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INTRODUCTION

http://www.flickr.com/photos/anselm23/485836540/


Objectives

NAD and FMI conducted research to better understand Hispanic grocery shoppers.  
Study topics included:

¼ Store and brand selection criteria

¼ Other motivations and influences when shopping

¼ Shopping habits (preparation for shopping trip, stores used, shopping 
frequency, amount spent, etc.)

¼ Perceptions and use of store brands

¼ Differences in the above by age and level of acculturation

To set the proper context, findings are compared to:

¼ El Mercado, a similar study of Hispanic grocery shoppers conducted by 
NAD, FMI, and ADVO in February 2004

¼ FMI general-market research executed in May 2009
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Methodology

¼ The study was conducted in May/June 2009.

¼ 1,003 Hispanics were contacted by phone in the top 10 U.S. Hispanic 
markets:  Los Angeles, New York, Miami, Chicago, San Francisco, Houston, 
Dallas, Phoenix, San Antonio, and San Diego (which, together, account for 
ŀōƻǳǘ сл҈ ƻŦ ǘƘŜ ƴŀǘƛƻƴΩǎ IƛǎǇŀƴƛŎǎύΦ

¼ Respondents were drawn randomly from lists of Hispanic surnames in zip 
codes with a 1% or higher Hispanic concentration (allowing the inclusion 
of consumers from both high and low-density Hispanic neighborhoods).

¼ They were given the choice of being interviewed in Spanish or English, and 
qualified as:

¾ IŀǾƛƴƎ ǇǊƛƳŀǊȅ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ŦƻǊ ǘƘŜƛǊ ƘƻǳǎŜƘƻƭŘΩǎ ƎǊƻŎŜǊȅ 
shopping

¾ Males and females 18  years of age or older (gender by natural 
fallout)
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Methodology (continued)

¾ Self-identified Hispanics

¾ First, second, or third generation:

·Gen 1 (born outside U.S.)

·Gen 2 (U.S.-born, but one or both parents born elsewhere)

·Gen 3 (U.S.-born to U.S.-born parents)

¼ Data were weighted by generation, as follows, to match the U.S. adult 
Hispanic population:

¾ 60% Gen 1

¾ 20% Gen 2

¾ 20% Gen 3
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SHOPPER 
MOTIVATIONS 

AND INFLUENCES
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Factors Influencing Purchase Decisions:  
Top-2 Box
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88%

86%

75%

73%

72%

70%

69%

68%

66%

65%

60%

58%

56%

47%

47%

45%

44%

Lower price

Foreign 
Born

U.S. 
Born

88% 87%

88% 83%

82% 64%

75% 70%

76% 67%

76% 61%

74% 62%

72% 63%

65% 67%

66% 63%

63% 54%

59% 55%

61% 49%

61% 26%

62% 24%

60% 24%

40% 49%

{ǘƻǊŜ ƻŦŦŜǊǎ άƎǊŜŜƴέ ƻǊ ŜƴǾƛǊƻƴƳŜƴǘŀƭƭȅ ǎŀŦŜ ǇǊƻŘǳŎǘǎ 

Needs of your child or children

General economic condition 

Store would donate to the community a percent of store sales

Store sampling and tasting

Attractive and quality packaging 

Quality/Healthy ingredients in food products

Easily seen in shelves

Recommendation from family/friends

Needs of your spouse/significant other 

Store advertising (display, fliers)

Spanish-language media advertising 

Store announcements in Spanish

Package labels in Spanish

English-language media advertising

Discount coupons and sales specials on store brands at store

How much influence would the following factors have on your 
grocery purchasing decisions in general?

Important factors in the 
purchase decision: price, 
ƘŜŀƭǘƘȅ ƛƴƎǊŜŘƛŜƴǘǎΣ άƎǊŜŜƴέ 
products, needs of children, 
discount/specials on store 
brands, merchandise 
ǾƛǎƛōƛƭƛǘȅΣ ǎǘƻǊŜΩǎ ǎǳǇǇƻǊǘ ƻŦ 
community.



Store & Brand Selection Criteria

46% 40% 36%
23% 21%

55% 59% 64%
77% 79%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You don't mind if the store 
you shop in does not speak 
Spanish or have signs in 
Spanish

You prefer shopping in 
stores where they speak 
Spanish and have signs in 
Spanish

60% 61%
71%

45%
30%

40% 39%
28%

55%
69%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

It is okay with you if the 
brands you buy are not 
well-known

You prefer buying well-
known brands

1st Generation

1st Generation

vнлΦ  bƻǿ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ŀǎƪ ȅƻǳ ŀōƻǳǘ ȅƻǳǊ opinions and feelings about shopping and the products you shop.  I am going to read to you a pair of statements which 
are opposite in meaning.  Rate both statements whether you agree more with the first statement or with the second statement. 8

Well-known brands are 
more important to the 
foreign born than to 
those born in the U.S. 
(The foreign born are 
still adjusting and, 
consequently, less 
willing to take a risk on 
lesser-known brands.)



55%
45%

60%

28%
14%

45%
55%

40%

72%
86%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You could go for both 
American and Hispanic food

You prefer Hispanic rather 
than American food

Store & Brand Selection Criteria

42% 43% 46%
37% 32%

58% 57% 54%
63% 68%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You buy brands and 
products other than 
Hispanic

You prefer buying 
Hispanic products and 
brands

1st Generation

1st Generation

9
vнлΦ  bƻǿ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ŀǎƪ ȅƻǳ ŀōƻǳǘ ȅƻǳǊ opinions and feelings about shopping and the products you shop.  I am going to read to you a pair of statements which 
are opposite in meaning.  Rate both statements whether you agree more with the first statement or with the second statement. 

[ŀǘƛƴƻǎ ŀǊŜƴΩǘ ǘƛŜŘ ǘƻ 
Hispanic brands.

Preference for Hispanic 
over American food 
subsides after Gen 1.



Store & Brand Selection Criteria

51% 53% 56% 51% 51%

49% 47% 44% 49% 49%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You tend to buy the 
products you have been 
buying before

You like to experiment 
and try new products 
and services

64% 67%
58% 58% 60%

36% 33%
42% 42% 40%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

Price of the brand does 
not matter to you

You usually choose the 
lowest-priced brand
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vнлΦ  bƻǿ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ŀǎƪ ȅƻǳ ŀōƻǳǘ ȅƻǳǊ opinions and feelings about shopping and the products you shop.  I am going to read to you a pair of statements which 
are opposite in meaning.  Rate both statements whether you agree more with the first statement or with the second statement. 

1st Generation

1st Generation

Price becomes less 
important as Hispanics 
acculturate and earn 
higher incomes. 



Store & Brand Selection Criteria

38% 45% 46% 40% 42%

62% 55% 54% 60% 58%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You tend to buy whatever you 
need at the moment no matter 
if they are on sale or not

You usually buy products on 
sale even if you don't need 
them
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1st Generation

1st Generation

vнлΦ  bƻǿ ǿŜΩǊŜ ƎƻƛƴƎ ǘƻ ŀǎƪ ȅƻǳ ŀōƻǳǘ ȅƻǳǊ opinions and feelings about shopping and the products you shop.  I am going to read to you a pair of statements which 
are opposite in meaning.  Rate both statements whether you agree more with the first statement or with the second statement. 

32% 34% 35% 35% 38%

68% 66% 65% 65% 62%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You just shop at one or two 
stores for whatever you 
want

You tend to shop around 
and find the right product 
for you

The less acculturated, in 
ǇŀǊǘƛŎǳƭŀǊΣ ŀǊŜƴΩǘ ƛƴŎƭƛƴŜŘ 
to shop around. 



Store & Brand Selection Criteria

60%
69% 63%

52% 47%

40%
31% 37%

48% 53%

< 33% 33% - 65% 66-99% Gen 2 Gen 3

You don't mind if the stores you 
go to contribute to the Hispanic 
community or not

You like to shop at stores that 
contribute to the Hispanic 
community
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are opposite in meaning.  Rate both statements whether you agree more with the first statement or with the second statement. 

1st Generation

Support of stores that 
support Hispanic 
community peaks at 
the midpoint of Gen 1. 



Importance of Spanish-Language Materials
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66%

62%

61%

61%

60%

59%

Customer assistance in Spanish

Coupons in Spanish

Ads in Spanish on TV, in direct mail, 
newspapers, magazines, or on the 
Internet

Recipes in Spanish

Store signs in Spanish

Loyalty Programs in 
Spanish

Foreign
Born

U.S. 
Born

82% 42%

78% 39%

77% 38%

78% 36%

77% 35%

75% 36%

Would you shop more often at your primary grocery 
store if they offered the following . . . 

Customer assistance in Spanish 
is the most influential of all 
Spanish-language offerings.

Not surprisingly, the 
importance of Spanish-
language materials declines 
steadily with acculturation.


