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Consumer Profile: The Hispanic Male

e Hispanic make [especially 18-34 ard 18-49 vears

of age] is o of the most sought-after

demagraphics by advertisers. 51% of Hispanics are

male, compared with cnly 47% of the non-Hispanic
population. 25% of Hispanic men are 18-34, while cnly 14%
ef rearr-Hispanic males ane 18-34,

Inberestinghy encasgh, the best way 1o reach today's Hispanic
imale is through spets elevision, Hispanic sports fans ame on
thie beading edope and setting the trends for marny advertises
categories. In comparison o the total LS population,
Hispanis spoits fans are af keast 209 mone Bkely 1o be innova-
tors of Thodght headers than the average population (VA1
2004, Couple that with the Fact that the median household
incarme for the Lating sports fan is higher than the L5 aver-
age (551,200 ve, 551,100, MBI 2004) and it's easy 1o undes-
stand the driving desire by achvertisers to reach the Hispanic
mmiale.

A an example of the purchasing power of the Hispanic
imales dominance in certain calegories, in the past 12
marnths, Hispanic sparts fans bought more candy bars, trav-
eled maore demestically, bought more athletic shoes, bought
e life msurance, spent mare o clothes, and had highes
credit card expenditures than the average LS. consumer,

Hispanic males tend to ke mare avid spors fans than the
total population. In a recent ESPN sports poll (071-03 2004)
50.2% of the male Hispanics surveyed considered them-
selves avid (super) sports fans, while anly 39,2% of the non-
Hispanic males considered themselves avid fans. Inoa samiple
stucly (E5PH 2004) conducted inthe top five LS, Lating mar-
kets, the avidity stretched across all sports. Although soccer
i extremvely populas, Caibbear-bom males prefer Baseball,
and boxing is huge with U5-barm Hispanic men, In fact,
447 of players under contract in bath the major and mines
baseball keagues are Latings. Hispanic males alse kve 1o
wiatch the fast-paced scoring action of the Mational Football
League and the National Baskethall Association, and have
ichenitified sparts news a5 a kev companent of their daily
viewing. Among Spanish-dominant Hispanic males, spors s
the miost popular foom of programming=31% morne pogular
than the nest categery, news and infarmation, follewed by
micvies, sitcems and comedies, dramas, and the rest that TV
hias te offier.

|

Hispanic males and Hispanic spors fans have until o
Eeeny undlerserved by the traditional Hispanis mediums that
cffer limited sports coverage, Accarding to Mielsen (2002-
2003}, Spanish-language broadoast netwarks devete anly
4.5% of their programming o sports, while the total market
chevotes 11% of programming to sports, Thankfulky, in the
last feowe wears several networks have been developed to give
the Hispanic mabe what he wants, sports






