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View from the Field:
Heidi Pellerano
Editor’s Note: As Wasserman Media Group’s senior vice president for projects and multicul-
tural marketing, Heidi Pellerano creates and manages culture-driven strategies for corporate
and property clients targeting the growing multicultural market including Hispanics, African
Americans, Asian Americans, and LGBT. Prior to joining Wasserman, Pellerano served as a
director with Raleigh, North Carolina-based sports and entertainment consulting firm
OnSport, and prior to that as coordinator of player programs with the WNBA. She holds a BS degree in electrical
engineering from Duke University, an MS in sport management from the University of Massachusetts Amherst, and
an MBA from Duke’s Fuqua School of Business. She is a native of Puerto Rico and currently resides in Miami.

The demographic composition of the United States has vastly
changed over the past 20 years. It is projected that by 2050,
today’s minority population will become the new majority. A
big catalyst of that change has been the dramatic growth of the
Hispanic population. If you study this consumer group just by
the numbers, you will learn that if U.S. Hispanics were a
standalone country, they would rank as the 12th largest econ-
omy in the world. If you are a brand that is targeting women,
you will soon learn that 1 in 4 new mothers in the US is
Hispanic. If you are specifically reaching out to new moms in
California and Texas that number is closer to 1 in 2. What if
you are a brand targeting the youth segment? You will uncov-
er that 40% of Hispanics are under the age of 21. All of these
numbers are a marketer’s dream.
However, the Hispanic opportunity is not just tied to

their sheer size. This consumer group represents an
actively engaged, influential, and vocal consumer group
that any brand would love to have as an advocate. For
example, today approximately 60% of Hispanic house-
holds own a smartphone compared to 41% of the gen-
eral market. Furthermore, over 80% of Hispanics are
on social media networks and Hispanics are twice as
likely as non-Hispanics to either share content or click
on shared content. More specifically, they share five
times more often than non-Hispanic users.

Slow to Act

Despite these impressive stats and figures, marketing
dollars for the Hispanic segment are still small by com-
parison. It is projected that on average only 5-8% of
marketing dollars are being spent behind this segment,
which represents over 16% of the population. This stat
is even more concerning when you consider the fact
that according to a number of shopper studies,
Hispanics spend more than non-Hispanics on a num-
ber of categories including groceries, telephone servic-
es, clothing, hair care products, cosmetics, athletic
shoes, and baby-related items. 

So why aren’t more marketers embracing this oppor-
tunity? First, there are many misconceptions when it
comes to this powerful consumer segment. Some mar-
keters believe that many Hispanics do not have the dis-
posable income to be active participants in luxury
categories. However, 2012 automobile sales data revealed
that Hispanic luxury car sales grew by 18%, which out-
paced the total market growth of 12%. Another common
misconception is that Hispanics eventually acculturate
creating a false sense that marketing programs targeted
towards the general market will also capture this seg-
ment. However, about 63% of Hispanic millennials
ranked the importance of cultural connectedness as high
or medium and about 40% state that they consume con-
tent in both English and Spanish. Another challenge is
that in many corporations, Hispanic marketing is done
in a silo instead of being integrated within the broader
marketing structure, which leads to a lack of coordina-
tion and support during planning and budgeting.

A Passion for Sports

Knowing how important this segment is and will contin-
ue to become, how can one start to win with them?
Consider this: 94% of Hispanic men consider themselves
sports fans while 56% fall into the avid category. At least
75% of Hispanics have purchased sports-related mer-
chandise within the last 12 months. In addition,
Hispanic households spent more than $1.7 billion on
participation fees and sports lessons in 2013. Hispanics
are passionate about sports and will reward the brands
that sponsor their favorite sports, teams, and athletes as
further evidenced by the 43% of Hispanic men who state
that they are loyal to brands that sponsor sports, 41% of
whom will buy products sold by these marketers.
While it is easy to link the Hispanic segment with

their passion for soccer, the Hispanic segment is not a
homogenous group. It is a dynamic segment of con-
sumers with rich, cultural sub-segments that have varied
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interests and passions. More recent immigrants hold
close to their home country’s passions, such as baseball,
boxing, MMA, bull fighting, and even wrestling.
However, as they get more integrated into American
culture they start to also immerse themselves into sports
like the NBA, NFL, NASCAR, and action sports. 
As a result, sports leagues and teams are starting to

actively create more Hispanic-focused initiatives to grow
their relevance with this attractive fan base, thus creating
more opportunities for brands to reach this segment. A
great example is the NBA, which over the past few years
has made huge strides in its efforts to reach and engage
with the Hispanic market. The NBA platform, titled
éne-bé-a, is already paying off with increased ratings
among Spanish-language broadcasts and Hispanic view-
ers of English-language broadcasts, increased social
media engagement, and sky rocketing merchandise sales
of limited edition Noche Latina NBA jerseys. The best
part of the éne-bé-a campaign is that the NBA did not
limit it to Spanish-language channels, but included it
and promoted it during English-language broadcasts to
reach their core Hispanic fan—the bicultural Latino.

Keys to Success

Winning with Hispanics is not as simple as just slap-
ping your brand’s logo on their favorite sport. One
must really be committed to understanding what drives
Hispanics’ passion for different sports in order to devel-
op programming that will not only connect with them
authentically, but will inspire action and advocacy on
behalf of the sponsoring brand. Here are a few tips:

Segment the consumer: Do not simply state that
your target is Hispanics. This is a dynamic segment
tracing their heritage to 22 different countries and the
majority of the population growth is coming from US-
born Hispanics instead of immigration. Therefore, set
aside marketing dollars to commission research to bet-
ter understand this segment and define your target.

Think national, but act local: When creating nation-
al advertising campaigns, leverage the universal
Hispanic truths about the importance of family, food,
culture, and optimism about the future. However,
when creating events and activations in markets, dive
deeper into the culture of the Hispanics in that market;
Puerto Ricans and Dominicans in New York City,
Mexicans in California, and Cubans in Miami. 

Educate before selling: Ensure that your frontline
team is able to have conversations with your target
consumer and engage them one-on-one. For a large
portion of this segment, there is still a major informa-
tion gap in matters such as health insurance, car insur-
ance, and financial services. Make sure you have the
staff and materials that can help bridge that gap.  

Foster one-on-one dialogue: The ability to have one-
on-one interactions is even more important for Hispanic
consumers. Hispanics rely heavily on referrals from fam-
ily and friends, those they trust, before making a pur-
chase decision. One-on-one time allows the frontline of
your company to begin building a relationship with the
consumer, breaking down the above-mentioned infor-
mation gap, and most importantly develop trust. 

Have year-round exposure: Hispanics are consumers
year round, not just during Hispanic Heritage Month
or Cinco de Mayo. In fact, these traditions are not even
celebrated by all Hispanics. As previously discussed,
much of the Hispanic segment is young, meaning that
many will be very active shoppers during Back to
School, Halloween, and Christmas. Also, with the
importance of family, Mother’s Day and Father’s Day
will be exponentially more important than the anniver-
sary of the Battle of Puebla (e.g., Cinco de Mayo).

Be authentic: Marketing is not about language prefer-
ence, but about human psychology. Simply taking your
general market English language campaign and trans-
lating it into Spanish is a potential recipe for disaster.
For example, many Hispanics seamlessly live with a cul-
tural duality. This duality is not mutually exclusive, but
inclusive. Hence, they seek social solidarity and deep
connection to their communities while holding close to
their familial roots. In fact, 51% of Hispanic millennials
believe that observing Hispanic traditions, customs, and
holidays is extremely/very important. 

Be scrappy: If you are not able to secure the full
budget you requested, there are still plenty of opportu-
nities for you to create a winning program. Understand
what your company is already doing and see if there are
current properties in your general market portfolio that
could be leveraged in unique ways to target the
Hispanic consumer. This could include activating an
existing sponsorship at a local festival with a high con-
centration of Hispanic attendees, like Fiesta Broadway
in Los Angeles. Also, do not forget about radio, which
tends to be a more affordable marketing vehicle.
Hispanics have the highest propensity to listen to the
radio of any ethnic group with 94% of all Hispanics
(aged 12+) listening to the radio during the week. 
Finally, make sure you develop a business plan,

define your target ROI, and show how you are going to
get there. One exercise that many colleagues in the
industry have found useful is to show how the business
would be performing today if you removed Hispanics
from the equation. This can be a great way to show
that without this segment, the CEO’s aggressive growth
plans might not be possible if you don’t gain the advo-
cacy of the Hispanic consumer.


