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Background:
Addressing the Hispanic Retail Sales Undercount
Key Issues
The 2010 U.S. Census determined that the U.S. Hispanic population surpassed 50
million (17 percent of total population) and is projected to become 25 percent of the
total U.S. population by 2050.1 At the same time, the Selig Center for Economic
Growth reported that the estimated total purchasing power of U.S. Hispanics
exceeded $1.2 trillion2 in 2012. With a young population in household formation stage,
Hispanics add an estimated $80 to $100 billion every 12-months to the U.S.
marketplace.3
Despite these gains, U.S. Hispanics remain disproportionately under-represented as
key contributors in almost every sector of the economy. Isabel Valdés Consulting (IVC)
analyzed the 2012 Multicultural Economy Report published by the Selig Center for
Economic Growth and concluded that almost 50% of the $1.2 trillion in Hispanic
purchases could not be accounted for. That is close to $600 billion!4
Additionally, multicultural consumer purchasing data is often incomplete or inaccurate,
posing a major challenge for corporations to develop effective business and marketing
strategies, and measure the true contribution of the U.S. Hispanic market to their ROI.
Presently, this data gap is driven partly by the fact that most U.S. Hispanic syndicated
retail data undercounts an estimated 20 to 60 percent of purchases made by Hispanic
consumers (depending on the category).
This study aims to address the Hispanic consumer purchasing data gap. Analyzed
through the In-Culture™ methodology, this study will help retailers and suppliers better
understand the rapidly evolving market place, and its shifting socio-cultural landscape.
The study also provides insights that show how retailers and suppliers can leverage the
full economic potential of the Hispanic population for growth, today and in the future.
For further information on this topic, we recommend reading WIN! The Hispanic
Market: Strategies for Business Growth, (M. Isabel Valdés, Editor, 2012, PMP
Publishers, Ithaca, NY).

1

The Bureau of the U.S. Census, 2010
The 2012 Multicultural Economy Report, Selig Center for Economic Growth, University of Georgia
3
IVC estimates
4
IVC estimates based on Selig Center’s 2012 Multicultural Economy Report and U.S. Census, 2010
Data part of “Where’s the Beef” presentation made at Hispanic Retail 360 Conference, Los Angeles, August 2012
2

* Not including 3.7 million Puerto Rican islanders
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Purpose and Scope of the Study
The purpose of this study was two-fold:
(1) To estimate the economic contribution of the Hispanic population in the
independent retail grocery channel, based on the parameters defined by the
National Grocers Association (NGA), a leader and authority in the independent retail
grocery industry, and
(2) To conduct an In-Culture™ analysis of the NGA data to uncover key shopper
insights and purchasing patterns among Hispanics, which provides retailers and
suppliers with actionable strategies.
The Center for Multicultural Science formed a strategic partnership with the National
Grocers Association and John Dunham & Associates. The present study is based on
data collected for The Economic Impact of Independent Grocers: 20125 study,
published by the National Grocers Association. John Dunham and Associates
developed the methodology of the report, and adapted it for the present study. The
Center for Multicultural Science directed the study, providing in-culture directions and
parameters, as well as methodological recommendations.
To our knowledge, the current study may be the first to estimate the economic
contribution of the Hispanic population across the independent retail grocery channel.
The Center for Multicultural Science recognizes that this channel is fragmented and
highly challenging to measure, and further research is needed.
Hence, this study is considered the first step to accurately measure the total value of
the Hispanic independent retail grocery channel. In addition, we are teaming up with
Nielsen to ascertain the total value of the Hispanic shopper and other multicultural
segments across the entire U.S. independent retail grocery channel.6

5

See: The Economic Impact of Independent Grocers: 2012, prepared for the National Grocers Association by John Dunham and
Associates, April 2013, on-line at: www.nationalgrocers.org/economic-impact/

6

The Center for Multicultural Science is presently engaged in a second study to address sampling and methodological issues that
surfaced as a result of this seminal study, and to ascertain the economic contribution of the Hispanic population in the
independent grocery retail stores whose sales are under $2 million annually. We are grateful to our sponsors and partners
for their continued support.
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Executive Summary
This is the first study that attempts to estimate the economic contribution of the U.S.
Hispanic population in the independent retail grocery channel.7 The analysis was
based on data collected for The Economic Impact of Independent Grocers: 2012
study,8 published by the National Grocers Association (NGA).
This report provides suppliers and retailers with an analysis of the NGA data based on
a unique marketing research methodology - In-Culture Marketing™ - a gold standard
applied by leading corporations. This research methodology uncovers customer
insights and shopping patterns that are significant for the retailer and marketer to
devise actionable multicultural marketing strategies at the hyper-local level—across
merchandizing, product assortment, grassroots, community relations, media, and the
like.
Data presented herein reflects annual estimated sales of the independent retail grocery
channel in 2012. The data in this report was analyzed across Hispanic and NonHispanic populations; by state, city, grocery retail categories, and five Hispanic
neighborhood clusters, which this report refers to as In-Culture™ Zones (1-5).9
Key Findings
•

The Economic Impact of Independent Grocers: 2012 study estimated the total value
of the independent retail grocery channel in the United States at $131.2 billion.

•

This study estimated the total Hispanic contribution of the independent retail
grocery channel at $22.9 billion, based on the financial estimates of the National
Grocers Association.10
-

$22.9 billion represents an estimated 17.4% of all purchases made at
independent grocers, which is in line with the U.S. Hispanic population of
17% or 52 million.

7

This study used the National Grocers Association’s definition of Independent Grocer: It includes all privately owned or controlled
grocery stores with annual sales between $2 million and $5 billion.

8

The Economic Impact of Independent Grocers: 2012, Prepared for the National Grocers Association by John Dunham and
Associates, April 2013, on-line at: www.nationalgrocers.org/economic-impact/

9

In-Culture Zones: Zone 1: 0% Hispanic population density; Zone 2: 1-15% Hispanic population density; Zone 3: 16-34%
Hispanic population density; Zone 4: 35-65% Hispanic population density; and Zone 5: 66%+ Hispanic population density.

10

The Economic Impact of Independent Grocers: 2012, prepared for the National Grocers Association by John Dunham and
Associates, April 2013, on-line at: www.nationalgrocers.org/economic-impact/
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•

The Top 5 categories in this channel represent an estimated $21.2 billion in annual
sales, accounting for 93% of total Hispanic sales in the independent retail grocery
channel.
-

“Groceries” was the largest category, representing almost 80% of the total
Hispanic annual sales or $18 billion. The “Grocery” category includes “Fresh
fruits and vegetables,” “Fish, poultry and meats,” and others.

-

The second largest category was “Drugs, beauty aids, health aids, and
cosmetics,” which generated an estimated $1.2 billion in Hispanic annual sales.

•

Hispanic purchases in the independent retail grocery channel are concentrated in
states with the highest Hispanic population, referred to in this report as “Hispanic
States”—CA, TX, NY, AZ, FL, IL and NJ. With more than 36 million Hispanics,
these seven states generated an estimated $16.7 billion, accounting for
approximately 73% of the total national annual Hispanic sales.

•

The In-Culture™ analysis showed that the Top 20 “Hispanic Cities”—Los Angeles,
Houston, Dallas, New York, Phoenix, San Diego, Fort Worth, Chicago, San Jose,
Sacramento, Fresno, San Antonio, Modesto, Miami, Denver, Brownsville, McAllen,
San Francisco, Visalia and Washington, D.C.—generated the bulk of the annual
sales in these cities, an estimated $2.2 billion.
-

•

A hyper-local In-Culture™ analysis showed that sales from stores located in the
highest Hispanic population density neighborhoods in the Top 20 Hispanic
cities—Zone 5 (66%+ Hispanic population density) and Zone 4 (35%-65%)—
generated an estimated $1.7 billion or 78% of Hispanic annual sales.

82% of the total annual Hispanic sales in the Top 4 Hispanic cities—Los Angeles,
Dallas, Houston and New York—were generated in high-density Hispanic
neighborhoods (Zones 5 and Zone 4).
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Implications
The findings of this study validate that Hispanic consumers are key drivers for growth
for independent retail grocers and suppliers:
1. Hispanics contribute greatly to the independent retail grocery channel at the
national level, and in cities where the Hispanic population is concentrated.
Based on the current and projected growth of the Hispanic population (i.e., the U.S.
is projected to be a “minority-majority” country by 2043), suppliers and
independent retailers should accelerate their efforts to develop on-going strategies
and programs to effectively target the Hispanic shopper.
2. The In-Culture™ analysis uncovered shopper insights and demographic differences
not only between the Hispanic and non-Hispanic shopper, but also between
Hispanics across different Hispanic population density neighborhoods.
The In-Culture™ analysis provided granular intelligence and shopper insights that
can significantly aid suppliers and retailers to target and merchandize to the
Hispanic shopper, successfully.
3. While there is a trend towards creating “total market” strategies, this study
underscores the need to strategically support and invest in brand activation at a
local level.
Findings from the In-Culture™ marketing analysis reinforce the need for hyper-local
marketing and retail sales strategies, and on-going, robust, community-based retail
programs.
Future Considerations
It is important to note that this study examined the economic contribution of the U.S.
Hispanic population at independent retail grocers with annual sales between $2 million
and $5 billion, and reported sales data across the Top 20 “Hispanic Cities” (not DMAs
or MSAs). For this reason, future research is needed to estimate the full value of the
U.S. independent retail grocery channel not just for Hispanics, but also for all
multicultural consumers in the United States.
As more In-Culture™ studies are conducted, and more shopper insights are gained,
retailers and suppliers will have additional market intelligence to devise strategies to
effectively target multicultural consumers, drive ROI, track sales—and win with the
Hispanic customer “for life.” The Center for Multicultural Science invites you to join us
in this effort.
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Valdés, M.I. (2002), Marketing to American Latinos: A Guide to the In-Culture Approach – Part II, pp. 143-177, PMP, Ithaca, NY
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