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Average
CCI

DIMENSION SCORE

Total Hispanics 75

Millennials 70

Nonmillennials 78

18-24-year-olds 68

25-34-year-olds 71

Millennials born
in the U.S.

65

Community

64 

61

65 

60

61

54

69Millennials born 
outside the U.S.

76

Heritage

74

70

76

67

72

64

77

Family

75

72

76

71

81

86

79

Interestingly,
millennial
women are
more culturally
connected than
millennial men
(Average CCI of
72 versus 68). 
The disparity
between
genders is not
as apparent for
nonmillennial
women and
men (Average
CCI of 79 versus
77).

Source: 
Univision/Burke Cultural
Connection survey

CHART  1

Cultural Connection Index
Millennials born outside the U.S. are the most culturally connected. 

BY BETH SNYDER BULIK

Introduction: What is the CCI?

Univision Consumer Insights Research has been uncover-
ing and studying the nuances and influence of Hispanic culture
on consumer behavior for many years, and has now deter-
mined a concrete way of measuring U.S. Hispanics’ cultural
connections. Earlier this year, the team embarked on a study
with research firm Burke to explore in-depth the cultural con-
nections of Hispanic Americans. It fielded a comprehensive
study looking at millennial and nonmillennial Hispanics. With
the survey data, it created, and now introduces, the Cultural
Connection Index.

The CCI is a quantitative metric that identifies the relative
importance of cultural influences based on three specific
dimensions that best explain what influences Hispanic behav-
iors. Those dimensions are family, heritage and community.
The higher the ratings are for attributes associated with these
dimensions by respondents, the higher the resulting scores are
for cultural connection. For example, an individual who rated
key statements such as family importance, preferring to eat
Latin food and participating in events in the Hispanic commu-
nity as being important or extremely important would have a
high CCI score (see chart 1).

Most Hispanic Americans straddle two
cultures: the Hispanic one they were raised
with and the American one they live in.
While that is true for most immigrant groups, the difference for
Hispanics is that many of them, even those born in the U.S., still
strongly identify with their native Hispanic culture.

Unlike Italian Americans or German Americans or even
Asian-Americans who have immigrated to the United States,
Latino Americans tend to keep their cultural connections, instead
of joining the so-called melting pot of America.

Instead of assimilating into U.S. culture, Hispanics are adding
American ways to their traditional heritage and culture. Culture,
for many U.S. Latinos, is tied to their self-identity. Most cultur-
ally connected Hispanics never consider themselves to be from
the U.S. only, with at least three-quarters maintaining either
some or full Hispanic identity first before their U.S.-centric iden-
tity. And while some marketers realize the importance of that
connection, there has been no standard way to measure it, and
apply it, for different demographic groups of Hispanics.
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CHART  2

Calculating CCI Points Earned By a Single Respondent

Source:  Univision/Burke
Cultural Connection survey

CCI methodology 

Univision conducted this research with
Burke to look at the cultural connections of
millennial versus nonmillennial Hispanics.
Researchers wanted to find out not only the differences in
the two groups’ cultural connections, but also how those
connections played out differently in decision making
when applied to defining behaviors, including product-
and brand-purchase decisions, and media-related activi-
ties. The study is based on a 30-minute-long question-
naire administered online with 502 millennial Hispanics
age 18 to 34 and by phone with 252 nonmillennial
Hispanics age 35 and older.

The Cultural Connection Index first looked at the broad
relationships within the battery of questions asked, in order
to weed out redundant attributes while also highlighting
relevant attributes. The 754 total respondents were weight-
ed proportionately to represent the Hispanic population.
Factor analysis determined the “load” of each of the rele-
vant attitudes. The research team then chose the 10 attrib-

utes with high load, that is, ones that did a good job char-
acterizing broader dimensions.

Those 10 attributes were grouped into three key macro
dimensions across which all millennial and nonmillennial
Hispanic responses could be categorized: family, heritage and
community. The categories were further weighted, with
community accounting for 20%, family accounting for 40%
and heritage accounting for 40% of the total CCI score.

Based on a scale of 1 to 5, the highest point on the
attribute rating is when a respondent answered 5, or
“extremely important,” while the lowest point was 1, or
“not important at all.” To create an index of 100 as the
maximum, the respondents’ answers were applied to a 10-
point scale by doubling the scale of 1 to 5 answers. The
index, then, ranges from about 15 up to 100 (see chart 2).

To determine whether individuals were ranked high,
medium or low on CCI, the research team looked for data
breaks as dividing points. They found that regardless of mil-
lennial or nonmillennial status, it was appropriate to define
low as an index of 64 or lower, medium as 65 to 79 and high
as an 80 or higher.

Total points
earned

77
——————

Total points
possible

100
——————
Respondent 
CCI score 

77%

POINTS
1 2 3 4 5 6 7 8 9 10 EARNED

Socializing with others within my
Hispanic community

1 2 3 4 5 6 7 8 9 10 6

Organizing or participating in events or
activities in my Hispanic community

1 2 3 4 5 6 7 8 9 10 6

My parents have always inspired 
and guided me

1 2 3 4 5 6 7 8 9 10 10

I prefer shopping along with my family 1 2 3 4 5 6 7 8 9 10 6

One of my favorite things is to spend
1 2 3 4 5 6 7 8 9 10 8time with my family

My family is very important to me 1 2 3 4 5 6 7 8 9 10 10

In my culture, elders are always respected 1 2 3 4 5 6 7 8 9 10 7

I prefer to listen to Latino 
culture-inspired music

1 2 3 4 5 6 7 8 9 10 9

Enjoying traditional Latino meals or dishes 1 2 3 4 5 6 7 8 9 10 8

Observing your family’s Latino
traditions, customs and holidays

1 2 3 4 5 6 7 8 9 10 7
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21%
42%

37%

35% 35%

30%

High cultural 
connection

Low cultural 
connection

Medium cultural connection

High cultural 
connection

Low cultural 
connection

Connection among those 18-241

Connection among those 25-342

Medium cultural connection

38% 22%

40%

Connection among total Hispanics 

Medium cultural 
connection

Low cultural 
connection

High cultural connection

CHART  3a

Cultural Connection: Millennials
Millennials 25 to 34 more likely to have a high or medium connection
to Hispanic culture than those 18-24. Younger millennials ages 18-24
are somewhat less culturally connected than those 25-34.

CHART  3b

Cultural Connection: Total Hispanics
Nearly 80% of total Hispanics have a high or medium
connection to Hispanic culture. 

WHY IS CULTURAL CONNECTION IMPORTANT WHEN
MARKETING TO HISPANICS IN THE UNITED STATES? 

Current  classifications that ultimately silo U.S. Hispanics often
use a sliding scale for acculturation—by definition, the process of
adopting a new culture—and assume a one-way path to assimi-
lation. But these classifications don’t truly reflect Hispanic-
American experiences.

More important, acculturation-based classifications aren’t
actionable or transferable, and don’t really give enough informa-
tion to enable marketers to develop effective Hispanic marketing
strategies. Often marketers use acculturation to justify market-
ing to Hispanics only in English, and to ignore communicating
benefits that are most culturally relevant. Language spoken
tends to be a key component of Hispanic classifications, but
because language is only an outward manifestation of cultural
connection, it can’t explain the whys behind behaviors and
actions.

Developing a cultural-connection metric helps identify what
is unique about Hispanics. It clarifies for marketers how
Hispanics can power their brands and fuel future growth across
many demographics. It can also serve as a blueprint to guide the
development of cost-effective scale programs with Hispanics.

“Cultural connection is a transcendent and discriminating
variable that works across age and gender groups,” said
Elizabeth Ellers, exec VP-corporate research at Univision. “It’s
more than just about speaking Spanish. As an illustration, more
than two-thirds of all adult 18-to-34 Hispanics in the U.S. watch
Univision in prime time in a typical week. Clearly that majority
is greater than the number of people who primarily speak
Spanish at home. … It’s about how all Hispanics interact with
American culture, which is a process that is additive, and not one
that is restricted to measuring degrees of assimilation.”

And in fact, because language is so often used as the only fac-
tor in Hispanic marketing and advertising strategies, this
research purposefully does not include language spoken as a dis-
criminating factor in assessing cultural connection.

As Roberto Orci, CEO of Acento Advertising and chairman
of the Association of Hispanic Advertising Agencies
(www.ahaa.org), said,“Language is a media decision versus a cul-
tural decision.”

The cultural connections, and each individual’s personal eth-
nocentricities that span beyond language or demographics, are
the keys for marketers seeking to understand and reach U.S.
Hispanics. And with that group’s rising population—Hispanics
accounted for more than 70% of U.S. millennial population
growth in the latest Census, compared to 2000—engaging them
is probably more important than ever for most brands. Culture
manifests itself in nearly all aspects of Hispanics’ lives, from
social interactions and family to the use of technology and the
types of products and brands purchased.

The message to marketers is clear: Figure out what is impor-
tant to Hispanics, what their cultural connections are and how
those influence their lifestyle and decision making. Then speak
to them, particularly the influential millennials, through that
lens.

This trend report introduces the Cultural Connection Index,
what it is and why it has meaning for different generations of
Hispanics, especially younger millennial Latinos. (chart 3a).

AMONG TOTAL
MILLENNIALS (18-34)

30%
High cultural
connection

32%
Medium cultural
connection

38%
Low cultural
connection

AMONG TOTAL 
NONMILLENNIALS (35+)

48%
High cultural
connection

40%
Medium cultural
connection

12%
Low cultural
connection

Low connection = 64 or less;
medium connection = 65-79
on CCI; high connection = 80
or higher on CCI

1-Base: n=225,  2-Base: n=277

All percentages might be 1%
higher/lower depending on
rounding

Source:  Univision/Burke
Cultural Connection survey

Base: n=754

Source:  Univision/Burke
Cultural Connection survey

Low connection = 64 or less; medium connection = 65-79 on CCI;
high connection = 80 or higher on CCI
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Comparing culturally connected
Hispanic millennials and
Hispanic nonmillennials 

The cultural connections of Hispanics
influence their social interactions,attitudes,
purchasing behaviors,technology usage
and media consumption.

Those who are more culturally connected, whether millennials
or nonmillennials, have stronger social and family bonds that
thread through all areas of their lives and play an important role
in their attitudes and behaviors.

But the importance of culture is not only the province of
older Hispanics and new immigrants. Close to 80% of all
Hispanics interviewed in the survey have a high or medium cul-
tural connection (see chart 3b).

Such a large majority means that—and the study supports
this fact—the importance of cultural connections runs across all
demographic groups of Hispanic Americans. This holds up uni-
laterally when it comes to gender, geography, income, education
and, likely most relevant to marketers, the generational group
Hispanics are in.

Marketers who target baby boomers, Gen X and Gen Y as
subsets of the larger consumer population need to understand
that Hispanic culture is as important to a 21-year-old
Mexican born in the United States as to a 65-year-old
Colombian who immigrated 15 years ago. About 63% of mil-
lennials ranked as high or medium in cultural connectedness,
as did 89% of those 35-plus.

Some demographic characteristics, however, make a differ-
ence in a person’s high or low CCI score. Birthplace, for instance,
matters. Cultural connections rank as more important to those
born outside the United States. Seventy-eight percent of the
total high-CCI group were born outside the United States,while
only 21% were born here. That holds true among the younger
Hispanic millennials as well. More than half of millennials born
outside the United States index high, while only 26% of the
same age group born in the country indexed high. (In the over-
all survey, 40% of respondents were born in the United States,
while 58% were born outside the country.) Millennial
Hispanics born outside of the United States were, in fact, over-
all the most culturally connected group.

Primary language spoken, as this study surmised, did not
seem to matter. More than 57% of those in the survey consid-
er themselves bilingual, and that percentage holds steady across
age categories and CCI groups:58% of those with a high cultur-
al connection consider themselves bilingual. By age group, 63%

of millennials and 58% of nonmillennials who ranked high in
CCI also self-identified as bilingual (see chart 4).

And some variance can be seen in specific areas. For instance,
among female millennials, 70% rank as having high or medium
cultural connections, versus 55% of men their age who also
rank high or medium in their CCI. However, the same dispari-
ty does not hold true for nonmillennials, among whom women
and men in high and medium groups are about the same in
their CCI, at 91% and 86% respectively. Homemakers across
generations,who are mostly women in this study,are more like-
ly to have a high or medium CCI.

Older millennials, age 25 to 34 years, are another more high-
ly culturally connected group when compared with their
younger 18-to-24-year-old counterparts.Sixty-six percent of the
older millennial group ranked as having high or medium cultur-
al connections, while only 58% of younger millennials did.

All high culturally connected Hispanics, regardless of age, are
more likely to be married, and have family living in some other
country.They are also more likely to have spouses born outside
the United States. The overall demographic makeup of the
respondents reflects the overall U.S. Hispanic consumer popula-
tion. The average Hispanic household size is 3.5 people, with
more than half (51%) having children under 18 living in the

household, and another 24% with a relative other than their
spouse and children living with them. About 65% of respon-
dents are married or living with a partner. Most are not recent
immigrants. About 46% have lived in the United States for 20
years or more, while just 13% have lived here five years or less
(see chart 5).

However, the most important indicators to the Cultural
Connection Index are, of course, the three dimensions of fami-
ly, heritage and community. Let’s take a closer look at the three
legs of the CCI’s supporting stool.

Marketers who target baby boomers,
Gen X and Gen Y ... need to understand
that Hispanic culture is as important to a
21-year-old Mexican born in the United
States as to a 65-year-old Colombian
who immigrated 15 years ago.
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FAMILY

Importance of family is a critical discriminating factor among
all Hispanics, but those who are most culturally connected are
more likely to feel strongly about family relationships. Fifty-
nine percent of all millennials and 88% of nonmillennials
agree that spending time with family is one of their favorite
things to do. But the higher millennials are on the Cultural
Connection Index, the more this is true. For instance, 90% of
the high- and 64% of the medium-CCI groups choose fami-
ly time as a favorite activity, while just 30% of the low-CCI
group agree with this. Also among millennials, 86% of the
high- and 67% of medium-CCI groups indicate that their
parents have always inspired and guided them (see chart 6).

HERITAGE
Heritage reflects universal Hispanic traditions, and one of the
key characteristics is respect for elders. That value is deeply
ingrained for both high-indexing millennials and nonmillenni-
als: 94% of the high-indexing younger group and 91% of
Hispanics age 35-plus characterized this as very important.

Traditional Latin food is equally important to both millen-
nials (68%) and nonmillennials (64%), while passing along

Latin culture and traditions is most important to the high-
indexing millennials, especially when it comes to transferring
them to their children. A whopping 97% of the highly con-
nected 18-to-34-year-olds said passing customs to children is
important, while just 74% of nonmillennials agreed with that
(see chart 7).

COMMUNITY
Community measures social connections to the Hispanic
community. The study found that the more culturally con-
nected an American Hispanic is, the more likely he or she is
to actively seek out Hispanic friends because it is important to
associate with other Hispanics. However, this research also
noted that for the high-indexing millennials, their friendships
outside the Hispanic community are almost equally impor-
tant to the friendships held within the Hispanic community.

The high-indexing millennials also agree that most of
their closest friends are Hispanic (78%), and that most of all
of their friends can understand at least some Spanish (74%).
To the research team, that indicates that the high- and medi-
um-connected millennials may use Spanish as a kind of glue
to cement their social relationships (see chart 8).

MILLENNIALS NONMILLENNIALS

HIGH MED LOW
Languages spoken by 
respondent at home HIGH MED LOW 

61%Bilingual (net) 63% 66% 54% 59% 53% 37%54%

5%
Spanish and English
about equal

6% 5% 3% 4% 4% 6%4%

29%
Mostly English, but
some Spanish

20% 29% 36% 14% 30% 17%21%

Mostly Spanish, but
some English

28% 38% 32% 16% 41% 19% 14%29%

Spanish dominant 
only Spanish in the home 24% 35% 22% 16% 39% 27% 22%32%

TOTAL TOTAL

CCI CCI

16%
English dominant
only English in the home 1% 12% 30% 3% 19% 40%14%

CHART  4

Culturally Connected Millennials More Likely to Speak Spanish at Home 
The culturally connected millennials are as likely to speak Spanish at home as are the nonmillennials. 

Total millennials: n=502
Total nonmillennials: n=252

Source:  Univision/Burke
Cultural Connection survey

61% 
of millennials are
bilingual. This
percentage
holds steady
among
millennials with a
high cultural
connection.
—————————

59% 
of nonmillennials
with a high
cultural
connection are
bilingual.
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TOTAL 
HISPANICS

(n=754)

Have children in household (net) 51% 59% 49% 38%

Children 6-11 years of age 27% 31% 25% 22%

Children 12-17 years of age 23% 26% 25% 14%

Have other family members living 
in household

24% 24% 22% 29%

Sibling(s) 8% 7% 8% 9%

Adult children 18-plus 4% 4% 4% 4%

Aunt/uncle(s) 1% * 1% 2%

Parent(s) 12% 10% 11% 16%

Children under 6 years of age 26% 32% 23% 19%

Number of people in household 3.5 3.8 3.5 3.1

Marital status

Grandchild(ren) 1% 2% 1% 2%

Other family members 5% 8% 5% 3%

Married/living with partner (net) 64% 75% 61% 50%

Single, never married 26% 16% 26% 43%

5 years or less 13% 9% 15% 20%

Between 5-10 years 14% 12% 13% 21%

Between 10-20 years 26% 28% 25% 18%

Avg. years lived in U.S. (if not born here) 14.8 15.4 14.6 12.7

Cousin(s) 1% * 1% *

Grandparent(s) 1% * 1% 1%

More than 20 years 46% 48% 47% 37%

HIGH
(n=299)

MED
(n=288)

CCI

LOW
(n=167)

CHART  5

High Culturally Connected Hispanics More Likely to Have Larger
Households and Be Married 

Note:
*Sample size too small for
reliability, shown only for
consistency. 

Totals may not add up to 100
percent due to rounding or
no response.

Source:  Univision/Burke
Cultural Connection survey

64% 
of respondents
are married or
living with a
partner. Most
are not recent
immigrants. 
—————————

48% 
of high-CCI
Hispanics have
lived in the
United States
more than 20
years.
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* Rated 8, 9, or 10
Total millenials: n=502

Source:  Univision/Burke
Cultural Connection survey

My family often eats its meals together

LOW CCI

My parents have always inspired and guided me

My parents have made sacrifices to give my family a better life

One of my favorite things is to spend time with my family

MED CCITOTAL HIGH CCI
NONMILLENNIALS

TOTAL

“My family is very important to me”

MILLENNIALS

78% 98% 86% 56% 98%

59% 90% 64% 30% 88%

59% 86% 67% 31% 80%

65% 89% 68% 45% 76%

49% 72% 51% 27% 72%

CHART  6

Cultural Connection Index: Family
Family is the most important thing for all groups, but those who are more culturally connected are more likely to feel
more strongly about family.

The most
culturally
connected
millennials have
a strong sense of
family, spend
more time with
family, tend to
eat more family
meals and feel
more connected
to their parents.

Solimar Rodriguez, 27
HIGH CCI

Solimar Rodriguez doesn’t consider
herself a typical Hispanic immigrant.
Although the 27-year-old moved to the
U.S. mainland just two years ago, she is a
U.S. citizen by birth, coming from Puerto
Rico. And as she notes, “Everything you
have here, we have there. … Puerto
Ricans are different from Latin
Americans because we are raised in an
American culture.”

She moved to Florida to be with her
fiancé, who is also from Puerto Rico, and
she has some extended family living
nearby. However, her parents, siblings and
most of her extended family still live in
Puerto Rico, and keeping in touch with
them is very important to her. She uses
Facebook, Skype, texts and mobile-phone
calls to stay in touch with them. “Even my
dad has learned how to text to keep in
touch with me,” she said.

Her closest friends are Puerto Rican,
many of them still living there, but she
and her fiancé have a wide social circle of
American and Hispanic friends in Florida.
Her fiancé’s business partner, for
instance, is Peruvian, and his wife is from
Argentina, while her boss is from Canada.

“I’m the type of person who likes to
put everyone together,” she said, and
recently invited an English-speaking-only
American friend to a mostly Puerto Rican
party thrown to watch a big televised
boxing event. “She said the only thing I
need to do is laugh and yell,” said Ms.
Rodriguez, laughing at herself.

She is bilingual, and when she has
children, she plans to teach them both
languages, and take them to visit Puerto
Rico as often as possible.

“I want them to feel proud of our
traditions and proud of being Puerto

Rican,” she said. 
Ms. Rodriguez recently took the bar

exam and is hoping to become a
practicing immigration lawyer in the next
three months. She would like to get
involved in the local association of
Hispanic professional lawyers.

“I would love to be part of a working
professionals group and help give a good
impression of Puerto Ricans,” she said.
“Many of the people moving from Puerto
Rico to the U.S. right now have college
degrees. … There is a stigma about being
Puerto Rican that we have to carry. I
would love to participate in (something)
that would help get that view out.”
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CHART  7

Observing and Passing Latino Traditions and Customs
Passing on Latino traditions and customs is most important to millennials with a high CCI, especially when it comes to
passing this heritage to their children. 

CHART  8

Social Choices
The social choices of millennials suggest that culture plays a role in who they choose as friends.  
Those close to their Hispanic culture mostly have Hispanic friends.

“Most of my parents’ friends are Hispanic”

“Most of my friends can at least understand some Spanish”

LOW CCIMED CCITOTAL HIGH CCI
NONMILLENNIALS

TOTAL

“Most of my really close friends are Hispanic”

MILLENNIALS

47% 78% 49% 21% 67%

57% 88% 58% 32% 81%

45% 74% 47% 20% 63%

High- and
medium-
connected
millennials may
use Spanish as a
kind of “glue” to
cement their
social
relationships

Observing your family’s Latino traditions, customs and holidays 
through frequent parties, events and celebrations**

LOW CCIMED CCITOTAL HIGH CCI
NONMILLENNIALS

TOTAL

Passing on your family’s Latino traditions and customs to your children**

MILLENNIALS

61% 97% 72% 24% 74%

51% 93% 57% 13% 52%
** Rated extremely/very
important 

Source:  Univision/Burke
Cultural Connection survey

* Rated 8, 9, or 10

Source:  Univision/Burke
Cultural Connection survey

Observing Latino
traditions,
customs and
celebrating
holidays through
frequent parties
and events is
most important
among the more
culturally
connected
millennials.
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CCI: Shopping and brand behavior  

Much research exists that demonstrates
Hispanic consumers are extremely brand
loyal. They’re also überconsumers,spending
more per household on groceries, making more frequent trips to
the store and overindexing on consumption in categories such as
consumer goods and quick-service restaurants. Collectively,
Hispanics wield $1.2 billion in buying power in the United States.

In fact, it is a population that is growing by double digits, par-
ticularly its youngest groups, while other traditional demograph-
ic groups are increasing by mere single digits. The Hispanic pop-
ulation grew 43% from 2000 to 2010 and now accounts for one
in every four people younger than age 18. Latino Americans are
expected to make up 30% of the U.S. population by 2050.

So for many marketers, whether they realize it or not, U.S.
Hispanics are an ideal target audience.

“I would hate for people to market to Hispanics out of some kind
of goodwill effort. The fact is, it’s a 50-million-plus market of con-
sumers that overindexes in many ways in consumption. If Hispanic
United States was its own country, it would be the seventh- or
eighth-largest economy in the world,” said Mr. Orci of AHAA. “I
understand that marketers are faced with lots of priorities and lim-
ited budgets for marketing.(But) we just happen to think it’s hard to
find a better bet than a segment that’s growing like ours.”

With Hispanics in general a growing, loyal and eager con-
sumer group, the sweet spot may be the culturally connected
Hispanic millennials shopper. These young and connected adults
enjoy being engaged in many ways to learn about new brands
and products. And in fact, this study reveals that they consider
learning about new brands and products entertaining.

High-indexing millennials are more likely to browse at
stores, for instance; 73% say browsing at stores or malls is enter-
taining versus 48% of all Hispanic millennials and 46% of non-
millennials. They also like to stay up-to-date with the latest
brands (56% of high-CCI millennials versus 35% of all millen-
nials) and use social media to learn about new brands (41% ver-
sus 25%) (see chart 9).

“That’s consistent with Hispanic behavior and is in part why
many Hispanics buy premium products from a range of cate-
gories, including automobiles and phones. It makes a statement
about who they are,”said Ruth Gaviria,senior VP-corporate mar-
keting, Univision.

But how exactly can brands use cultural connections to mar-
ket to Hispanics? Strategies vary from marketer to marketer, but
take a look at how some are already doing it.

General Mills, for instance, uses lifestyle to market to
Hispanics, and in the case of its successful website Qué Rica Vida,
specifically targets Latina mothers. According to General Mills,
the initiative is meant to build relationships with “newly accul-
turated Latina moms by providing them with culturally relevant
lifestyle information and expert advice on the topics of education,
holiday occasions, health and wellness, and family—issues of

great importance to Hispanic families in America.”
The Spanish-language website and quarterly lifestyle maga-

zine has been well received by the Hispanic community since its
launch in 2006, and today even includes an iPad app with 900
Latin-inspired recipes.

However,brands seeking to reach these unique shoppers must
understand it’s not as simple as translating marketing materials
into Spanish. It might simply not translate directly—the famous
California Milk Processor Board’s “Got Milk?” campaign uses a
different tactic to market to Hispanics because the tagline trans-
lates roughly to “Are you lactating?” But almost as bad, and a
waste of marketing dollars, a translated-only campaign probably
won’t make a connection.

“You can speak Spanish and you can speak English, but if
you’re speaking out of culture, you’re not going to be effective,”
said Mr.Orci.“Some marketers make the mistake of making their
advertising exactly the same in English and Spanish because they
know Hispanics watch both and they don’t want to confuse them.
But when you talk to them in culture, that’s the place to show
them you get them and care.And then when they see the differ-
ent general market work, they’ll say, ‘Oh, those are the people

GENERAL MILLS  
Qué  Rica Vida aims to build relationships with newly acculturated

Latina moms by providing them with culturally relevant information

➜
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www.quericavida.com


He is the New American Reality
Alex is a cashier by day, Univision viewer at night.

Every week, 48% of all Hispanic millennials
engage with Univision Networks.

Is your millennial strategy reaching them?

Watch his video testimonial
at univision.net/millennials_alex

AA0111139supp.qxp  5/1/2012  1:37 PM  Page 1
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CHART  9

Higher Culturally Connected Millennials More Likely to Learn 
About New Brands/Products
Higher culturally connected millennials more likely to browse at stores, stay up-to-date with newer brands, and use
social media to learn about new brands.

* Rated 8, 9, or 10

Source:  Univision/Burke
Cultural Connection survey

who care about me.’”
Toyota and its agency, Conill, figured that out for the launch

of the budget-friendly compact brand Yaris. The non-Hispanic
market concept had already been established: Appeal to young
car buyers who want more than affordability in a car by offer-
ing the style and creativity they desired. After sending both
Hispanic and non-Hispanic researchers into young Latinos
homes to find out who they were and what they wanted,
Toyota and Conill created “Mundo Yaris,” a 360-degree concept
for young Latinos to tap into their desire for individualization
and creativity with a cultural bent.

It was incorporated into everything from traditional adver-
tising to digital community to Hispanic-community events.
And it worked.The initial goal was to sell 6,400 Yaris models, or
10% of total projected sales for the year, to Hispanics.That goal
was reached in five months, and within six months, the Yaris
became the No. 1 entry-level subcompact among Hispanics,
with 30% market share. Almost as important, the overall
Toyota brand reaped a halo effect of the Yaris campaign and by
2010 was the No. 1 brand among U.S. Hispanics, with one in
four purchasing a Toyota brand, according to the company.

Walmart is another good example of a proactive marketer.
Instead of using lifestyle as the cultural hook, it uses merchan-
dising to appeal to Latino Americans. In target-area stores, for
instance, an equal number of footballs and soccer balls are
stocked in a section right beside each other. Walmart is also
nimble in its assessment and product selections, and on a store-
by-store basis, will feature merchandise, food or entertainment,
for example, that would particularly appeal to culturally
engaged Hispanics. It’s even gone as far to test stores à la Sam’s

Club, but specifically designed for Hispanics, such as the Más
Club in Houston.

With family as one of the key determining factors of cultur-
al connections, and high indexers’ professed enjoyment of
shopping, it’s no surprise that shopping and family often go
hand-in-hand for highly connected Hispanic consumers.

More than 57% of the millennials and 73% of the nonmil-
lennials who rate as highly connected prefer to shop with their
families (see chart 10).

“Family plays an important role in providing advice on
brands to purchase among these groups and there is a strong
preference to shop with family,” said Graciela Eleta, senior VP-
brand solutions, Univision. “It’s really a collective experience,
unlike the shopping preferences of many other cultural or tar-
get groups that are more likely to be focused on an individual
decision maker (i.e., primary shopper or head of household).”

Brand loyalty, as mentioned above, is common for many
U.S. Hispanics and that loyalty among the highly connected
group extends particularly to the legacy brands they use.Those
deeply connected with their culture have a higher loyalty
toward legacy brands: 67% of nonmillennials like to purchase
brands they have known a long time, as do 62% of high-index-
ing and 49% of medium-indexing millennials. The differences
are more apparent when looking at those millennials born in
the United States, with 42% agreeing they prefer legacy brands
versus those born outside the country, among whom 53% said
they prefer the more familiar brands (see chart 11).

That’s why, for instance, brands like Colgate and Coca-Cola,
which are popular in Latin countries, also tend to be popular
with U.S. Hispanics.

I stay up to date with the latest brands available in the marketplace

Browsing at stores or the mall is entertaining to me

LOW CCIMED CCI
TOTAL 
(n=502) HIGH CCI

NONMILLENNIALS
TOTAL

I like checking out brands advertised on Facebook and Twitter

MILLENNIALS

25% 41% 28% 11% 20%

35% 56% 32% 21% 33%

48% 73% 47% 30% 46%

The more highly
culturally
connected
millennials
remain engaged
in many ways to
learn about new
brands/products.  
Learning about
new brands/
products is
entertaining for
them. 
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CHART  10

Family Plays  Important Role in Providing Advice on Brands to Purchase 
Family is important with regard to shopping for brands, particularly among millennials who are the 
most culturally connected, and, even more so, among nonmillennials.

CHART  11

Millennial Hispanics More Likely to Be Influenced by Legacy Brands
The legacy of the brands may also carry into brand loyalty among Hispanics.  Those deeply connected with their culture
have a higher loyalty toward legacy brands. 

“I like purchasing from 
brands I have known for a 
long time, so there is no 
uncertainty on what to expect” 

Millennials born in the U.S. 
that agree with this: 42% 

Millennials born outside the U.S. 
that agree with this: 53%

The differences are more apparent when looking at those millennials born in the U.S. versus 
born outside the U.S.

LOW CCIMED CCITOTAL HIGH CCI

35%49%47% 62%

29%59%60% 67%

MILLENNIALS

NONMILLENNIALS

The high
culturally
connected
millennial
Hispanics are
even more likely
to be influenced
by legacy
brands than
nonmillennials
as a whole.

I often seek the advice of family on
what brands to purchase

24% 34% 29% 11%

I prefer shopping along with my friends 27% 44% 25% 15%

I often seek the advice of friends on 
what brands to purchase

20% 27% 24% 10%

Learning About Brands

Purchasing Brands

I prefer shopping along with my family 34% 57% 36% 12%

I often seek the advice of family on
what brands to purchase

24% 35% 15% 7%

I prefer shopping along with my friends 25% 30% 24% 9%

I often seek the advice of friends on 
what brands to purchase

16% 22% 9% 14%

Purchasing Brands

I prefer shopping along with my family 49% 73% 28% 28%

LOW CCIMED CCI
TOTAL 
(n=502) HIGH CCI

MILLENNIALS

Learning About Brands NONMILLENNIALS

Source:  Univision/Burke
Cultural Connection survey

Source:  Univision/Burke
Cultural Connection survey

There is a strong
preference
among these
groups to shop
with family,
which is not as
strong among
millennials and
nonmillennials
who are not as
culturally
connected.
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The technology boom over the past decade
has impacted all American culture by creating
new and important communications
platforms and tools,but for Latino Americans,
technology has had a unique impact.

The rise of connected technology such as mobile communica-
tions, broadband internet and social media has created an easy,
efficient and economical way for Hispanics to keep their cultur-
al connections alive.

About half of both millennials (42%) and nonmillennials
(47%) said technology has made it easier for them to connect to
their culture and heritage.Another 67% of millennials and 58%
of nonmillennials said technology allows them to stay connect-
ed to the latest events in their country of origin outside the
United States.

High-cultural-connected Hispanics take advantage of tech-
nology even more,with 65% of millennials and 64% of nonmil-
lennials agreeing that tech makes it easier to connect to culture
and heritage.

Ninoska Marcano, 44, was born in Venezuela, but has lived in
the United States since 1997.As a freelance journalist and moth-
er of two young boys with whom she wants to share her Latin
American heritage, she uses digital and social media to connect
to news and family in the United States and South America.

She uses Facebook, for instance, to post photos and videos of
her children for her family in the United States and Venezuela to
share, and allows the boys to read their comments. The whole
family often uses Skype to connect, such as with her flight atten-
dant brother, Julio, who lives in Houston, but checks in from
places such as Costa Rica, Panama and Mexico. Every other
Sunday, they visit with her mother-in-law via Skype, with her
children showing off their bilingual reading skills or musical
abilities for her in the half-hour chats.

Ms. Marcano herself listens to radio talk shows, reads news-
papers and watches podcasts to keep up with events in Venezuela,
where her mother still lives.Twitter has been a favorite resource
for keeping up with trends and news, she said, and in fact, one
time when her mother and aunts were traveling outside Caracas,
she read on Twitter about an accident.

“I immediately called them to warn them, and they hadn’t
even heard about it.They were able to detour and got home early
from their trip.All this was thanks to tweets made by people who
were in the area in Venezuela, while I read them here in Vienna,
Virginia,” she said.

Like many highly connected U.S. Hispanics, she likes being
able to use technology to connect socially in general,but the abil-
ity to more easily connect to her heritage and culture is even
more rewarding.

“I am super proud to be an American—I have chosen to be
one—but there are also wonderful things that as an immigrant I

bring to the U.S., and of course pass on to my children,” said Ms.
Marcano.“Feeling proud of your place of birth and being able to
share the positive things can never hurt, and now it is all possi-
ble and easier, thanks to technology.”

Technology that helps connect is an equal boon for nonmil-
lennials like Ms. Marcano and millennials, but Hispanics who
are more culturally connected are even better at leveraging tech-
nology to connect to their culture, heritage, friends, family and
events in their home countries.Eighty-nine percent of high-CCI
millennials say technology makes it easy to connect to friends
and family; 84% say it’s easier to follow events in their home
country of origin; and 65% say it enables them to connect to
their culture and heritage (see chart 12).

Smartphones are a particularly beloved device among all
Hispanics, with  60% owning smartphones versus  47% of the
overall mobile-phone population, according to Nielsen data
(based on fourth-quarter 2011 Nielsen Mobile Marketplace).

However, when it comes to those latest and greatest tech-
nologies, it’s probably no surprise that Hispanic millennials
outshine their older counterparts. Hispanic millennials, who
make up about 20% of all U.S. millennials, according to the
U.S. Census, are influencers and early adopters, much like the
rest of the younger U.S. demographic. But with their strong
cultural connections, they are also forging new paths with
technology, by using their sophisticated skills to maintain con-
nections, reconnect with their native culture in a new way and
discover digital connections that were unavailable to previous
generations.Almost three-fourths of Hispanic millennials own
a smartphone, compared with just 34% of the older genera-
tion, who are also much more likely to have a landline phone
(84%) than millennials (37%).

Internet access is ubiquitous among Hispanic millennials
(100%), given the online survey administration to millennials,
and they own more sophisticated devices than older genera-
tions. More than 16% own an e-reader, compared with 9% of
nonmillennials; and 21% use cloud storage, versus 9%.

And those with a high Cultural Connection Index are even
more likely to own and use the newest devices: 81% of high-

CCI: Technology and adoption 

Eighty-nine percent of high-CCI
millennials say technology makes it easy
to connect with friends and family; 84%
say it’s easier to follow events in their
home country of origin; and 65% say it
enables them to connect with their
culture and heritage
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Gabi Herrera, 20
MEDIUM CCI

Gabi Herrera is a typical college student. She’s a junior
majoring in marketing and management at the College of
St. Scholastica in Duluth, Minn. But she’s also a bilingual
first-generation Mexican-American who was raised by her
immigrant father, and she says heritage is important to her. 

She is an only child, but has an extensive network of
aunts and cousins in Mexico with whom she keeps in touch
on Facebook, using Skype and even sending USPS mail. 

“I have a really strong connection to my Mexican
culture, and technology helps keep it strong. I have one
cousin that I speak Spanish to, and she speaks English to
me, so we can both practice. We’re very close, but I haven’t
seen her in about five years,” said Ms. Herrera. 

She watches Spanish and English-language TV shows,
and especially enjoys watching telenovelas and Mexican
soccer with her dad. Ms. Herrera played soccer for 10 years,
and it’s another link to her family and culture, following the
national teams in
Mexico and arguing
with her cousins about
which ones are better.

Ms. Herrera has
both non-Hispanic
American and
Hispanic friends;
“about half and half,”
she said, although
many of her Hispanic
friends are from her
Spanish-immersion
high school in St. Paul.
That’s where she
learned to speak
Spanish, not from her
father, who worried that if he taught her Spanish at home
she would always have an accent. 

As far as being marketed to as a Hispanic millennial, Ms.
Herrera said she is comfortable with either English or
Spanish messages, as long as the message is respectful
and relevant. She recalled that in the early days of
Facebook she would type messages in Spanish to her
cousins, and suddenly get ads along her page selling
Spanish-language programs or hawking Mexican soccer
apparel. 

She is open to marrying either a Hispanic or non-
Hispanic man. However, she is positive she will pass on her
Mexican heritage and culture to her children.

“I want to make sure my kids are fluent in Spanish, and
possibly send them to an immersion school like I went to. I
went from K to 12 and I loved it,” she said. “I knew a ton of
kids in high school who looked a lot more Hispanic than me
and then didn’t know a lick of Spanish. I think that’s really a
waste, and sad for them.”

CCI millennials have a smartphone, 27% have a tablet (com-
pared with 24% of all millennials), and 17% have smart TV
(compared with 13%).

Gadgets can be complicated for anyone to use, and electron-
ics retailer Best Buy realized that might be especially difficult
for Spanish speakers. So it built microsites, apps and catalogs
written in Spanish, as well as text messages and other commu-
nications. The marketing materials are not simply translated,
however. They are rewritten by human translators, an impor-
tant distinction.And it is working. Users of Best Buy’s Spanish-
language website spend twice as much time on-site and twice as
much money per visit, compared with the English-language
site. Best Buy also uses those online research tools to draw cus-
tomers into the store, where it further attempts to create a pos-
itive experience for Hispanic shoppers, with bilingual associates
(identified by unique name tags), bilingual signage and ambient
Spanish music and videos.

Social media is another area where Hispanic millennials
excel. Most millennials are early adopters and usually ahead of
their older counterparts, and Hispanic millennials are no excep-
tion. More than 86% of millennials use Facebook, compared
with 47% of Hispanic nonmillennials; 57% use Google+, com-
pared with 25% of the older group; and 40% use Twitter, com-
pared with 14% (see chart 13).

Among those with strong cultural connection, overall social
interaction is higher. Seventy-seven percent of high-CCI mil-
lennials send texts on cellphones, compared with 73% of all mil-
lennials; 56% post pictures, compared with 39%; and 22%
upload videos to a video-sharing site, compared with 15% of the
general group, over the course of a week (see chart 14).

Savvy online brands are beginning to understand that reach-
ing this young group requires aggressive digital and social-
media strategies. Google, for instance, formally created a U.S.
Hispanic sales and marketing group several years ago, focusing
on connecting the engaged audience of Hispanic digital users
with brands. Google’s target Hispanic is one who is bilingual
(speaks English and Spanish about equally) and wants to main-
tain his native culture and heritage.

Another example is the NBA’s Hispanic effort, pronounced
“ene-be-a” (or “NBA” spoken with Spanish letters).This multi-
channel effort includes a strong emphasis on social media.
Launched in 2009, its Facebook page now has more that 361,000
fans, and its Twitter page more than 6,500 followers, growth of
46% and 261%, respectively, since November 2010.

Millennials also use social media and technology in general
to research products and brands when shopping. The more
highly culturally connected millennials are, the more they use
technology to their advantage in finding out more about prod-
ucts or brands they want to purchase. Nonmillennials, on the
other hand, are less reliant on this technology for their purchas-
ing decisions (see chart 15).

However, according to Roberto Ruiz, senior VP-brand solu-
tions, Univision, while Hispanic millennials use a lot of technol-
ogy, they do not hide behind it.“Most millennial Hispanics pre-
fer face-to-face meetings. In general, they are more social peo-
ple,” Mr. Ruiz said. “While they say they check in on Facebook
or Twitter several times a day, they also prefer to meet in per-
son. And the higher their cultural connection, the higher the
agreement was with those kinds of statements.”
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Technology makes 
it easier for me 
to connect 
to my friends 
and family

Technology has 
made it easier for 
me to connect 
to my culture 
and heritage
 

Technology allows 
me to follow the 
latest events in 
my country of 
origin outside 
the U.S.

Total Millennial 67%42%76%

Millennial: High CCI 84%65%89%

Millennial: Med CCI 72%42%79%

Millennial: Low CCI 50%25%62%

Total Nonmillennial 66% 47% 58%

Nonmillennial: High CCI 76% 64% 73%

Nonmillennial: Med CCI 63% 39% 49%

Nonmillennial: Low CCI 38% 10% 27%

18-24-year-olds 65% 35% 59%

25-34-year-olds 82% 47% 73%

Millennial born in
the U.S. 58%34%69%

78%49%83%
Millennial born 
outside the U.S.

CHART  12

Technology Helps Keep Cultural Connections Active 
Technology that helps connect is an equal boon for millennials and nonmillennials in keeping their
cultural connections active.   

Millennials and
nonmillennials
who are more
culturally
connected better
leverage
technology to
keep in touch
with  their
culture, heritage,
friends, family
and events in
their home
countries. 
——————-
Technology is
also a boon for
those not born in
the U.S., since
they can now
interact with
loved ones as
well as stay in
touch with the
home country.  

Percentages reflect those
rating 8, 9, or 10 on the 10-
point scale.
QT3 Technology
Agreement Ratings 

Source:  Univision/Burke
Cultural Connection survey
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CHART  13

Millennial Hispanics Use Social Media Much More Than Nonmillennials
Millennial Hispanics have learned to use social media as an active way to communicate with others, much more so than
nonmillennials.  

CHART  14

Social Interactions on Social Media,Mobile Devices 
The social interaction even within the scope of technology usage is higher among those with a deeper
connection to Hispanic culture 

Used Google+

Millennials
(n=502)

MILLENNIALS

69%

37%

39%

15%

59%

73%

33%

19%

15%

9%

32%

43%

Nonmillennials
(n=252)

Technology makes it easier for me to make 
new friends or acquaintances 61% 42% 30%

I check my Facebook or Twitter updates several times a day 65% 66% 44%

I prefer to meet people face-to-face than to chat 
with them onthe phone or online 56% 48% 47%

75%

41%

56%

22%

63%

77%

74%

40%

36%

15%

64%

75%

58%

32%

28%

8%

51%

68% 

HIGH CCI MED CCI LOW CCI

Percentage who agree with statement (rated 8, 9, 10)

Interacted with family on Facebook

Posted pictures online (photo sharing)

Uploaded video to video-sharing site

Activities done in 
the past week

Interacted with friends on Facebook

Sent texts using cellphone

They use many
avenues to stay
connected to
friends and
family, often
sharing pictures
and video online.
——————-
Note that while
the culturally
connected use
technology, they
do not
necessarily hide
behind it.  They
still prefer face-
to-face meetings.
In general, they
are more social
people.

USE FACEBOOK

Millennial: High CCI 88% 64% 39%

Total Millennial 57% 40%86%

Millennial: Med CCI 90% 56% 40%

Millennial: Low CCI 80% 53% 40%

Total Nonmillennial 47% 25% 14%

USE GOOGLE+ USE TWITTER

Percentages reflect those
rating 8, 9, or 10 on the 10-
point scale
QT1A Which of the following
do you have an account
with? 

Source:  Univision/Burke
Cultural Connection survey

Source:  Univision/Burke
Cultural Connection survey

The world of
Twitter tends to
be less attractive
to these high
culturally
connected
Hispanics,
perhaps because
it is a one-way
communication
and not really a
dialogue with
others.
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CHART  15

Millennials Use Social Media and Technology for Products/Brands Research
The more highly culturally connected millennials use technology to their advantage in finding out more about
products/brands they want to purchase.

Percentages reflects those
rating 8, 9, or 10 on the 10-
point scale.
QB1  How much do you agree
or disagree with the
following statements?

Source:  Univision/Burke
Cultural Connection survey

Total Millennial 25% 52% 65% 43%

Millennial: High CCI 41% 59% 75% 57%

Millennial: Med CCI 28% 52% 66% 38%

Millennial: Low CCI 11% 48% 56% 36%

Total Nonmillennial 20% 32% 41% 27%

I like checking 
out brands 
advertised 
on sites like 
Facebook
or Twitter

I often look up 
product reviews 
online before I 
purchase a 
product at 
the store

The internet is 
my friend 
when it comes 
to comparing
prices

I often sign up 
for notifications 
via email or text
messages of 
sales at my 
favorite stores

Nonmillennials
are less reliant on
technology for
their purchasing
decisions. 

Samuel Ramirez, 21
LOW CCI

Samuel Ramirez, 21, was born in Oaxaca, Mexico, but only lived there a few months before
his parents immigrated with him and his four siblings to Sacramento, Calif. His 70-year-old
grandmother still lives in Mexico in the family home, and Mr. Ramirez is currently planning a
trip to see her in October. He also keeps in touch with her by e-mail and Skype, and has
recently started getting in touch and getting to know his Mexican cousins via Facebook. 

As with many millennials, school and work take up most of Mr. Ramirez’s time. He takes
classes at two local colleges in Sacramento, Los Rios and American River College, majors in
microbiology, and also works at the local Center for AIDS Research. Even as one who has a
low Cultural Connection Index score, he does make time for his large family—parents, one
brother and three sisters, and many nieces and nephews—who all live in California. They
often get together to celebrate U.S. holidays as well as Mexican ones, such as el Dia de Reyes
on January 6, keeping the traditions their mother taught them.

”Family is really important to me. Without them, I wouldn’t be here. They raised me to be
the person I am,” he said. 

While Mr. Ramirez said he doesn’t plan to have children, it is important to him to maintain
his culture and stay close to his family and its traditions. He speaks Spanish with family and
Hispanic friends, although most of his friends are English-speaking. He uses Twitter to keep
up with Mexican news, by following the president of Mexico and the Congress of Mexico, for
example. 

And although he doesn’t have a lot of time for TV, he does like some of the Spanish
network telenovelas. He and one of his sisters, with whom he discusses the plots and stories
on Facebook, prefer the ones with younger actors. He and his family enjoy Hispanic music,
and they get together to watch the Latin Grammys every year. Both Spanish and English TV
commercials interest him. 

”I’ve noticed on Spanish shows, a lot of the advertising is really short, and usually makes
me want to buy things,” he said, laughing.
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Entertainment is a social occasion in many
Hispanic households.Large groups offamily
and friends gather to watch TV or go out to the
movies and then share those experiences with
even more people through digital social media.

And as we’ve already seen,Hispanics with a higher cultural con-
nection have a stronger sense of family than those who are less cul-
turally connected.This importance of family carries into entertain-
ment, of course, and so culturally connected Hispanics spend more
time with family in general and engaging in more social activities
with their families, such as watching TV or going to the movies.

That makes an already valuable audience even more so.
Hispanics and 12-to-24-year-olds were the most frequent movie-
goers in 2011,demographically speaking,according to the Motion
Picture Association of America. Hispanic Americans overindexed
by population as well. That is, while they made up 16% of the
overall U.S. population, they accounted for 24% of the audience
of moviegoers. Hispanics also average 5.3 trips to movie theaters
per year, more than any other ethnicity, Caucasians and African-
Americans average less than four times per year, while the final
group,“Other,” averaged five, according to the MPAA.

Some studios understand that value and are trying to “crack
the code on Latino moviegoers,” as a CNN article claimed last
year. A Universal Studios multicultural executive said the studio
markets inclusively to Hispanics and the general market, particu-
larly with Hispanic hits like the Vin Diesel “Fast” franchise.
Hispanics constituted 46% of the audience for 2009’s “Fast &
Furious” opening weekend, and accounted for 33% of the open-
ing weekend for the 2011 follow-up, “Fast Five.” However,
Universal did not use Spanish-language subtitles. Rather, the
movie took an integrated storyline approach to appeal, such as
casting Latino actors and setting locations in places like Puerto
Rico, Mexico and Los Angeles.

Consider the added impact of connecting with the more social
and entertainment-avid Hispanics who are also more culturally
connected.

“Titles which market aggressively to Latinos are seeing
great results, such as “Puss in Boots,” from Dreamworks, which
had an opening weekend audience that was 35% Hispanic,”
Mr. Ruiz said.

For movie outings, the more culturally connected are likely
to have larger party sizes and, like in many other areas, family
has a particularly strong influence in these types of outings.
This is true among both millennials and nonmillennials, but is
even stronger among the nonmillennials; 53% of nonmillen-
nials and 25% of millennials said going to the movies is a fam-
ily event. However, high-indexing millennials track closer to
the older group’s sentiment, with 34% classifying moviegoing
as a family event. High CCI nonmillennials have larger party
sizes, with an average of 3.9 people per trip versus 2.8 people

average for all millennials (see chart 16).
Family—this time the even-younger generation—comes into

play again for high-indexing millennials who are more likely
than others to go to a movie with their children. One-third of
them (34%) went to the movies in the past three months with
their children, compared with just 20% of all millennials.
However, friends are also important to this young and culturally
connected group, with 42% going with friends, close to the aver-
age 43% of all millennials, but far above the 24% of nonmillen-
nials who went with friends (see chart 17).

When it comes to TV watching, family is a factor as well.
Seventy-eight percent of highly connected millennials watch TV
with family, although the percentage is relatively high for all mil-
lennials, at 71%. Only those lower on the Cultural Connection
Index are more likely to be watching TV at home alone (see chart
18).

“It’s the group-dynamic paradigm again of watching or
browsing together,and then making purchase decisions together,”
said Mr. Ruiz.

And there is good news for marketers on TV and other media.
Millennial Hispanics tend to be more engaged when it comes to
marketing and advertising. High and medium culturally connect-
ed millennials in particular are more curious and more likely to be
moved to action by the advertising.

More than half (55%) of the high-CCI group reports going
online to learn more about a product after watching a TV commer-
cial;51% share product information on social media;44% click on
ads on Facebook;44% scan a mobile tag or bar code;and 36% click
on a mobile ad on their smartphone (see chart 19).

Advertisers spent $4.3 billion to reach Hispanics in 2010, up
14% from 2009, according to the AHAA.

HBO used that love of advertising, coupled with high mobile-
phone penetration, in a successful SMS campaign for the
Mayweather-Marquez fight in 2009. Consumers were asked to
text “PELEA” (which means “fight”) for a chance to win a signed
boxing glove. The campaign garnered a 13% click-through rate,
according to Hipcricket, the tech company that ran the campaign.

“In general, Hispanic millennials and nonmillennials with a
high or medium connection to their culture are more likely to be
moved to action based on advertising they see, such as clicking on
advertising links they see on social-media sites or on their smart-
phones,” Mr. Ruiz said. “That likely stems from both their social
nature, and their collectivist approach to making purchases.”

CCI: Entertainment and Media 

More than half (55%) of the high-CCI
group reports going online to learn more
about a product after watching a TV
commercial; 51% share product
information on social media
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CHART  16

Movies Are a Social Occasion for Both Millennials and Nonmillennials
The 18-24-year-olds are most likely to go to see movies. Family members are strong influencers of going to see movies.

CHART  17

Culturally Connected Millennials More Likely to Go to Movies With Children 
The culturally connected millennials are more likely to go to the theater with their children than those not as
culturally connected.

Total
Millennials1 HIGH2 MED3 LOW4

Total Non-
millennials5 HIGH MED

CCI CCI
LOW

79% 81% 78% 79% 96% 100% 99% 74% Family (net)

55% 59% 55% 51% 73% 75% 73% 63%
With my spouse or 
significant other

20% 34% 17% 13% 71% 78% 70% 53%With my children

21% 20% 20% 23% 17% 25% 11% 11%With my siblings

18% 8% 21% 22% 7% 9% 8% --With my parents

1% -- * 3% 3% -- 8% --With my grandparents

7% 6% 9% 5% 15% 19% 11% 9%
With other family members 
like cousins, uncle, aunt, etc.

43% 42% 49% 37% 24% 24% 22% 28%With friends

15% 7% 19% 18% 11% 5% 14% 21%A date

8% 6% 7% 12% 11% 2% 16% 24%Alone

While millennials
also lean toward
watching movies
with their family
members, the
nonmillennials
are stronger in
this regard.
Millennials are
also more likely to
go with friends.

Millennials

What made them go to the movie theater in the past three months?

Non-
millennials

HIGH CCIMILLENNIALS MED CCI LOW CCI

Some family members wanted to go, so I went along with them 21% 11% 20%

My children wanted to go, so I went with them 17% 12% 11%

It is an activity my family and I usually do together 34% 25% 18%

Millennials
Non-

millennials

It is an activity my family 
and I usually do together 25% 53%*

Some family members wanted 
to go, so I went with them 17% 49%* I just felt like going myself 9% 13%

I had a date 14% 10%

It was a special occasion 
with family members 9% 30%*My spouse/significant other wanted 

to go, so I went with him or her 33% 46%*

I wanted to go and encouraged 
other people to come with me 15% 24%* Other 6% 9%

I had a group date 2% 5%
My friend wanted to go, 
so I went with him or her 22% 9%

My children wanted to go, 
so I went with them 13% 51%* It was a special occasion 

with friends 8% 7%

It is an activity my friends
and I usually do together 16% 14%

Total millenials: n=502;
Total nonmillenials: n=252
*Relatively small sample
size, for directional use only

Source:  Univision/Burke
Cultural Connection survey

QP3 Who do you typically
watch movies with at the
theater? 
1-n=366; 2-n=117; 3-n=142; 
4-n=107; 5-n=114
*Sample size too small for
reliability.
— No respondents, shown
only for consistency.

Source:  Univision/Burke
Cultural Connection survey

Millennials are
more influenced
by their friends
than
nonmillennials.
Millennials with
a higher cultural
connection are
more influenced
by their family.
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CHART  18

TV Viewing Is a Social and Family Occasion
Watching TV at home with the family is the preferred way of watching TV, especially among those with a higher CCI.

Millennials
(n=502)Done in the past three months (n=163) (n=176) (n=161)

HIGH MED
CCI

LOW
Non-

millennials

Accessed a website on your mobile phone 71% 84% 72% 60% 26%

(n=252)

Shared information about any product or brand using 
any social-media platform like Facebook, Twitter, etc.

43% 51% 45% 34% 15%

Clicked on any advertising you saw on Facebook 36% 44% 45% 22% 16%

Watched a previously run television show by
downloading it to your tablet computer

18% 20% 21% 13% 14%

Watched a previously run television show by
downloading it to your smartphone

17% 23% 18% 12% 7%

Used a code from any television advertising 
to enter a sweepstakes online

17% 22% 18% 11% 7%

Called an 800 number after seeing an 
advertisement on TV

9% 17% 8% 5% 20%

Clicked on any advertising link on your smartphone 25% 36% 23% 16% 10%

Been part of an online community that discusses 
topics or products of common interest online

31% 35% 28% 30% 11%

Scanned a mobile tag or barcode using your 
smartphone to learn more about the product

32% 44% 31% 23% 11%

Watched a commercial on TV and then gone 
online to learn more about the product

52% 56% 54% 47% 30%

Watched an advertisement on YouTube 65% 67% 64% 64% 25%

44%

click on ads on
Facebook
——————-

44%

have scanned a
mobile tag or
barcode 
——————-

36%%

have clicked on 
a mobile ad on
their
smartphones

At home with my family

At a friend’s house

At home with friends

At a relative’s house

Someplace else (net)

At your home by yourself

Total
Millennials*

71%

16%

24%

18%

18%

58%

78%

14%

23%

14%

19%

52%

76%

16%

28%

21%

19%

61%

61%

17%

23%

18%

16%

61% 

HIGH MED LOW

CCI Total 
Nonmillennials

83%

20%

40%

22%

19%

65%

84%

26%

45%

24%

19%

63%

85%

15%

34%

21%

21%

63%

74%

8%

41%

15%

11%

85% 

HIGH MED LOW

CCI

QM7 - Where do you
typically watch the English
or Spanish TV programs
that you follow? 

*n=502

Source:  Univision/Burke
Cultural Connection survey

QM9 Have done in past 3
months. 

Source:  Univision/Burke
Cultural Connection survey

Those lower on
the CCI are more
likely to be
watching TV at
home alone.  

CHART  19

How Hispanic Millennials Act on Advertising
High- and medium-culturally connected millennials are more curious and more likely to be moved to action after 
seeing advertising
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