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In this Multicultural Mainstream report series, we explore auto consumer
segments through a multicultural lens to equip companies and brands with
the insights to successfully engage the US Hispanic automotive consumer.
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EXECUTIVE SUMMARY
Multicultural minority groups collectively comprise one-third of the US population. Hispanic and
Latino Americans have contributed to this significant demographic shift in the United States.
Currently, more than 59 million Hispanics live in the United States. That massive growth is
attributed to high rates of immigration and fertility.
However, COVID-19 and the associated impact on the global economy and the daily lives of US
consumers is still playing itself out. With the speed at which consumer behaviors and
environments are changing, companies and brands must be proactive in their preparation for
the "new normal."
For Automotive companies, in particular, operations have been significantly disrupted – either
ramped down or completely closed during the mandated lockdown. Marketing activities were
also impacted. However, now is the time to dive into consumer insights to identify ways to
navigate a post-COVID-19 market as the economy begins to reopen and recover.
To successfully navigate the "new norm," marketing to Hispanics must become a part of the
overall corporate business strategy. This means replacing former truths with new intelligence
and assumptions with insights.
In this report, you will get a detailed look at auto consumer segments through a multicultural
lens, including population growth, household income, psychographics, and category insights.
Our goal is to help you reach and engage US Hispanics authentically during this time.
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METHODOLOGY
The ThinkNow ConneKt 2018 Wave 1 survey is conducted via online to gain insight across a
nationally representative multicultural market.
The study consists of a nationally representative sample of n=1,000 Hispanics, n=1,000 White
non-Hispanics, n=500 African Americans, and n=500 Asian Americans.

Sample criteria is as follows:
Ethnicity - Self-identified
Whites (Non-Hispanic): 33%
African-American: 17%
Hispanic: 33%
Asian: 17%
Age: 18-64
18-49: 64%
50-64: 36%
Gender
Female: 50%
Male: 50%
Geography: Nat. Rep. population approximating following percentages.
West: 41%
South: 23%
Northeast: 22%
Midwest: 14%
For Hispanic participants - Home language use (approximate breaks):
Spanish Dominant (only/mostly): 35%
Bilingual: 35%
English Dominant (only/mostly): 30%
Survey is presented in both Spanish and English
Survey Weights
The data is weighted to targets based on census/industry accepted data on age, gender,
ethnicity, income and region to represent the US population. The Hispanic sample is also
weighted on country of origin, home language and place of birth (US vs Foreign born). Also,
Asian sample is weighted by country of origin.

The sample is reflective of the population that has access to the internet.
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POPULATION FACTS

38% of the US adult
population is
multicultural
Asian
6.2%
Hispanic or Latino
18.6%

White (Non-Hispanic)
61.9%

Black
13.4%
White
61.9%

Hispanics account for
nearly HALF of the
multicultural market

Hispanic Population

POPULATION GROWTH
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SINCE 2010, HISPANICS HAVE EXPERIENCED
APPROXIMATELY 20% GROWTH IN POPULATION,
CONTRIBUTING TO THE 6% GROWTH OVERALL OF THE
US POPULATION BETWEEN 2010-2018
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POPULATION BY GENERATION
LARGEST SHARES OF US MINORITY GROUPS
ARE MILLENNIALS OR YOUNGER
% of US Population generational distribution by race/ethnicity
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Source: U.S. Census Bureau population estimates July 1, 2018
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37% INCREASE IN
HISPANIC MEDIAN
HOUSEHOLD INCOME
FROM 2010 TO 2018
While US Population only saw a
28% increase in median
household income from 2010 to
2018.

Hispanic consumers are
experiencing both population
growth and income increases
which make them a valuable
consumer segment
In 2018, median household
income for Hispanic households
was approximately 23% lower
than the media annual income
for total US households

MEDIAN HOUSEHOLD INCOME TREND
75,000

$63,179
US Median
Household Income
$51,450
Hispanic Median
Household Income

50,000

25,000

0

1990

2000

Total US Median Household Income

2010

2018

Hispanic Median Household Income
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AUTOMOTIVE INTENDERS
Looking at audiences who have answered that they are looking to
purchase a vehicle in the next 12 months or 1 to 2 years.
Hispanic or Latino
18.3%

Hispanics make up
18.3% of all automotive
intenders and

Asian
5.4%

Black
15.5%

White
60.9%

46.6% of multicultural
automotive intenders

Hispanics Auto Intenders
skew younger, and they
are 16% more likely to be
Gen Z or Millennials
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HISPANIC
AUTO
INTENDERS
may have had to postpone
plans to buy or lease a new
car in 2020 due to the
pandemic, but this segment
is still looking to move
forward with their next car
purchase.

78.9% of Hispanic Auto
Intenders currently own or
lease a vehicle

PURCHASE CONSIDERATION: TYPE OF VEHICLE
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Q: What type of vehicle do you think you will buy next?
Q:When do you plan on buying or leasing your next vehicle?
Within the next 12 months, 1 to 2 years from now

18.1% of Hispanic Auto
Intenders report purchase
consideration for a
small/midsize SUV

46% expressed interest in a
hybrid vehicle

17% report purchase
consideration for a midsize
sedan
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PSYCHOGRAPHICS
Demographics and purchase
considerations are simply not enough
when it comes to understanding the
minds and hearts of multicultural
consumers.
In order to get a clearer picture of your
target persona, you have to dive deep
into their psychographics such as their
financial sentiments and cultural
values.

FINANCIAL SENTIMENTS
We asked consumers to rate how much they
Q: How much you agree or disagree with the statement:
“I am concerned about my financial future”
agree or disagree with statements about their
financial situations. Unique sentiments surfaced
Black African-American
across multicultural segments.
The more the crisis continues, the more financial
uncertainty is a growing concern among the
general population.

59.4% African Americans
agree* with the statement
"I am concerned about my
financial future."
43.7% Hispanics completely agree
or somewhat agree with the
statement "I feel financially
overwhelmed."
Some automotive companies are adapting
quickly and addressing consumer financial
uncertainty with tactics like flexible deferred
payment options and low down payments.
It will be critical for automotive companies to
start the conversation, be informed, and develop
an effective marketing strategy for each target.
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*African Americans responding with completely agree or somewhat agree.
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PSYCHOGRAPHICS:
CULTURAL VALUES
Cultural values tell us what
people truly value and how
these values influence their
decision making.
Consumers who share values
can be marketed with similar
messaging
and
promotions
that speak to them in an
authentic way.

When we asked Hispanics to
tell us what is their most
important cultural value, the
most popular responses were

1 FAMILY
2 EDUCATION
3 RELIGION
Q: Please tell us which of the following cultural values
you consider to be most important to you personally

FAMILY was the most
popular cultural value
among Hispanics (52%),
Asians (53%), and Whites
(51%), while still being the
top cultural value for
African Americans (43%),
The second most popular
value was RELIGION.

PSYCHOGRAPHICS: CULTURAL VALUES
BY ETHNICITY
Black African-American

Asian

In contrast, only 6% of
Asians ranked religion as
the most important
cultural value.
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Q: Please tell us which of the following cultural values you consider to be most important to you personally

For Hispanic and Whites,
EDUCATION was the
second most popular
cultural value.
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IN CONCLUSION, NOW MORE THAN EVER BRANDS SIMPLY
CANNOT AFFORD TO MISS THE MARK
Multicultural consumer insights gives you the ability to understand and navigate the
recovery phase post COVID-19. Taking a deeper look at your segmentation and
understanding the unique set of challenges and circumstances for Hispanic, African
American, and Asian automotive consumers will be your roadmap to great strategy.
In a time where multicultural voices are being amplified across the country, multicultural
consumer expectations will need to be met with thoughtful and engaging interactions
from brands.
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ABOUT
THINKNOW
ThinkNow is a technology-driven
cultural insights agency. ThinkNow
enables companies and
government agencies to discover
the cultural drivers that influence
consumer decisions.
We provide insight solutions to
help organizations thrive in a
changing demographic
environment. ThinkNow also owns
and operates one of the largest
and most representative Hispanic
online panels in the industry,
DigaYGane.com, which is used to
service our own research as well as
provide sample to the leading
market research companies in the
world.

THINKNOW
CONNEKT
ThinkNow ConneKt is the MarTech
segmentation solution focused on
the multicultural market. To truly
connect and engage with the new
multicultural mainstream, you
must understand them.
ThinkNow ConneKt allows you to
discover and create custom
personas with on-demand
multicultural data. A data-driven
strategy is the foundation
for tailored messaging and crosschannel marketing for better ROI.

To learn more about multicultural consumers, visit
www.thinknow.com or call 818.843.0220.
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