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Hispanic buying power
rising in US, bolstering
consumer sectors
Article

A note on language: “Hispanic” refers to someone that comes from or has a background in a

Spanish-speaking country. This article only discusses Hispanic consumers that reside in the

United States. This is the first of two reports.

The opportunity: Hispanics are a key driver of US population growth, and brands that

recognize the increasing influence of this digitally savvy community will be poised to benefit

https://www.nbcnews.com/news/latino/latinos-account-half-countrys-population-growth-rcna1667
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from its immense purchasing power.

Why it’s worth watching: Hispanics are a growing group within the US consumer market,

making up almost 20% of the population. They constitute 18.5% and 19.4% of US female and

male consumers, respectively, making the community a viable target audience for marketers.

What’s next: On the strength of its expanding, younger generation, Hispanics will have over

$2 trillion of disposable income in 2021.

What this means: Marketers must work to understand Hispanics’ spending patterns to

improve their chances of reaching this growing market. Currently, Hispanics account for a

small proportion of overall advertising spending.

The buying power of this demographic group rose by 87% from 2010 to 2020—outpacing

the 51% increase in non-Hispanic purchasing power over the same time.

By 2025, Hispanics will account for 12% of all US buying power, and more than 75% of this

demographic group will be using ecommerce channels, per our forecast.

Certain industries, especially consumer goods, have an outsized opportunity to capture more

shopping dollars from this demographic group. Currently, Hispanics’ spending power is felt

most in categories such as groceries, shoes, clothing, and cellphone services. Hispanics will

https://chart-na1.emarketer.com/249812/demographic-profile-of-us-male-female-consumers-2021-millions-of-total-each-group
https://content-na1.emarketer.com/despite-progress-hispanic-consumers-remain-underserved-demographic-among-many-marketers
https://emarketer.sharepoint.com/sites/research-and-taxonomy/Document%20Attachments/Forms/2016.aspx?id=/sites/research-and-taxonomy/Document%20Attachments/Selig_Multicultural_Economy_2021.pdf&parent=/sites/research-and-taxonomy/Document%20Attachments&p=true
https://www.terry.uga.edu/about/selig
https://chart-na1.emarketer.com/248222/us-hispanic-digital-buyers-penetration-2020-2025-millions-of-population


Copyright © 2021, Insider Intelligence Inc. All rights reserved. Page 3

Key takeaway: The Hispanic consumer can’t be defined by a singular archetype, given the

community’s vast cultural, financial, and social di�erences. Brands ignore this group at their

peril, missing out on opportunities to build relationships with this diverse set of consumers.

Coming up: A second report in this series will address Hispanics’ use of digital tools.

account for 34% of growth in apparel spending in the next five years, exceeding $48.85

billion in future revenue.

https://www2.claritas.com/2021-Hispanic-Market-Report-Website

