanics represent just over 14% of

the total market area’s population, and 20%
of Dallas county. The 32 county Dallas ADIis
made up of two major Texas cities, Dallas and

Ft. Worth.

Since 1980, Dallas’ Hispanic population has
nearly tripled. The two counties of Dallas and
Tarrant contain nearly 600,000 Hispanic resi-
dents, representing 81% of the market’s total
Hispanic population. As with all Texas mar-
kets, the vast majority (86%) of the area’s His-
panics are of Mexican origin. The market has
a 1996 estimated Buying Power of $6.0 bil-
lion.

“MARKET BUYING POWER
' $6 042 400 OOO 5

PER CAPITA_'A S
 BUYING POWER
§8,165

1980
1992

MEAN HOUSEHOLD“ INCOME
$37974

- 1994

1996.....0.. 5,
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DALLAS-FORT WORTH

Hispanic Retail Sales Estimates
as of 1/1/96
By Store Group (000)

Food ...oovvvvieeeecenerenecece e $1,061,191
Eating & Drinking .........cc.ccceveerevenienens 427,534
General Merchandise ............cccvnn... 539,733
Apparel & Accessories .......c.ceeuruecne 266,609
Furniture/Appliance/

Home Furnishings .........ccccoceeernervennees 179,204
Automotive Dealers ......ooovvvvvveevnennenen 801,114
Gasoline Service ......cveeevvevevriveerrennne. 280,581
Drug Stores ........cccvvvvevivniiiniiircrenne 59,747
AlLOhers .....covvveeverevesenieeecceieeeens 389,704
Total Retail Sales .......coernsunaen $4,005,417

Radio
Dial Spanish
Station Position Format
AM
KCOM......... 1550 Top 40 Hits
Newsp aper S KESS ........... 1270 Contemporary
Published KFIZ ............. 870 Spanish Variety
Name 1she KMRT ......... 1480  Nortefia/Banda
KRVA........... 1600
Ilglilxu*:l dN ................................................. g::gz KSGB........ 1540  Religious
eraAldONEWS c.veeev