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The U.S. Hispanic market ...TODAY

37.9 million Hispanics; 14% of population.

58% increase in Hispanic population since 1990.

In 2004, total consumer spending by Hispanics reached $700 billion or $59,737 per
household...81% of the U.S. average.

Hispanics/Latinos are now the largest and fastest growing minority group in the U.S.

Tend to be younger with larger households...Hispanics spend more per household than non-
Hispanics on groceries (especially NON-PREPARED FOODS).

59% of U.S. Hispanics are of Mexican origin, but rapid growth from other Hispanic countries is
gaining faster.

Hispanics tend to look for opportunities to reach their goals, among them, STARTING A
BUSINESS. 71% of Hispanics say they'd be interested in starting their own business.

The U.S Hispanic Market... TOMORROW

In many markets, Hispanics will account for more than 100% of the population growth due to
decreases in non-Hispanic population.

If not for the increases among Hispanics there would actually be declines in the number of U.S.
kids, teens and adults ages 18 - 49 over the next 10 years.

Hispanic buying power is growing twice as fast as non-Hispanic buying power.

The potential of Hispanics/Latinos to shape the future of The Pampered Chef is immense.

By 2011, nearly ONE PERSON IN SIX living in the United States will be of Hispanic origin, up from
one in eight in 2000.

By 2012, Hispanic buying power will be 10% of all U.S. consumers, double that of 1990.

By 2020, second- and third-generation immigrants are expected to account for 66% of the
estimated 60 million U.S. Hispanics.

Understanding the Market:

Language and cultural differences are the primary barriers to overcome.
Three Degrees of Segmentation
o Non-Acculturated
= Prefer Spanish for all communication
»  Strong Hispanic identity
= Constant renewal through immigration
o Bicultural
= Comfortable in both languages
= Cultural orientation more Hispanic
o Acculturated (currently experiencing the largest growth)
o Attitudes and behavior mirror general market
e Retain Hispanic identity

Family and religion play a significant role in daily life.

Among Hispanics, information is disseminated mostly through word of mouth.
Personal nature of relationships, even business ones.

The male role is sometimes more dominant than other cultures.




