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Foreword

Tennessee farmers are motivated by current economic trends in the farm sector to seek out value-
added and direct marketing opportunities. Niche markets, including marketing to ethnic populations, 
are often attractive to those seeking new market opportunities. The growing Hispanic population in 
the state has led some to question the market potential of this audience in Tennessee.

This publication contains information relevant to Tennessee farmers and agri-entrepreneurs who are 
considering developing products and marketing to Hispanics. It provides general market research 
data and information important to understanding demand components, including geographic areas 
where potential demand may exist, the ability of the target audience to purchase products and the 
willingness of Hispanics to purchase products based on tastes and preferences. Results of interviews 
with owners and managers of retail stores marketing to Hispanic consumers are also included. 
Although much of the information contained in the publication is available through secondary data 
sources, the information has not been available in a single, affordable resource before now.

Special thanks are extended to the many contributors who assisted in the development of this 
publication. Bedford County Extension colleagues Whitney Danhof and Lydia Rodriquez were 
instrumental in developing the interview instrument and conducting the retail market owner and 
manager interviews. Publication peer reviewers included Joe Gaines, Charlie Hall, Peggy Hamlett, 
Rob Holland, Wanda Russell and Kent Wolfe. The layout and design of the publication were created 
by Kim Stallings, and Kim Martinez provided administrative assistance. Finally, the project would not 
have been conducted without the support of the Tennessee Department of Agriculture and the USDA 
Federal-State Marketing Improvement Program.

Additional information and resources from the Center for Profitable Agriculture are available on-line at 
http://cpa.utk.edu or by calling 931-486-2777.

Megan L. Bruch and Amanda R. Ziehl
Marketing Specialists
Center for Profitable Agriculture
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Executive Summary
The term Hispanic describes an ethnic category 
and is related to a person’s origin, or heritage, 
nationality group, lineage or country of birth of 
the person or the person’s parents or ancestors, 
rather than race. People from Mexico, Puerto 
Rico, Cuba and many Central and South 
American countries often categorize themselves 
as Hispanic.

The Hispanic population in Tennessee is growing, 
thus increasing the demand for products 
preferred by this population. This may create 
market opportunities for Tennessee farmers and 
agri-entrepreneurs. It is important, however, that 
those interested in exploring Hispanic consumer 
markets understand the demographics and 
psychographics of this consumer group, as well 
as the opportunities and challenges that may be 
faced in the market.

Certain geographic areas in Tennessee have 
significantly greater numbers of Hispanic 
residents and/or a greater percentage of Hispanic 
population growth than others, making many 
of these areas better market opportunities than 
others. The top 10 Tennessee counties with 
resident Hispanic population in 2004 were 
Davidson, Shelby, Rutherford, Montgomery, 
Hamilton, Knox, Hamblen, Williamson, Bedford 
and Sumner. The top 10 counties in percent 
change in resident Hispanic population between 
2000 and 2004 were Robertson, Fayette, 
Rutherford, Wilson, Obion, Trousdale, Cannon, 
Jefferson, Bedford and Monroe.

Previous research shows people of Hispanic 
ethnicity have distinctive preferences for food 
and products that should be investigated 
and understood by those who plan to 
market products to them. Hispanic consumer 
preferences can be described by the four Fs 
– family, freshness, flavor and friendliness. Family 
values, tradition and size all influence purchasing 
behavior, and a desire to prepare meals from 
scratch and with fresh products greatly influences 
purchasing preferences. Hispanic consumers 

enjoy unique flavors and flavor combinations 
influenced by produce, herbs and spices native 
to their countries of origin or the origin of 
their parents or ancestors. Shopping is also 
often considered a social activity, and Hispanic 
consumers build relationships with and loyalty to 
retail outlets and brands.

Among Hispanic consumers, however, differences 
in food product preferences exist. These 
variations originate from differences in country of 
origin, level of acculturation and/or assimilation, 
whether the consumers are foreign born, the 
length of time they have been in the United 
States, and language capabilities. It is important 
for those marketing to Hispanic consumers to 
learn the specific characteristics of those within 
the markets targeted.

Interviews with six retail market owners and 
managers who cater to Hispanic consumers in 
Bedford County, Tennessee indicated potential 
opportunities for small food-producers, including 
farmers and small food-processors, to market 
through these retail outlets. Respondents 
indicated the most willingness to purchase 
dairy products such as yogurt, milk and cheese; 
canned goods such as pineapple, peach, 
pumpkin, beans and chili peppers; hot, spicy 
candies; and fruits and juices, although other 
products were also mentioned. 

Product quality was chosen as the most 
important criterion for product selection. 
Respondents indicated they would prefer 
a potential supplier to approach them by 
bringing a product sample to them at the store. 
Packaging should be written in both Spanish 
and English. Potential suppliers should also be 
able to guarantee a specific delivery schedule, 
give evidence that they can supply a constant 
quantity, have product liability insurance and 
meet other potential requests by market owners 
and managers. Language may also be an 
obstacle, as five of the six owners and managers 
interviewed indicated they spoke primarily 
Spanish and little or no English.
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Project Background
In September 2004, the Center for Profitable 
Agriculture, through a partnership with the 
Tennessee Department of Agriculture, was 
awarded a Federal-State Marketing Improvement 
Program (FSMIP) grant to conduct a Hispanic 
market development study. The project was 
developed to evaluate potential opportunities 
for Tennessee farmers to produce and market 
agricultural commodities and value-added 
agricultural products to the growing population 
of Hispanic consumers in the state.

The Hispanic market development project had 
three major objectives:

1. Create a profile of the Hispanic consumer 
market in Tennessee by analyzing 
demographic and psychographic data

2. Profile Hispanic retail market outlets in a pilot 
area, Bedford County

3. Summarize and disseminate information learned

This publication summarizes the information 
learned during the study and will be used as a 
tool to disseminate this information to farmers 
and agri-entrepreneurs considering marketing 
products to Hispanic consumers.

Need for Information
The growing number of Hispanics in the United 
States has created attention toward this group as 
potential customers for numerous products and 
services in the retail sector. With low net farm 
incomes, more and more farmers are considering 
methods to add value to their farm products. This 
includes direct marketing as well as production and 
marketing of value-added products to additional 
target audiences1, including Hispanic consumers.

1 A target audience is a specifically defined segment of the 
population with a need that a product or service can fulfill, an 
ability to purchase a product and the willingness to purchase 
the product. A marketer identifies a target audience in order to 
develop product characteristics to fill the identified need and 
marketing strategies to successfully and efficiently reach the 
audience.

When considering developing products or new 
markets for existing products, it is vital for the 
producer/marketer to know and understand the 
characteristics of the target audience. This allows 
the producer to determine if:

1. there are enough consumers in a group 
to create adequate potential for sales 
(population)

2. the consumers have the ability to buy the 
product at a price with adequate profit 
potential (buying power and income)

3. the consumers have a willingness to purchase 
the product (tastes and preferences)

Learning the characteristics of the target 
audience will also assist producers in developing 
marketing strategies, including product 
characteristics and positioning, price, place 
(marketing channel or distribution method) and 
promotions.

Although producers will need to evaluate and 
consider factors specific to their product and 
to the target audience in their geographic 
region, information about trends in population 
growth, buying power and income, and tastes 
and preferences are needed by producers in 
conducting their market analyses and developing 
their marketing plans. Producers also need to 
determine methods to reach the target audience 
through marketing strategies.

This publication contains information relevant 
to Tennessee farmers and agri-entrepreneurs 
who are considering developing products and 
marketing to Hispanics to assist them in a market 
analysis. The publication includes discussions of 
Hispanic population trends, buying power and 
income, and tastes and preferences. Results of 
interviews with retail store owners and managers 
who market to Hispanics in Bedford County, 
Tennessee are also discussed. Finally, a summary 
of key points relating to marketing strategies 
(product characteristics and position, price, place 
and promotions) is provided.
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Definition of Hispanic
It may be beneficial to begin with a short 
discussion about the definition and use of the 
term Hispanic. Unfortunately, it is difficult to 
succinctly define and is often confusing.

Hispanic classification refers to an ethnic category 
related to the origin of a person or their ancestors. 
The term does not indicate race. According to a 
discussion of the definition of Hispanic used for 
the 2000 United States Census, “origin can be 
viewed as the heritage, nationality group, lineage 
or country of birth of the person or the person’s 
parents or ancestors before their arrival in the 
United States.” People identify themselves in 
specific Hispanic or Latino2 categories, including 
“Mexican,” “Puerto Rican,” “Cuban” or “other 
Spanish, Hispanic or Latino” for the Census.3 This 
description is used to define the term Hispanic 
throughout the publication.

Hispanic Population 
Trends
The Hispanic population in the United States 
and within Tennessee is growing at a rapid 
pace and is expected to continue growing. The 
population growth of this group of consumers 
2 For simplicity, the term Hispanic is used in this publication 
in place of Hispanic or Latino.
3 United States Census Bureau. Available on-line at 
http://factfinder.census.gov/home/en/epss/glossary_h.html. 
Accessed February 20, 2006.

may present opportunities for farmers and value-
added agriculture entrepreneurs to develop and 
market products to meet the needs of these 
consumers. For farmers and agri-entrepreneurs 
evaluating the potential opportunities to market 
products to Hispanic consumers, it is important 
to understand the trends in population growth in 
the United States and in Tennessee. Population 
trends can help farmers and agri-entrepreneurs 
understand and pinpoint potential market areas 
and analyze sales potential.

The Hispanic Population in 
the United States

As of July 1, 2004, the Hispanic population in the 
United States was estimated at more than 41.3 
million people.4 This accounts for 14 percent of 
the total U.S. population or one of every seven 
persons. The Hispanic population is projected to 
grow to 15.5 percent of the total U.S. population 
by 2010 and up to almost a quarter of the total 
U.S. population by 2050.5 Figure 1 illustrates the 
projected U.S. Hispanic population as a percent 
of projected U.S. population from 2000 to 2050.

4 United States Census Bureau, Population Division. Table 4: 
Annual Estimates of the Population by Age and Sex of Hispanic 
or Latino Origin for the United States: April 1, 2000 to July 1, 
2004 (NC-EST2004-04-HISP). Released June 9, 2005.
5 United States Census Bureau. U.S. Interim Projections by 
Age, Sex, Race and Hispanic Origin. 2004. Available on-line 
at http://www.census.gov/ipc/www/usinterimproj/. 
Accessed December 7, 2005.

Figure 1. Projected 
U. S. Hispanic Population 
as Percent of Projected 
Total U. S. Population, 
2000-2050

Source: U.S. Census Bureau. U.S. Interim Projections by Age, Sex, Race, and Hispanic Origin. 2004.  
Accessed online at http://www.census.gov/ipc/www/usinterimproj/. Accessed May 10, 2005.
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Growth in the Hispanic population is not limited to major metropolitan areas but is also reaching 
into many cities and rural communities across the nation. Mexican migration appears to be behind 
the push beyond areas with historical Hispanic population in the United States, as these immigrants 
seek job opportunities in the South and Midwest. The growth in the Hispanic population in many 
neighborhoods has significantly changed the demographics of the area and created markets for 
goods and services tailored to this new population.6

The Hispanic Population in Tennessee

The recorded resident Hispanic population7 in Tennessee grew 35 percent from 2000 to 2004. As of 
July 1, 2004, the resident Hispanic population in the state was estimated as 167,025 people.8 Some 
projections estimate the population will reach almost 230,000 by 2010 (Figure 2).

Figure 2. Hispanic Population Estimates for Tennessee, 2000 to 2010

The distribution of the resident Hispanic population in Tennessee, however, is not even across the 
state (Figure 3). Geographic regions with more Hispanics will present better opportunities for farmers 
and agri-entrepreneurs marketing products to this population.

6 “Market Trends: Hispanic Americans and Food.” Packaged Facts. Division of MarketResearch.com. June 2003.
7 The United States Census Bureau collects and reports data on resident population. The survey generating this data 
includes all residents of sample households in the United States and “probably” includes undocumented immigrants. 
Source: U.S. Census Bureau. Current Population Survey Definitions and Explanations. Available on-line at http://www.
census.gov/population/www/cps/cpsdef.html. Accessed February 20, 2006.
8 U.S. Census Bureau. Annual Estimates of the Population by Sex, Race Alone and Hispanic or Latino Origin for Counties: 
April 1, 2000 to July 1, 2004. Available on-line http://www.census.gov/popest/counties/asrh/CC-EST2004-RACE6.html. 
Accessed December 7, 2005.

123,838
131,801

140,880

151,023

162,366

175,159
183,482

192,970

203,612

215,474

228,846

0

50,000

100,000

150,000

200,000

250,000

P2000 P2001 P2002 P2003 P2004 P2005 P2006 P2007 P2008 P2009 P2010

Projected Population

Source: Tennessee Department of Health, Office of Policy Planning and Assessment, Division of Health Statistics.

Pr
oj

ec
te

d 
Po

pu
la

tio
n



4

The top 10 counties in resident Hispanic population in 2004 are shown in Table 1. Davidson 
County had the highest resident Hispanic population in 2004 with 35,889 people. Shelby County 
followed with 29,469 resident Hispanics, and Rutherford County followed a distant third with more 
than 9,000 Hispanic people. Montgomery, Hamilton, Knox and Hamblen counties each had more 
than 5,000 resident Hispanics. Twenty other counties had more than 1,000 resident Hispanics. 
Data for all counties are presented in Appendix A.

Table 1. Top 10 Counties of Resident Hispanic Population, 
2004

County

Resident Hispanic Population

Rank (High=1) Resident Hispanic Population 
7/1/2004Census 2000 7/1/2004

Davidson 26,091 35,889 1

Shelby 23,364 29,469 2

Rutherford 5,065 9,019 3

Montgomery 6,960 7,010 4

Hamilton 5,481 6,959 5

Knox 4,803 6,496 6

Hamblen 3,299 5,128 7

Williamson 3,197 4,617 8

Bedford 2,811 4,550 9

Sumner 2,291 3,257 10

Source: U.S. Census Bureau. Annual Estimates of the Population by Sex, Race Alone and Hispanic or La-
tino Origin for Counties: April 1, 2000 to July 1, 2004. Available on-line http://www.census.gov/popest/
counties/asrh/CC-EST2004-RACE6.html. Accessed December 7, 2005.

The change in resident Hispanic population from 2000 to 2004 in each county is also important 
to consider (Figure 4). The 10 counties with the greatest change in Hispanic population from 
2000 to 2004 are listed in Table 2. Robertson County experienced the highest growth in resident 
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Figure 3. Tennessee Resident Hispanic Population by County, 
July 1, 2004
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Hispanic population during the time period with an increase of more than 95 percent. Fayette 
County followed closely with almost 89 percent growth. Each of the other top 10 counties, including 
Rutherford, Wilson, Obion, Trousdale, Cannon, Jefferson, Bedford and Monroe, plus four additional 
counties, saw an increase of more than 50 percent. 

A total of 89 counties experienced positive growth in resident Hispanic population. Two counties, Johnson 
and Van Buren, remained even, and four counties experienced negative changes in resident Hispanic 
population. Lake County had the highest loss with 17 percent. Lewis, Hancock and Giles counties each 
experienced negative changes in the single digits. Data for all counties are listed in Appendix A.

Figure 4. Percent Change in Tennessee Resident Hispanic Population, 
2000 to 2004

Table 2. Top 10 Counties in Percent Change in Resident 
Hispanic Population, 2000 to 2004

County

Percent Change in 
Resident Hispanic 

Population 2000 to 
2004

Rank (High=1) Percent 
Change Resident Hispanic 

Population

Rank (High=1) 
Resident Hispanic 

Population 7/1/2004

Robertson 95.3% 1 12
Fayette 88.6% 2 43

Rutherford 78.1% 3 3
Wilson 70.1% 4 18
Obion 69.6% 5 25

Trousdale 68.2% 6 71
Cannon 68.2% 7 62
Jefferson 67.3% 8 28
Bedford 61.9% 9 9
Monroe 59.5% 10 24

Source: U.S. Census Bureau. Annual Estimates of the Population by Sex, Race Alone and Hispanic or Latino 
Origin for Counties: April 1, 2000 to July 1, 2004. Available on-line http://www.census.gov/popest/counties/
asrh/CC-EST2004-RACE6.html. Accessed December 7, 2005.

These changes in population may indicate a trend for future population changes or may be the 
result of specific occurrences within the county. It may be important when developing a business 
or marketing plan to determine the cause of these changes in target market areas. The changes in 
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population, however, should also be considered 
with the relative numbers of resident Hispanic 
persons in the county. For example, a 30 percent 
increase in the population of a county with 
400 people is quite different than a 30 percent 
increase in the population of a county with 4,000 
or 40,000 people.

While population does not appear to be a 
limiting factor in developing and marketing 
products to Hispanic consumers when 
considering the trends on a national, regional 
or possibly even state level, the population 
data indicate specific geographic areas where 
population concentrations suggest adequate 
market potential as well as geographic areas 
where market potential does not exist. How 
“adequate market potential” is defined will 
depend upon the specific product and on the 
sales goals of the farmer or agri-entrepreneur.

Population, however, is only one component of 
analyzing market potential. The ability and the 
willingness of the target audience to purchase 
must also be explored.

Ability to Purchase 
(Buying Power, 
Income and Education)

The growing buying power of the Hispanic 
population overall is attractive to many 
businesses searching for new markets. Buying 
power is defined by the Selig Center for 

Economic Growth9 as “the total personal income 
of residents that is available, after taxes, for 
spending on goods and services.” Measures 
of buying power can indicate a level of buying 
capacity or buying potential of a certain 
population.10

As shown in Figure 5, Hispanic buying power in 
the U.S. was calculated at $222 billion in 1990, 
$504 billion in 2000, $686 billion in 2004 and 
estimated to be $992 billion in 2009. By 2009, 
the Hispanic buying power is expected to equal 
9 percent of total buying power in the U.S. The 
Selig Center says of the level of Hispanic buying 
power, “The immense buying power of the 
nation’s Hispanic consumers is reshaping the 
retail and commercial landscape of the United 
States…”

The significant growth in Hispanic buying power 
can be attributed to two main factors. First, 
the Hispanic population in the U.S. is growing 
rapidly and is expected to continue growing, 
as discussed in the previous section. This rapid 
population growth is the result of both natural 
increase and immigration. Second, Hispanic 
residents are developing improved employment 
opportunities as a relatively young population 
gains work experience and more Hispanics start 
or expand their own businesses.
9 The Selig Center for Economic Growth (http://www.selig.
uga.edu/) is part of the Terry College of Business at the 
University of Georgia. The center is nationally known for its 
minority buying power studies.
10  Humphreys, Jeffery M. The Multicultural Economy 2004. 
Selig Center for Economic Growth. 2004.

Figure 5. Hispanic 
Buying Power 
Projections, 1990-2009

$222

$504

$686

$992

$0

$200

$400

$600

$800

$1,000

$1,200

1990 2000 2004 2009

Buying Power (billions)

Source: Humphreys, Jeffrey M. Selig Center for Economic Growth. The Multicultural Economy 2004. 

Bu
yi

ng
 P

ow
er

 (b
ill

io
ns

)



7

Like the trends in Hispanic population, Hispanic 
buying power is geographically concentrated. 
For instance, California had approximately 29 
percent of the Hispanic buying power in the 
United States, with almost $200 billion in 2004. 
Tennessee was ranked 27th and had $3 billion of 
Hispanic buying power in 2004. Vermont had the 
least Hispanic buying power, with slightly more 
than $134 million.

Growth in Hispanic buying power was also 
concentrated geographically between 1990 and 
2004. The top 10 states in growth of Hispanic 
buying power are listed in Table 3. North 
Carolina led with an increase of 949 percent 
while Arkansas followed closely with 924 percent. 
Georgia is in third place with 710 percent 
growth, and Tennessee is in fourth place with a 
growth in Hispanic buying power of 664 percent 
between 1990 and 2004. Kentucky rounds out 
the top 10 with 453 percent growth.

Table 3. Growth in Hispanic 
Buying Power, 1990-2004

Rank State Percent Growth

1 North Carolina 949

2 Arkansas 924

3 Georgia 710

4 Tennessee 664

5 Nevada 559

6 Minnesota 541

7 Alabama 515

8 Nebraska 473

9 South Carolina 456

10 Kentucky 453

In addition to cumulative buying power of the 
Hispanic population, income on an individual 
basis is also important to consider. Table 4 
provides average income data as well as other 
data impacting income for Hispanic consumer 
units11 and all consumer units12 for 2004.

Average disposable income, income after 
taxes, for Hispanic consumer units in 2004 
was $42,798. This was almost $9,500 less than 
the average for all consumer units. Although 
Hispanic consumer units had more earners in 
the unit they still had a lower average disposable 
income, which is likely related to the lower level 
of education completed than the average of all 
consumer units. In addition, Hispanic consumer 
units had more people on average in the unit 
than all consumer units. Thus, their income had 
to cover expenses for more people.13

Individual income data then indicate that 
Hispanic households have lower income to 
cover expenses for more people on average. 
For some products, this may limit ability to 
purchase. Understanding product preferences 
and expenditure priorities will help determine on 
which products Hispanics are likely to spend their 
limited resources.

11 A consumer unit comprises either: (1) all members of 
a particular household who are related by blood, mar-
riage, adoption or other legal arrangements; (2) a person 
living alone or sharing a household with others or living 
as a roomer in a private home or lodging house or in 
permanent living quarters in a hotel or motel, but who is 
financially independent; or (3) two or more persons living 
together who use their income to make joint expenditure 
decisions.
12 Data for all consumer units includes data for Hispanic 
consumer units. The number of Hispanic consumer units 
represents slightly more than 10 percent of all consumer 
units. Data for all consumer units, instead of data for non-
Hispanic consumers, was used for comparison since the 
number of Hispanic consumer units is relatively low, the 
differences in data for all consumers and non-Hispanic con-
sumers is relatively small, and the average U.S. consumer 
base includes both Hispanics and non-Hispanics.
13 U.S. Department of Labor, Bureau of Labor Statistics. 
Consumer Expenditures Survey. Available on-line 
http://www.bls.gov/cex/2004/share/hispanic.pdf. Accessed 
December 7, 2005. 
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Item All Consumer 
Units

Hispanic 
Consumer Units

Difference 
(Hispanic - All)

Number of consumer units (in thousands) 116,282 12,298 -103,984

Consumer unit characteristics

 Income before taxes 1/ $54,453 $43,693 -$10,760

 Income after taxes 1/ $52,287 $42,798 -$9,489

Average number in consumer unit

 Persons 2.5 3.3 0.8

 Earners 1.3 1.6 0.3

Percent distribution education of reference person:

  Elementary (1-8) 5% 21% 16%

  High School (9-12) 35% 41% 6%

  College 59% 36% -23%

  Never attended and other 2/   1% 1%

Willingness to Buy 
(Tastes and Preferences)

While it is important to understand 
demographic characteristics such as 
population trends, buying power and income, 
it is equally significant to be familiar with 
consumers’ psychographic characteristics. 
Psychographics include peoples’ tastes and 
preferences, which influence their purchasing 
behavior and decisions as consumers of 
products and services. In conjunction with 
demographic data, information on tastes and 

preferences can be used in product development 
and market planning and execution to increase 
the potential for success.

The Hispanic population is challenging to 
characterize because it is composed of individuals 
from different races and origins. One study shows 
that 85 percent of Hispanics believe Hispanics 
from different countries of origin have separate 
and distinct cultures.14 This view among 

14 2002 National Survey of Latinos: Summary of Findings. 
Pew Hispanic Center/Kaiser Family Foundation. December 
2002. Accessed online at http://pewhispanic.org/files/
reports/15.pdf on December 7, 2005.

1/ Components of income and taxes are derived from “complete income reporters” only.

2/ Value less than 0.5.

Hispanic origin – This refers to persons who identified themselves in the enumeration process as Mexican, 
Puerto Rican, Cuban, Central or South American, or of other Hispanic origin or descent. Persons of Hispanic 
origin may be of any race.

Reference person – The first member mentioned by the respondent when asked to “Start with the name 
of the person or one of the persons who owns or rents the home.” It is with respect to this person that the 
relationship of the other consumer unit members is determined.

Source: U.S. Department of Labor, Bureau of Labor Statistics. Consumer Expenditures Survey. Available on-line 
http://www.bls.gov/cex/2004/share/hispanic.pdf. Accessed December 7, 2005.

Table 4. Average Demographic Data Comparison of All 
Consumer Units and Hispanic Consumer Units, 2004
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Hispanics shows the importance of becoming 
familiar with specific characteristics of potential 
Hispanic consumers within a market, compared 
to assuming they all have similar buying 
behaviors and flavor preferences.

In line with the distinctions among Hispanics 
from different countries of origin, varying levels of 
assimilation or acculturation affect how Hispanics 
behave in comparison to one another. Assimilation 
is a process of change a minority group may 
experience when it moves to a country where 
another culture dominates.15 With assimilation, 
the minority is incorporated into the dominant 
culture. Acculturation is an exchange of cultural 
features when groups come into continuous 
contact where the original cultural patterns of 
either or both groups may be altered, but the 
groups remain distinct.16 Hispanic consumers 
who are more likely to be assimilated and/or 
acculturated include those who immigrated 
at a young age, were born in the U.S., are 
bi-lingual and/or are predominantly English-
speaking. Hispanics who have assimilated and/or 
acculturated will have behaviors and values more
similar to those of average U.S. consumers.

15 McGraw Hill Online Learning Center. “Assimilation.” 
Accessed on-line at http://highered.mcgraw-hill.com/
sites/0072500506/student_view0/glossary.htm on 
December 7, 2005.
16 McGraw Hill Online Learning Center. “Acculturation.” 
Accessed online at http://highered.mcgraw-hill.com/
sites/0072500506/student_view0/glossary.html on 
December 7, 2005.

Behavioral, Social and Value 
Characteristics

Despite differences between origin and varying 
levels of assimilation and acculturation, there are 
several behaviors and characteristics that Hispanics 
are likely to have in common with one another. 
Becoming familiar with these common behavioral 
and social characteristics enables marketers and 
producers to further understand the tastes and 
preferences of Hispanic consumers and better 
communicate with their target audience.

In 2002, 2,929 Hispanics, 1,008 non-Hispanic 
whites and 171 non-Hispanic African-Americans 
were surveyed to study similarities and differences 
in attitudes among and within these groups. The 
study identified several common behaviors and 
characteristics among Hispanics, including strong 
family values, social conservatism and religion 
as well as similar views on fatalism and overall 
economic situation.17 These characteristics are 
summarized and compared with characteristics 
of non-Hispanic whites in Table 5 to show how 
some psychographic characteristics of Hispanics 
contrast with those of non-Hispanic whites.18

17 2002 National Survey of Latinos: Summary of Findings. 
Pew Hispanic Center/Kaiser Family Foundation. December 
2002. Accessed online at http://pewhispanic.org/files/
reports/15.pdf on December 7, 2005.
18 Results for non-Hispanic African Americans are not sum-
marized due to the relatively small number of respondents 
in this group.
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Table 5. Common Behavioral, Social and Value 
Characteristics of Hispanics

Characteristic Hispanic Non-Hispanic whites

Family Values

• 89% indicated relatives are more 
important than friends

• 78% felt they should support 
children until marriage

• 73% believed elderly parents should 
live with their adult children

• 67% indicated relatives are more 
important than friends

• 46% felt they should support 
children until marriage

• 53% believed elderly parents 
should live with their adult children

Social Conservatism

• 40% felt divorce was unacceptable
• 72% deemed same-sex marriage as 

unacceptable
• 41% believed it was unacceptable to 

have a child out of wedlock

• 24% felt divorce was unacceptable
• 59% deemed same-sex marriage as 

unacceptable
• 43% believed it was unacceptable 

to have a child out of wedlock

Religion
• 68% said religion was important in 

their everyday life
• 61% said religion was important in 

their everyday life

Work Place

• 59% felt they must do what is best 
for themselves to be successful 
rather than what was best for others

• 97% felt they must get along with 
people from all races and cultures to 
succeed

• 29% were willing to work long 
hours at the expense of their 
personal lives

• 29% felt they must do what is best 
for themselves to be successful 
rather than what was best for others

• 98% felt they must get along with 
people from all races and cultures 
to succeed

• 46% were willing to work long 
hours at the expense of their 
personal lives

Fatalism
• 52% believed it did not do any 

good to plan for the future because 
they had no control over destiny

• 15% believed it did not do any 
good to plan for the future because 
they had no control over destiny

Discrimination

• 82% felt discrimination was a 
problem in preventing Hispanics in 
general from succeeding

• 78% felt discrimination against 
Hispanics was a problem in the 
workplace

• 83% reported that discrimination of 
Hispanics by other Hispanics was a 
problem

• 59% felt discrimination was a 
problem in preventing Hispanics in 
general from succeeding

• 57% felt discrimination against 
Hispanics was a problem in the 
workplace

Economic Situation
• 65% had a bank account
• 51% used credit cards

• 95% had a bank account
• 77% used credit cards

Source: 2002 National Survey of Latinos: Summary of Findings. Pew Hispanic Center/Kaiser Family Foundation. 
December 2002. Accessed on-line at http://pewhispanic.org/files/reports/15.pdf on December 7, 2005.
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Characteristics of strong family values and conservative views may explain larger family sizes in 
Hispanic households and the desire to maintain traditions by preparing meals from scratch and using 
authentic ingredients.19 Evidence that the majority of Hispanics were not willing to sacrifice their 
personal lives to work longer hours may also show the importance of spending time with family 
members.

A significant majority of Hispanics felt discrimination was a problem for them. This, combined with 
the fact that few Hispanics had bank accounts or used credit cards, shows that there may be some 
distrust of others, especially when finances are involved. Marketers and food producers should keep 
this in mind and be sensitive to discrimination issues. Furthermore, marketers must be sensitive to this 
when dealing with financial issues such as pricing and determining proper forms of payment.

Social, behavioral and value characteristics impact tastes and preferences for food products and 
services. Becoming familiar with common characteristics of the target audience should aid in 
communicating with and understanding the demands of potential Hispanic consumers.

Hispanic Consumer Expenditures

Several differences exist among expenditures of Hispanic consumers compared with U.S. consumers 
on average. These differences impact purchasing priorities and product preferences.

The United States Department of Labor performs a study of consumer characteristics and 
expenditures through a quarterly interview and weekly diary process. The information for Hispanic 
consumer units20 can be compared to that information reported for all consumer units20

to determine where similarities and differences exist. Data from the 2004 Consumer Expenditure 
Survey are provided in Table 6.

Differences exist in the amount of total spending and the amount spent on various categories of 
expenditures between Hispanic consumer units and all consumer units (Table 6). Some of these 
differences are summarized as follows:

• Hispanic consumer units reported almost $6,000 less in average annual expenditures than all 
consumer units

• Hispanic consumer units spent $1,000 less per year on housing and $300 less on transportation 
than all consumer units

• Expenditures on utilities and home furnishings were also lower for Hispanic consumer units
• Hispanic consumer units spent $775 less on entertainment and $490 less on gifts than all 

consumer units
• Average expenditures for all food purchases and food for home consumption (food at home) 

were higher for Hispanic consumer units than all consumer units
• Food items for which expenditures by Hispanic consumer units were significantly higher (greater 

than 25 percent higher) include eggs, poultry, fresh milk and cream, beef, fresh vegetables, fresh 
fruits, cereals and cereal products, and pork

• Average expenditures for food away from home were almost $400 lower for persons of Hispanic 
or Latino origin than all consumer units

19 Preference for authentic ingredients and meals prepared from scratch is described in more detail in the section titled 
Food-Purchasing Behaviors.
20 Data for all consumer units includes data for Hispanic consumer units. The number of Hispanic consumer units repre-
sents slightly more than 10 percent of all consumer units. Data for all consumer units, instead of data for non-Hispanic 
consumers, was used for comparison since the number of Hispanic consumer units is relatively low, the differences in 
data for all consumers and non-Hispanic consumers is relatively small, and the average U.S. consumer base includes both 
Hispanics and non-Hispanics.
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Table 6. Average Expenditure Comparison of All 
Consumer Units and Hispanic Consumer Units, 2004

Item
All Consumer 

Units
Hispanic 

Consumer Units
Difference 

(Hispanic - All)

Number of consumer units (in thousands) 116,282 12,298 -103,984
Average annual expenditures $40,817 $34,575 -$5,817
 Food $5,781 $5,911 $130
  Food at home $3,347 $3,883 $536
 Cereals and bakery products $461 $517 $56
  Cereals and cereal products $154 $202 $48
    Bakery products $307 $315 $8
   Meats, poultry, fish and eggs $880 $1,175 $295
    Beef $265 $367 $102
    Pork $181 $236 $55
    Other meats $108 $113 $5
    Poultry $156 $231 $75
    Fish and seafood $128 $159 $31
    Eggs $42 $68 $26
   Dairy products $371 $425 $54
    Fresh milk and cream $144 $201 $57
    Other dairy products $226 $224 -$2
   Fruits and vegetables $561 $712 $151
    Fresh fruits $187 $249 $62
    Fresh vegetables $183 $250 $67
    Processed fruits $110 $127 $17
    Processed vegetables $82 $86 $4
   Other food at home $1,075 $1,054 -$21
    Sugar and other sweets $128 $116 -$12
    Fats and oils $89 $107 $18
    Miscellaneous foods $527 $471 -$56
    Nonalcoholic beverages $290 $328 $38
  Food prepared by consumer unit on
      out-of-town trips

$41 $31 -$10

  Food away from home $2,434 $2,027 -$407
 Alcoholic beverages $459 $320 -$139
 Housing $13,918 $12,884 -$1,034
 Utilities, fuels and public services $2,927 $2,671 -$256
 Household furnishings and equipment $1,646 $1,303 -$343
 Apparel and services $1,816 $1,817 $1
 Transportation $7,801 $7,497 -$304
 Entertainment $2,218 $1,443 -$775
  Fees and admissions $528 $308 -$220
 Personal care products and services $581 $519 -$62
 Tobacco products and smoking supplies $288 $155 -$133
 Gifts of goods and services $1,215 $723 -$492
  Food  $74 $38 -$36
  Alcoholic beverages $20 $13 -$7
  Entertainment $78 $52 -$26
  Personal care products and services $29 $24 -$5

Hispanic origin – This refers to persons who identified themselves in the enumeration process as Mexican, Puerto Rican, Cuban, 
Central or South American, or of other Hispanic origin or descent. Persons of Hispanic origin may be of any race.

Source: U.S. Department of Labor, Bureau of Labor Statistics. Consumer Expenditures Survey. Available on-line http://www.bls.
gov/cex/2004/share/hispanic.pdf. Accessed December 7, 2005.
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Hispanics spend a larger portion (17.1 percent) of 
their income on food products than all consumer 
units (14.2 percent), creating market potential 
for farmers and agri-entrepreneurs. While food is 
a necessity to all people, food is also important 
socially and culturally. These social and cultural 
factors greatly influence the types and amounts 
of food products purchased. Learning about the 
factors that drive purchasing decisions can assist 
farmers and agri-entrepreneurs in developing 
products and marketing plans for this audience.

Food-Purchasing Behaviors

Perhaps one of the simplest ways to describe 
food-purchasing habits of Hispanic consumers is 
by way of the “four Fs” categorized by Thomas 
Tseng, an ethnic marketing research expert and 
former director for Cultural Access Group.21 
According to Tseng, the four Fs of Hispanic food-
purchasing behaviors are family, freshness, flavor 
and friendliness. Hispanics typically decide which 
foods they will purchase, the amount they will 
purchase and where they purchase their foods 
based on influences characterized by the four Fs.

21 “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.

Family

Family size, traditions and values have an 
influence on food-buying behaviors of many 
Hispanics. Some family values have been 
summarized previously in Table 5. In addition, 
family size directly impacts the amount of 
food purchased. With an average of 3.3 family 
members per household in 2004, Hispanic 
households were larger in comparison to all 
consumer units, which had 2.5 family members 
per household.22 Consequently, Hispanic 
households typically had a larger food bill than 
households of all consumer units. In 2004, 
Hispanic households spent an average of 2.2 
percent more on food in comparison to all 
consumer units (Figure 6). 

Segmenting food expenditures further, Hispanic 
households spent 16 percent more on food at 
home and 16.7 percent less on food consumed 
away from home than all consumer units in 
2004. This means a greater portion of foods 
purchased by Hispanics came from the retail 
store rather than from restaurants or other food-
service locations.

22 U.S. Dept. of Labor, Bureau of Labor Statistics. Consumer 
Expenditure Survey. Available on-line at http://www.bls.
gov/cex/2004/share/hispanic.pdf. Accessed December 7, 
2005.

Figure 6. Annual Expenditures on Food at Home and Away from Home, 
Hispanic Consumers in Comparison to All Consumers, 2004
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In addition to spending more on foods at home, Hispanics spent more on all food categories except 
sugar and sweets than all consumer units (Figure 7). Meats appear to be important in the diets 
of many Hispanics because the greatest portion of their food expenditures was allocated toward 
purchases of meat, poultry, fish and seafood during 2004, and Hispanics spent 33.5 percent more on 
meat, poultry, fish and seafood than all consumer units during the same year.

	

Figure 7. Annual Expenditures on Food Categories, 
Hispanic Consumers in Comparison to All Consumers, 2004

Although family size influences the quantity of 
foods purchased and the amount of money spent 
on foods, family values and traditions impact 
the type of food purchased, which leads to the 
next two Fs of Hispanic food-purchasing habits, 
freshness and flavor.

Freshness

The second F of Tseng’s Hispanic food-purchasing 
behaviors, freshness or preference for fresh foods, 
is a result of the tradition of preparing meals from 
scratch. Research shows that approximately 67 
percent of Hispanics prepared meals from scratch 
in 2002.23 This is related to their preference 
for fresh ingredients as compared to frozen, 
processed or pre-prepared foods. 

The preference for fresh does not necessarily 
mean that Hispanic consumers will not purchase 
23 Bopp, S. B. “Hispanics at the Store.” Food Systems Insider. 
April 2004. Available on-line at http://www.foodsystem-
sinsider.com/articles/0409/0409hispanic.htm. Accessed 
December 7, 2005.

processed products. When a fresh ingredient 
is not available, an imported frozen, canned or 
packaged version of that ingredient will suffice.24 

Emphasis on freshness is especially true for less 
acculturated Hispanics. U.S.-born and English-
speaking Hispanics are more likely to purchase 
convenience foods (processed, packaged or 
pre-prepared) because they tend to make fewer 
meals from scratch.25

Produce is an important part of the Hispanic 
consumer’s diet, especially fresh produce. 
Hispanics not only spend more on fruits and 
vegetables than all consumer units, but they 
spend more on fresh fruits and vegetables in 
comparison to processed. In 2004, Hispanic 

24 “Grow with America: Best Practices in Ethnic Marketing 
and Merchandising.” Cultural Access Group. Available on-
line at http://www.accesscag.com/pdf/CCRRCFinPresentati
onCAGv.1.pdf. Accessed December 7, 2005.
25 “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.
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consumers spent 70 percent of their expenditures 
on fresh fruits and vegetables as compared to all 
consumer units, who spent 66 percent of their 
expenditures on produce for fresh fruits and 
vegetables.26

Besides fruits and vegetables, freshness is also 
important for dairy products, baked goods 
and meats. For example, in 2002, Hispanic 
consumers visited bakeries, or “panaderias” 
in Spanish, 3.4 times per month and butcher 
shops, or “carnicerias” in Spanish, 2.4 times per 
month.27 This is in addition to the 4.3 visits per 
month that Hispanics make to the supermarket. 
In comparison to the average U.S. consumer, 
Hispanics visited the grocery store an average 
of 18.3 trips per month as compared to an 
estimated 8.8 trips per month for the general 
U.S. population in 2002.28

Frequent shopping visits and stops at specialty 
retailers such as bakeries and butcher shops again 
show the preference for freshness by Hispanic 
consumers. Freshness of products is an important 
factor for farmers and agri-entrepreneurs 
developing products or marketing plans to 

26 U.S. Dept. of Labor, Bureau of Labor Statistics. Consumer 
Expenditure Survey. Available on-line at http://www.bls.
gov/cex/2004/share/hispanic.pdf. Accessed December 7, 
2005.
27 “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.
28 “Food and Grocery.” HispaniCare.com. Available on-line 
at http://www.hispanicare.com/biz/foodcompanies.asp. 
Accessed December 7, 2005.

provide for the Hispanic audience. It is important, 
however, to recognize that preference for fresh 
foods and ingredients also relates to authentic 
flavors.

Flavor

The third F of Tseng’s Hispanic food-purchasing 
behaviors is flavor. Flavor preferences indicate 
an interest in authentic ingredients that remind 
Hispanic consumers of foods from their or their 
ancestors’ country of origin.29

It is not unusual for Hispanics originating from 
different countries to have different tastes and 
preferences for food products, because authentic 
products and ingredients may be significantly 
different from one country to another. Thus, 
it may be helpful to determine the origin of 
the specific Hispanic population targeted for a 
particular product or service.

The Hispanic population in the United States 
originates from several different countries. The 
most common country of origin for Hispanics 
in the United States as of 2002 was Mexico. As 
shown in Figure 8, 66 percent of Hispanics in the 
U.S. originated from Mexico. About 14 percent 
of Hispanics originated from Central and South 
America. Puerto Rico and Cuba followed with 9 
and 4 percent respectively, and the remaining 7 
percent originated from other countries.

29 “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.
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Several preferred foods and flavors are organized by country of origin in Figure 8.

Figure 8. Hispanic Preferences for Foods and Flavors and Percent of 
the Hispanic Population by Country of Origin in the United States

There are several unique flavors preferred by Hispanic consumers. These include sweet, sour and 
fruity flavors such as vanilla, caramel, lime, lemon, pineapple, guarana (sweet South American fruit), 
tamarind (sweet/sour tropical pod fruit), strawberry, mango, chamoy (apricot or plum pulp), starfruit 
(sweet tropical fruit) and jackfruit (tropical pod fruit).30,31 There are also several vegetable and herb 
flavors favored by Hispanic consumers. Preferred vegetable and herb flavors include tomato, onion, 
pepper, jalapeno, chile, cilantro, garlic, thyme and epazote.32 

The above sweet, sour and herbal flavors represent fruits, vegetables and herbs that can be grown 
in the native countries of Hispanic consumers. These flavors are preferred because they provide 
Hispanics with a reminder of foods and ingredients from their or their ancestors’ country of origin 
and increase the authentic flavor of meals prepared from scratch.

Additionally, Hispanics create unique flavor combinations. Many Hispanic consumers enjoy a mix of 
sweet and spicy flavors. Examples of preferred sweet and spicy combinations are tamarind and chili 
powder candies, vanilla ice cream spiced with jalapeno pepper, or fruit sprinkled with chili, salt and 
lime.33,34

30  “Market Trends: Hispanic Americans and Food.” Packaged Facts. Division of MarketResearch.com. June 2003.
31  Cultural Access Group and About Marketing Solutions, Inc. “Grow with America: Best Practices in Ethnic Marketing   
    and Merchandising.” Study for the Coca Cola Retailing Research Council of North America. 2002.
32  “Market Trends: Hispanic Americans and Food.” Packaged Facts. Division of MarketResearch.com. June 2003.
33  Taylor, S. “Sweets from the Heart of Mexico.” Dallas Morning News. May 13, 2005. Available on-line at http://www.     
dallasnews.com/sharedcontent/features/food/topstories2/051405ccdrfoodpaletera.a14e6e01.html. Accessed December 
7, 2005. 
34  “Market Trends: Hispanic Americans and Food.” Packaged Facts. Division of MarketResearch.com. June 2003.
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Flavor preferences are directly linked to certain foods and ingredients. Because of the difficulty 
in determining common food preferences among Hispanics, an on-line retail consulting firm, 
MexiGrocers.com, has compiled a list of products consumed by Hispanics (Table 7).

Table 7. Common Foods Eaten by Hispanic Consumers

•	 Fruit – Baby Bananas, Water Coconut, Lime, Mamey (Tropical Tree Fruit), 
Papaya, Plantains and Guava

•	 Vegetables – Green Onion, Peppers (Poblano, Serrano and Jalapeno), Green 
Squash, Tomatillo, Jicama (Root Vegetable similar to Yams), Hass Avocado, 
Chayote (Mango-shaped Squash), Green Beans, Mushrooms, Cabbage, 
Lettuce and Potatoes

•	 Miscellaneous Produce – Aloe Vera, Cilantro, Long Banana Leaves, Nopales 
(Cactus Leaves), Tunas (Cactus Pears), Sugar Cane, Yucca Root, Corn Husks, 
Chilies Secos and Dried Peppers

•	 Flour and Corn Tortillas

•	 Cheese – Quesadilla, Asadero and Monterrey Jack

•	 Yogurt (Drinkable and Cup) –Mango, Guava, Pineapple, Strawberry

•	 Horchata – Rice-based Milk Substitute

•	 Nectar/Fruit Juice/Citrus Punch – Mango, Guava, Orange Mango, Peach, 
Pear and Strawberry/Banana

•	 Gelatin and Flan (Gelatin-like, Caramel-flavored Dessert)

•	 Eggs

•	 Meat (Often thinly sliced) – Beef, Pork, Poultry, Goat and Lamb

•	 Chorizo (Spicy Pork Sausage)

•	 Fish and Seafood – Ceviche, Bacalao (Salted Cod), Tilapia and Crab

•	 Beef Offal – Heart, Brain, Kidney, Marrow, Guts and Tongue

•	 Pork Offal – Ears, Snout, Skin, Tail, Tongue and Feet

•	 Goat and Sheep Heads

Source: Lydick, A. MexiGrocers.com. Available on-line at http://www.mexigrocers.com. Accessed 
December 7, 2005. 
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Varying levels of acculturation and differences 
in country of origin of the Hispanic population 
within the U.S. make it inaccurate to assume all 
Hispanics prefer the same foods. When writing 
a marketing plan and trying to determine which 
products to grow/develop for sale to Hispanic 
consumers, it is necessary to become familiar 
with the purchasing behaviors and preferences 
of the Hispanics within the specific market being 
targeted.

Preferences for fresh foods and ingredients, as 
well as other particular flavors, often dictate the 
types of foods purchased by Hispanic consumers. 
It is not only important to know and understand 
the types of foods purchased, but to also become 
familiar with where Hispanics purchase their 
foods. This is related to the fourth F, friendliness.

Friendliness

The final F of Tseng’s Hispanic purchasing 
behaviors, friendliness, has an impact on where 
Hispanics make their food purchases. For many 
Hispanic consumers, shopping is a social activity 
or family experience.35 This overall positive 
attitude toward shopping for food means there 
are several characteristics of Hispanic consumers 
that may lead to advantages for producers and 
retailers.

The majority of Hispanic consumers complete 
their shopping at supermarkets, but they 
will often make an additional stop at a small 
Hispanic-owned bakery and/or butcher shop 
during the week.36 These additional stops not 
only provide Hispanic consumers the opportunity 
to purchase fresh products, but also give them 
an opportunity to socialize and talk to other 
Hispanics – be it store employees or other 
customers. This social interaction means Hispanic 
consumers will spend a little more time in the 
store and provide the opportunity for retailers to 
get to know their customers, which helps with 

35  “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.
36 Bopp, S. B. “Hispanics at the Store.” Food Systems 
Insider. April 2004. Available on-line at http://www.
foodsystemsinsider.com/articles/0409/0409hispanic.htm. 
Accessed December 7, 2005.

market planning. Additionally, it may create the 
opportunity for retailers to explain and introduce 
new products to their customers.

Respect is very important to Hispanics. If they feel 
disrespected in any way, they will stay away from 
a product or location even if it is the best product 
or place to shop.37

Loyalty is another attribute of Hispanic 
consumers.38 Hispanic consumers are both loyal 
to the stores where they shop and the brands 
they purchase. This loyalty can be beneficial if 
Hispanic consumers have a positive experience 
with a specific product, brand or store. On the 
other hand, this loyalty can also be an obstacle. 
Loyalty towards existing products, brands or 
stores may create some initial difficulty in trying 
to get Hispanic shoppers to purchase new 
products or products from an unknown brand.

Besides loyalty, Hispanic consumers are often 
price-conscious.39 As discussed previously, 
Hispanic consumers have lower incomes than 
all consumer units yet they spend more money 
on food than all consumer units. This means 
Hispanics spend a larger portion of their income 
on food. Thus, retail pricing is very important. 
When trying to determine the price to set for 
products in a retail setting, it is important to set 
prices similar to what comparable products are 
selling for in the Hispanic markets or consider 
a simple pricing structure, such as three for $1 
rather than price per pound.40

There are several merchandising techniques that 
create a comfortable environment and inviting 
atmosphere for Hispanic consumers. These 
merchandising techniques include the presence 

37 Bopp, S. B. “Hispanics at the Store.” Food Systems 
Insider. April 2004. Available on-line at http://www.
foodsystemsinsider.com/articles/0409/0409hispanic.htm. 
Accessed December 7, 2005.
38 “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.
39 “Market Trends: Hispanic Americans and Food.” Pack-
aged Facts. Division of MarketResearch.com. June 2003.
40 Cultural Access Group and About Marketing Solutions, 
Inc. “Grow with America: Best Practices in Ethnic Market-
ing and Merchandising.” Study for the Coca Cola Retailing 
Research Council of North America. 2002.
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of bilingual employees and bilingual signage and 
packaging on food products; offering a broad 
and appropriate assortment of fresh produce and 
meats; pricing similar to comparable products 
in ethnic markets, and highlighting products 
that are critical to daily cooking patterns, such 
as beans, rice and tortillas.41 Hispanic consumers 
who are in a comfortable environment are more 
likely to shop at a particular location. In addition, 
the presence of bilingual signage, packaging and 
employees may help increase the likelihood that 
Hispanic consumers will try new products.

Retail Market 
Analysis

With an analysis of Hispanic consumer buying 
behavior and demographics, it may also be 
helpful to consider characteristics, needs 
and preferences of retail market owners and 
managers who market to Hispanic consumers. In 
April 2005, six retail market owners or managers 
(four owners and two managers) who targeted 
Hispanic consumers were identified in Bedford 
County and interviewed with the assistance 
of a bilingual project partner.42 Through these 
interviews, valuable information was learned 
regarding product demands, potential marketing 
and advertising strategies, current product 
suppliers, methods to gain market access and 
barriers to entry. A copy of the questionnaire 
used during the interviews is included as 
Appendix B.

Three of the owners or managers described their 
businesses as “grocery stores.” One business was 
described as a “grocery store and restaurant” 
combination, and the two other businesses were 
described as “bakeries” (panaderias in Spanish). 

41 Cultural Access Group and About Marketing Solutions, 
Inc. “Grow with America: Best Practices in Ethnic Market-
ing and Merchandising.” Study for the Coca Cola Retailing 
Research Council of North America. 2002.
42 Cultural Access Group and About Marketing Solutions, 
Inc. “Grow with America: Best Practices in Ethnic Market-
ing and Merchandising.” Study for the Coca Cola Retailing 
Research Council of North America. 2002. 

All but one of the operations were described as 
“single stores.” One business had an additional 
store under the same owner in the local area.

The owners and managers had not been 
employed in their present position for very 
long. Two of the owners or managers had been 
employed for approximately two years. One had 
been employed for approximately one year, and 
the others had been employed for seven and 
three months each. On average, the owners and 
managers had been employed for just less than 
one year.

Five of the respondents indicated that the 
storeowner made the purchasing decisions for 
the store. One respondent indicated both the 
storeowner and the store manager made the 
purchasing decisions for the store.

All six of the owners or managers indicated they 
were Hispanic. Five of the owners or managers 
indicated they spoke primarily Spanish and little 
or no English. The other owner or manager 
indicated an ability to speak both English and 
Spanish equally well. Three of the owners or 
managers were female, and three were male.

All six operations offered food products for sale, 
while three operations also offered non-food 
products. The three operations that offered non-
food products for sale reported that only 5 to 
10 percent of all products sold were non-food 
products. 

A list of non-food item categories was provided, 
and owners and managers were asked to 
indicate whether or not the items were carried 
in their store. Table 8 contains the list of non-
food categories and the number of retail outlets 
offering each. Three stores carried clothing and 
pharmaceutical products. Two stores carried 
household supplies and personal care items.



20

Table 8. Number of Retail 
Outlets Offering 
Non-food Items by Category

Categories of 
Non-Food Items

Number of Retail 
Outlets

Pharmaceuticals 3

Clothing 3

Household supplies 2

Personal care items 2

Automotive 0

Hardware 0

Home and garden 0

Specialty gift items 0

Fresh flowers 0

Likewise, a list of food item categories was 
provided. Table 9 contains the list of food item 
categories and the number of retail outlets 
offering each. Five stores offered fresh baked 
goods and dairy products. Four stores offered 
fresh produce, canned/bottled food items, 
packaged breads/cereals and dry goods. Three 
stores offered frozen food items and beer and 
liquor or wine. Two stores offered fresh meats 
and cooked meats.

Table 9. Number of Retail 
Outlets Offering Food Items 
by Category

Categories of Food Items
Number of 

Retail Outlets

Fresh baked goods 5

Dairy products 5

Fresh produce 4

Canned/bottled food items 4

Packaged breads/cereals 4

Dry goods 4

Frozen food items 3

Beer, liquor and wine 3

Fresh meats 2

Cooked meats 2

The owners or managers were asked to identify 
the sources they used to acquire food products 
for their store, as well as the percentage of 
product acquired from each source. All six 
indicated purchasing at least half up to all of their 
food products from a food wholesaler. Three 
reported purchasing food products from a direct 
store-delivery vendor. One owner or manager 
said (s)he purchased a very small amount of food 
products directly from a small food-producer. 
Two of the owners or managers indicated they 
purchased some food products from other retail 
stores. Table 10 lists the number of owners or 
managers purchasing from each source and the 
range, average and median percent of product 
purchased from each source.

Table 10. Food Product Sources and Percent of 
Product Purchased from Each

Source Number Range Average Median

Food wholesaler 6 50-100% 86% 94%

Large, national manufacturing company 0 - - -

Direct store-delivery vendor (DSD)1 3 1-20% 8.67% 5%
Small food-producer (including farmers and small 
food entrepreneurs)

1 1% 1% 1%

Retail store 2 5-50% 27.5% 27.5%
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The owner or manager who indicated purchasing 
directly from a small food-producer (including 
farmers and small food-entrepreneurs) reported 
purchasing herbs from this source.

When asked whether they would consider 
purchasing products directly from a small 
food-producer in the future, all six owners and 
managers indicated they would. The owners or 
managers were then asked whether they would 
be willing to consider purchasing specific types of 
products from a small food-producer. 

Table 11 lists the number of owners and managers 
willing to purchase each product category from 

the small food-producer and a description of some 
items they would likely be willing to purchase. 
Note that not all owners or managers indicated 
specific descriptions of products they would be 
willing to consider purchasing from a small food-
producer. All six indicated they would be willing 
to consider purchasing dairy products, while five 
indicated they would consider purchasing canned 
goods. Four owners or managers indicated they 
would consider purchasing fruits or juices and 
candy. Three would consider meat products; 
vegetables; jams, jellies and honey; and baked 
goods. Two would consider herbs, spices and 
seasonings, and one would consider purchasing 
salsas and wines and liquors.

Table 11. Willingness to Purchase Products from 
Small Food-Producers

Product Categories
Number Willing 
to Purchase

Product Descriptions

Dairy products 6 2=yogurt, 1=milk, cheese, Mexican cheese

Canned goods 5 1=pineapple, peach, pumpkin, beans, chili-jalapeno

Fruits and juices 4 1=lime, mango, papaya, nopal

Candy 4 1=hot, spicy candies

Meat products 3 1=beef, seafood, all meats

Vegetables 3 1=zucchini, tomatillo

Jams/jellies/honey 3 1=strawberry jam

Baked goods 3 1=Mexican bread, bollio

Herbs/spices/seasoning 2

Salsas 1

Wines and liquor 1

The owners and managers were also asked if there were any food products that were currently not 
available to them that they would like to offer in their stores. Only two owner or managers indicated 
such products. The owner or managers reported that zucchini flowers (or blossoms) and Alpura43 milk 
were desired and unavailable.

The owners and managers were asked how they would prefer to be approached by a small food-
producer. The owners and managers were given four options 1) “call you on the phone,” 2) “visit 
you at your store,” 3) “send written material to you in the mail” and 4) “deliver a product sample 
to you.” The owner or manager could also offer an alternative method. All six respondents indicated 
they would prefer a small food-producer to “deliver a product sample” to them.

43  Alpura is a brand of milk in Mexico. The Alpura Group is one of the top dairy food producers in Mexico. 
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Interviewees were asked to indicate which three criteria from a list were most important in selecting 
products to sell in their stores. The criteria given and number of responses are shown in Table 12. 
“Product quality” received five responses, the most of any criterion. “Potential gross profit” and 
“customer request or recommendation” each received three responses.

When asked which was the most important criterion of the three selected, “product quality” was 
selected four times and “customer request or recommendation” and “potential gross profit” was 
chosen once.

Table 12. Criteria Used by Owners and Managers to Select Products 
to Sell in Stores

Criteria Number of Responses

Product quality 5

Customer request/recommendation 3

Potential gross profit 3

Promotional assistance 2

Ability to re-stock 2

Available shelf space 1

Sales history 1

New product 1

Supply availability/timing 1

Supplier recommendation 0

Packaging 0

Other Capital limitation

All six of the interviewed owners and managers indicated they would prefer product labels and 
promotional materials to be printed in both Spanish and English.

Interviewees were given a list of potential requirements and asked to indicate which were required 
for products to be sold in their store. All six respondents indicated that the supplier must guarantee 
a specific delivery schedule, evidence must exist of the ability to supply a constant quantity and the 
supplier must have liability insurance. Five respondents indicated the supplier must present evidence 
that the government has inspected the product; the supplier must furnish a display for the product; 
and an amount of gross profit. Four indicated that evidence of a product’s previous sales and that the 
supplier must be responsible for restocking were required. Three indicated that a supplier must assist 
in promotions. Product requirements and number of responses are listed in Table 13.
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Table 13. Potential Requirement for Products to be Sold

Requirement Number Requiring

Supplier must guarantee a specific delivery schedule can be met 6

Evidence of ability to supply a constant quantity 6

Supplier must have product liability insurance 6

Evidence the product has been inspected by the government 5

Supplier must furnish a display 5

Amount of gross profit provided 5

Evidence of a product’s previous sales 4

Supplier must be responsible for restocking 4

Supplier must assist in promotions 3

Product must have a bar code 1

The owners and managers were asked to describe their customers by the percent who were Hispanic 
and by gender. As shown in Table 14, respondents indicated that between 90 and 99 percent of 
their customer base was Hispanic, with an average of more than 92 percent. Interviewees reported, 
on average, that males accounted for approximately 53 percent of customers. While the observation 
of more male than female customers may be counterintuitive related to typical U.S. consumer 
trends, there are more Hispanic men than Hispanic women in the U.S. population, and 40 percent 
of Hispanic males 15 years and older have never been married, compared with 27 percent of non-
Hispanic whites.44

Table 14. Owner and Manager Estimates of Customer 
Ethnicity and Gender

Range Average

Hispanic 90-99% 92.33%

Non-Hispanic 1-10% 7.67%

Male 40-60% 53.33%

Female 40-60% 46.67%

The stores represented in the interviews were fairly small in terms of sales. The owners and managers 
interviewed were asked to indicate which one of eight categories of annual gross sales described the 
sales for their store. Only three owners or managers answered the question. Two indicated gross sales 
of less than $10,000, and one indicated gross sales between $10,000 and $24,999.

44 U.S. Census Bureau. Marital History for People 15 Years and Over, by Age, Sex, Race and Hispanic Origin: 2001. Re-
leased February 2005. Available o-nline at http://www.census.gov/population/www/socdemo/marr-div/p70-97-tab01.
html. Accessed February 24, 2006.
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Summary and 
Conclusions

The growing resident Hispanic population in 
certain areas of Tennessee may create new 
market opportunities for some farmers and 
value-added entrepreneurs. The top 10 counties 
in resident Hispanic population in 2004 were 
Davidson, Shelby, Rutherford, Montgomery, 
Hamilton, Knox, Hamblen, Williamson, Bedford 
and Sumner. The top 10 counties in percent 
change in resident Hispanic population between 
2000 and 2004 were Robertson, Fayette, 
Rutherford, Wilson, Obion, Trousdale, Cannon, 
Jefferson, Bedford and Monroe. In addition, the 
Hispanic population in Tennessee is expected to 
continue to grow into the foreseeable future.

Hispanics have particular preferences for food 
and products that should be investigated 
and understood by those who plan to market 
products to them. Hispanic consumer preferences 
can be described by the four Fs – family, 
freshness, flavor and friendliness. Family values, 
traditions and size all influence purchasing 
behavior, and a desire to prepare meals from 
scratch and with fresh products greatly influence 
purchasing preferences. Hispanic consumers 
like unique flavors and flavor combinations 
influenced by produce, herbs and spices native 
to their country of origin or that of their parents 
or ancestors. Shopping is also often considered 
a social time, and Hispanic consumers build 
relationships and loyalty for retail outlets and brands.

Among Hispanic consumers, however, 
differences in food product preferences exist. 
These variations originate from differences in 
country of origin, level of acculturation and/or 
assimilation, whether the consumers are foreign-
born and their time in the United States, and 
even language capabilities. It is important for 
those marketing to Hispanic consumers to learn 
the characteristics of those within the markets 
targeted.

Results of this study are summarized below into 
key points related to the four Ps of marketing: 
product, price, place and promotion.

Product

•	 Product quality is important.

•	 Freshness of product is valued.

•	 Fresh food products are typically preferred 
over processed or frozen products.

•	 Hispanic consumers enjoy unique flavors 
and flavor combinations influenced by 
native foods in their country of origin 
(Refer to Figure 8 and Table 7).

•	 Hispanic consumers may also prefer 
specific methods of product preparation or 
processing, such as thinly sliced meats.

•	 Food items for which expenditures by 
Hispanic consumers were significantly 
higher (greater than 25 percent higher) 
include eggs, poultry, fresh milk and 
cream, beef, fresh vegetables, fresh fruits, 
cereals and cereal products, and pork.

•	 Retail market owners and managers 
indicated the most willingness to purchase 
dairy products such as yogurt, milk and 
cheese; canned goods such as pineapple, 
peach, pumpkin, beans and chilies; hot, 
spicy candies; and fruits and juices directly 
from producers.

•	 Products should be labeled in both Spanish 
and English.

Price

•	 Prices must be competitive and consistent.

•	 On average, Hispanic persons earn 
significantly less income than other 
consumer units and spend a higher 
percentage of that income on food and 
food-at-home.

Place/Distribution

•	 Opportunities may exist to directly market 
products to Hispanic consumers or to 
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market on the wholesale level to retail 
markets or restaurants serving Hispanic 
consumers.

•	 Retail market owners may require a set 
delivery schedule.

•	 Evidence of ability to maintain a constant 
product supply may be necessary for retail 
market owners or managers.

•	 Marketers may need to provide proof of 
food liability insurance for retail market 
owners or managers.

Promotion

•	 Promotions should be done in Spanish or 
both Spanish and English.

•	 Sampling may be an effective promotional 
strategy.

•	 Furnishing a display or point-of-purchase 
advertising materials may be helpful to 
retail market owners or managers.

•	 Building relationships and customer loyalty 
is important.

Farmers and value-added entrepreneurs may 
face several obstacles when attempting to 
market directly to Hispanic consumers or on the 
wholesale level to retail markets or restaurants. 
These obstacles may include:

•	 Learning about cultural differences and 
product preferences

•	 Communicating with Spanish-speaking 
individuals

•	 Developing relationships within the 
Hispanic community, including potential 
customers

•	 Enticing potential customers to try 
products for the first time

•	 Building customer loyalty
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Appendix A. Resident Hispanic Population 
by County: 2000 and 2004

County

Resident Hispanic 
Population Rank 

Population 
7/1/2004

Percent Change 
Resident Hispanic 

Population 
2000-2004

Rank 
Percent 
Change

2000 
Census

7/1/2004 
Estimate

Anderson 787 869 31 10% 75

Bedford 2,811 4,550 9 62% 9

Benton 157 205 70 31% 41

Bledsoe 138 156 77 13% 69

Blount 1,120 1,505 19 34% 36

Bradley 1,822 2,498 15 37% 32

Campbell 269 371 53 38% 28

Cannon 157 264 62 68% 7

Carroll 386 433 51 12% 71

Carter 504 606 41 20% 61

Cheatham 437 631 40 44% 20

Chester 150 206 69 37% 31

Claiborne 192 211 68 10% 76

Clay 108 154 78 43% 21

Cocke 354 439 49 24% 56

Coffee 1,051 1,469 20 40% 25

Crockett 793 1,041 27 31% 40

Cumberland 578 587 42 2% 88

Davidson 26,091 35,889 1 38% 30

Decatur 229 287 58 25% 54

DeKalb 633 788 33 24% 55

Dickson 484 667 36 38% 29

Dyer 434 654 37 51% 15

Fayette 298 562 43 89% 2

Fentress 90 116 86 29% 45

Franklin 620 782 34 26% 53

Gibson 540 647 38 20% 62

Giles 266 264 62 -1% 92

Grainger 226 253 65 12% 72

Greene 641 927 30 45% 17

Grundy 141 145 83 3% 86

Hamblen 3,299 5,128 7 55% 12

Hamilton 5,481 6,959 5 27% 50

Hancock 25 24 94 -4% 93

Hardeman 273 354 54 30% 43

Hardin 260 317 57 22% 60

Hawkins 417 465 47 12% 73

Haywood 524 675 35 29% 46
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Henderson 247 284 59 15% 67

Henry 311 328 56 5% 81

Hickman 222 275 60 24% 57

Houston 101 146 81 45% 18

Humphreys 148 182 72 23% 59

Jackson 89 100 87 12% 70

Jefferson 588 984 28 67% 8

Johnson 150 150 80 0% 90

Knox 4,803 6,496 6 35% 35

Lake 109 90 89 -17% 95

Lauderdale 314 331 55 5% 83

Lawrence 399 475 46 19% 64

Lewis 136 129 85 -5% 94

Lincoln 321 490 45 53% 13

Loudon 894 1,259 21 41% 23

Macon 349 550 44 58% 11

Madison 1,572 2,011 17 28% 48

Marion 202 220 67 9% 79

Marshall 767 970 29 26% 51

Maury 2,264 3,081 11 36% 34

McMinn 884 1,042 26 18% 65

McNairy 229 274 61 20% 63

Meigs 63 81 91 29% 47

Monroe 684 1,091 24 60% 10

Montgomery 6,960 7,010 4 1% 89

Moore 45 48 92 7% 80

Morgan 120 182 72 52% 14

Obion 616 1,045 25 70% 5

Overton 138 153 79 11% 74

Perry 61 85 90 39% 26

Pickett 41 43 93 5% 84

Polk 117 160 76 37% 33

Putnam 1,891 2,826 12 49% 16

Rhea 474 634 39 34% 38

Roane 359 421 52 17% 66

Robertson 1,447 2,826 12 95% 1

Rutherford 5,065 9,019 3 78% 3

Scott 120 131 84 9% 77

Sequatchie 93 96 88 3% 85

Sevier 884 1,238 23 40% 24

Shelby 23,364 29,469 2 26% 52

Smith 200 261 64 31% 42

County

Resident Hispanic 
Population Rank 

Population 
7/1/2004

Percent Change 
Resident Hispanic 

Population 
2000-2004

Rank 
Percent 
Change

2000 
Census

7/1/2004 
Estimate
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County

Resident Hispanic 
Population Rank 

Population 
7/1/2004

Percent Change 
Resident Hispanic 

Population 
2000-2004

Rank 
Percent 
Change

2000 
Census

7/1/2004 
Estimate

Stewart 124 164 75 32% 39

Sullivan 1,090 1,252 22 15% 68

Sumner 2,291 3,257 10 42% 22

Tipton 622 794 32 28% 49

Trousdale 110 185 71 68% 6

Unicoi 342 443 48 30% 44

Union 140 173 74 24% 58

Van Buren 18 18 95 0% 90

Warren 1,885 2,527 14 34% 37

Washington 1,482 2,058 16 39% 27

Wayne 142 146 81 3% 87

Weakley 402 438 50 9% 78

White 239 252 66 5% 82

Williamson 3,197 4,617 8 44% 19

Wilson 1,127 1,917 18 70% 4

Tennessee 123,838 167,025 - 35% -

Source: U.S. Census Bureau. Annual Estimates of the Population by Sex, Race Alone and Hispanic or 
Latino Origin for Counties: April 1, 2000 to July 1, 2004. Available on-line http://www.census.gov/
popest/counties/asrh/CC-EST2004-RACE6.html. Accessed August 9, 2005.
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Appendix B. Retailer Survey
Questionnaire was translated for use with Spanish-speaking subjects.

The University of Tennessee Extension is conducting a study of market opportunities for food 
products with Hispanic consumers. As part of this study, I am collecting information to help learn 
more about retail markets that are frequented by Hispanics. I would like to ask you to help us by 
participating in a short survey. Your voluntary participation is much appreciated.

Are you 18 years old or older?

 ___Yes (Continue with survey.)

 ___No (Ask if there is someone else who is 18 years old or older who could participate 
              in the survey. If not, thank them for their assistance, and stop the interview.)

1. Which of the following best describes your retail operation?
 ___Grocery store
 ___Restaurant
 ___Grocery store and restaurant
 ___Mobile unit
 ___Other (Please specify.) _________________________________________________

2. Which of the following best describes your store?
___Single store
___Multiple stores in local area (If yes      How many stores? _____ stores)
___Statewide chain
___Regional chain
___National chain

3. Which of the following describes your present position/role in the store?
___Store owner
___Store manager
___Department manager
___Other (Please specify.)__________________________________________________

4. How long have you been employed in your present position at the store?
 ______Years  _____ Months

5. Which of the following types of products are offered in your store? (Check all that apply.)

 ___Non-food products (If yes, go to 5b. If no, skip to 5c.)
 ___Food products
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5b. I will list several non-food items that may be offered at your store. Please respond either 
   yes or no if you offer this non-food item in your store. (Check if the respondent replies yes.)

___Automotive
___Hardware
___Household supplies
___Home and garden
___Personal care items
___Pharmaceuticals
___Clothing
___Specialty gift items
___Fresh flowers
___Other (Please specify.) _______________________________

_________________________

5c. I will list several food items that may be offered at your store. Please respond either 
   yes or no if you offer this food item in your store. (Check if the respondent replies yes.)

___Fresh meats
___Cooked meat 
___Fresh-baked goods
___Dairy products
___Fresh produce
___Frozen food items
___Canned/bottled food items
___Packaged breads/cereals
___Dry goods
___Beer, liquor and wine
___Other (Please specify.) _______________________________

_________________________

6. What percentage of your annual gross sales comes from the sale of food and non-food products/
items?

 Food ______%  Non-food _______%

  Note: If these do not add to 100%, ask why not and note in the space below.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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Use the table below to record the two following questions.

7. Which of the following sources do you currently use to acquire food items/products for your store? 
(Check all that apply.) 

7b. What percentage of the food items/products in your store are supplied by the sources you 
    indicated in the previous question?

7. Source (X=Yes) 7b. % Supplied

Food wholesaler %

Large, national manufacturing company

Direct store delivery vendor (DSD)1 %

Small food-producer (including farmers 
and small food-entrepreneurs)

%

8. Which products do you currently obtain directly from a small food-producer?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________

9. Would you consider purchasing products directly from a small food-producer in the future?

___Yes (Go to 9b.)
___No (Skip to 9c.)

If yes, go to #8. 
If no, skip to #9.
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9b. I will list several types of food items that may be available from a small food-producer. 
   Please respond either yes or no if would consider obtaining this type of product from a 
   small food-producer. (If a “Yes” is given, ask for a detailed description of the desired 
   products.) (When completed, skip to question 10.)

X=Yes Detailed Description
Meat Products
Fruits and Juices
Vegetables
Salsas
Jams/Jellies/Honey
Dairy Products
Baked Goods
Canned Goods
Herbs/Spices/Seasoning
Candy
Wines and Liquor
Other (Please specify.)

9c. If no, why not?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________

10. If you currently obtain food products directly from a small food-producer or would consider 
doing so in the future, which of the following methods would be the most preferred way for him or 
her to present a product to sell to you?

___Call you on the phone.
___Visit you at your store.
___Send written material to you in the mail.
___Deliver a product sample to you.
___Other (Please specify.) ________________________________________________ 
_______________________________________________________________________
_______________________________________________________________________

11. Are there food products that are currently not available to you that you would like to offer in your 
store?

___Yes (Continue with 11b.)   ___No (Skip to 12.)
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11b. I will list several types of food items. Please respond either yes or no if there are products of this 
type that are currently unavailable to you that you would like to offer in your store.

X=Yes Detailed Description

Meat Products

Fruits and Juices

Vegetables

Salsas

Jams/Jellies/Honey

Dairy Products

Baked Goods

Canned Goods

Herbs/Spices/Seasoning

Candy

Wines and Liquor

Other (Please specify.)

12. I will provide you with a list of criteria you may use to decide which food products you will offer 
in your store. Please check the three criteria that are most important for your store. (Provide the 
respondent with the supplemental list).

___Available shelf space
___Product quality
___Sales history
___New product
___Promotional assistance
___Ability to re-stock
___Customer request/recommendation
___Supplier recommendation
___Potential gross profit
___Supply availability/timing
___Packaging

12b. Of the three criteria you selected, circle the one criterion you consider to be the single most 
important.

13. In which of the following languages would you prefer product labels and promotional materials 
to be printed? (Please check only one.)
 ___Spanish only
 ___English only
 ___Spanish and English
 ___Other (Please specify.)__________________________________________________
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14. Which of the following are requirements that all food products must meet to be eligible to be 
sold in your store? Please respond yes or no as I list them. (Check all that apply.)

___Evidence of product’s previous sales
___Evidence the product has been inspected by the government
___Supplier must guarantee a specific delivery schedule can be met
___Evidence of ability to supply a constant quantity
___Supplier must be responsible for restocking
___Product must have a bar code
___Supplier must have product liability insurance
___Supplier must furnish a display
___Supplier must assist in promotions
___Amount of gross profit
___Other (Please specify.)__________________________________________________

15. Who makes purchasing decisions for your store?
___Store owner
___Store manager
___Department managers
___Regional or national headquarters
___Other (Please specify.) ____________________________________________

16. What percentage of your customers are Hispanic and Non-Hispanic?

____% Hispanic  ___% Non-Hispanic

17. What percentage of your Hispanic customers are male and female?_____% Male _____% Female

18. How many square feet does your store measure?_____________square feet

19. I am going to read a list of categories that describe the average annual gross sales for your store. 
Please stop me when I get to the category that describes your annual gross sales.

___ < $10,000
___  10,000 – 24,999
___  25,000 – 49,999
___  50,000 – 99,999
___ 100,000 – 249,999
___ 250,000 – 499,999
___ 500,000 – 999,999
___ > $1,000,000

20. What is your gender?
 ___Female  ___Male

21. What is your ethnicity?
 ___Hispanic  ___Non-Hispanic
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22. Which of the following best describes your language capabilities?

 ___Primarily Spanish/Little or no English
 ___Equally fluent in Spanish and English
 ___Primarily English/Little or no Spanish

That completes our survey. Thank you for your participation

_________________
 An example of a direct-store delivery vendor is Specialty Foods Corporation (SFC). SFC produces, markets and distributes 
bakery products in the United States. The company has a network of 2,385 direct-store-delivery routes across 45 states.
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