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Oither members of the urban community
would be wise to begin partnering with our
Latino brothers and sisters. It's a mowve that
would mirror Corporate America, which is
not only watching, but is beginning to do
some serious business with this burgeoning
econamic power -- an inclination that we all
should sit up and take notice.

Hispanics regresent the largest minority
group in the United States, growing nearhy
four times the rate of this country’s total
population. According to recent LLS, Census
Bureaw stats, their numbers total over 38
milion. Just turming a magazine page or flip-
ping your cable chanmis will show Latin
Americans continuing to set standards with-
in the world of sports and entertainment.
Meanwhile corporations are continuing to
maximize the appeal of Lating celebrities to
launch product advertising to the Hispanic
market and measure buying trends. Yet the
cultwral explogion is now spilling over into
the world of business, especially within the
ranks of the entrepremeur, In fact, thene are
ower one million companies owned by
Hispanics, an amount that surpasses
African Americans as the leading group of
minority business owners, Further statistics
suggest that the number of start-ups cou-
pled with surging middle-class (increased
some B0% in recent years) will enable the
LS. Hispanic community to have a com-
bined buying power worth 5926 billion by
2007,
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CUAL ES CALIENTA L . !

The number of Spanish-language media
outhets soared from 1985-19%9, multiplying
the number of potential venues for adver-
tisers wishing to reach those cofsumers,
Tebevision and cables stations increased
from 388 to 1,067 (216%), radio stations
jumped from 67 to 522 (679%) and print
magazines and newspapers rose from 60 to
524, an astonishing 777%! Mainstream pub-
lecations are aware that Hispanics are major
subscribers (o a growing number of English-
language magazines and television pro-
Framming.

A leader of the media outlet “pack® is
Tempao, a supplement bo The Mew York Post.
Launched this past September, the monthly
insert is designed to show the vibrant cul-
ture of Latino nightlife, identity, entertain-
ment, and poditics, Every month, it hopes to
create a bridge between Latinos and other
athnicities that further reflects the diversity
and growth of Mew York City.

IMAGES: NV



“wrth the huge Lating mumdders (here], we wantied to have
an apdtional section (o featwre this very smporiant Sog-
ment of the population™ says Sandra Curman, MY Poof
associate eaitor, and former adilor-e-Chief of Ladna
Magarine. Realizng that the signaficant increase in the
oity's Hrspanic mhaitants (and economy) has made it a
vighée partner 1o mapyw corporations, Gurman mantains
that the Fost's new miliative could terve this purpose bat-

ter than ary other outkol

| wias recrumed (o help with this ¢ffort and to also edu-
cate the larger community about the diversity of faces that
exiEt within our Deaspora,” she continues. Targeting the sec
and and third generation Lating was bath an exciting and
lang everdue venture, Temps presents information regard-
ing goods and serdces provided by the entire Lating com-
mamity. “0One thing I'm very cautious about i showcasing
our diversity in color because there are African-Latinos, as
wiell as whiles,® she exclaims. Owerall, Tempo serves as a
ciedebration of the Latino community and as one of the adu
cational tools used in educating the rest of us

Republica Trad '15' Company has also made a business of
o :'hf-'l'-l'li: Latmo culture. With what began as a “t-shirt
idea,” fowunder Rafael Jimenez has capitalized on his her
itage for almost a decade by prowiceng conmtent design and

production services and retail products that have eguated

to some major figures. "We've done content production for
Ml HBl, bnyce and "Ome Workd Muosie Beat™™ ays

Jimenez

Hepubbca s wpnaiure collechicn shchudes fabrics made
from lambskin, silk, nen and sven Soy. 1L has even expand-
ed its operations, dehang into e-ooammerce while simultane
ously opening an office and showroom in midbown
Manhattan. At the beginning of Spring 2003, Republica
acquired space within the internationally recognized doth-
ang chamn, Bloomingdabe’s. "We only deal with men's apgar-
el at this time; at Blaommngdale’s we sell shirts, hats and

"tess” lor mow. We had to get a hald of our business and Tine
tune i, he says adamanthy, Jimenez will continue 10 broad-
en and develop the growing company’s selections to include

A women's ine and home furnishings

"l was recruited to help with this effort and to also
educate the larger community about the diversity of
faces that exist within our Diaspora,”



" ‘Frh any entrepreneur, one of the
challenges starting out [is] constantly
wearing different hats. Whether it is
sales, promotions, marketing or
accounting -one should expect to put
in a lot of hours at work,” he adds.
"Entrepreneurship is about taking a

chance.”

With Republica wvastty approaching 115 10-year
anniversary, hrmenez can reflect on some of the magor
challenges the small busingss OWner musl overcame o
acguire his oF her own American dream = regardiess of
Ethneily

With any éntregrensur, one of the challenges start
ing out [is] constantly wearing different hats. Whether
it is sales, promolions, Marketing oFf FCoounting - one
shoukd expedt I pul in a 1ol of hours at work,” he aods

Entreprensurship it about taking a chamnoe.”
TRENES E-MAIL! (WOLNYVE CAOT MAILY
In the woarld of technology, the IMernet has become

g of the mam portals  for Aforrmakon
Mispanicsonling. caovm and Hispanictirends.com are just a
couple of the sites that offer variows servicoes and
resources that showcase Lating daily ife. Following st
is AL, launching a new site presented in Spanish, ACL
Latino aims to target

the howsehaolds where Spanish is
mastly spoken. The nternet medsum, meanwhile, is
cxiending its partnership with 20 U, 5 providers of
Hispamc conbent and connections (o magor media chan-
nels, Mot merely a site presenting information in
Spanish, it will fouch on issues pertaimng 1o tne Colled-
tive Lating community

La linopranswarn. Com was niroouced n the sum
mer of 2301 as an online source for the Lating profes-
sional. “We offer services to a niche market; they can
oain nformation on careers and conterances that are
goang on.” says Antonse Martinez, founder of the site, It
5 afsd an engine for professional arganizatsons, pre-
ceanting in formation from the Hispanic Bar Association
LFA's, plis that segments healthcare and Comminity-
based organizations. Latinopronelwork.Com is one of
the many mew tools used for the Latino audience to

Commaunicaie

"Telecommunications B a kg trade, especially with

lindieiduals| ahways trying to call back home to Latin
America, Mexico amd Puerte RIiCD,”™ he adds
Latinopronetwordk com spells part of that information
desmand oy pu bd EAIAE A teweskly onlne newslatier fieas
turng uvpdates on education, sooal, local and cultural
evenls. “We creale awareness 1oF Laleo DusSiness diwine
&rs. In 3004, we plan to hodd a conference that will have
workshops on financial growth, investing and home
ownership,” he contludes. “We're planmnng o expand in
olhér Areas such &S print media, startng our own mag
arnfnes, There i an sverwhelming response and Con
Miost of the members to the
site are in thelr early 205 to mid-30s: 90% hold under
graduale GEgrees

s1ant imtedest i our sie,




Mot only |5 that age segment eager to nebwork ona business

evel but also an a sockal level, Many of them uvtiise an onling

“conneclion” ke do 0. While we have enjoyed

BlackFlanet.com, the popular Lating eguivalent is Migenteoom

{my people). lob hunting and Eghter topics, from shopping 1o

Hip Haop, are some of

“Migente has different channels ke entertainment, politics

the subjects shared on its pages

and identity; all revalse around the Lating experience.’
aplaing Luz-Maria Castellancs, senior editer. “Even though wa
focus on Latinos, we see topics that wall roll over snta the
African American and Asian-Amercan communities. because

wig are all minorithas.”

With Migente.com mirraring 8lackPlanet.com, it i a recipe
for the love and networking hook up. “Migente’'s liggest assets
are Its members. What we emesson the rie o be a “gs o
place for Latines to communicate with others in the comemuni
ties. That's what 1t comes down to - connacling at vanous k-
els5.” she added. Latmos (roim varying countries can fmnd Com-
mon ground and gain greater understanding of similarities and
dhfferances amang thewr entire Commimnity. " The biggest thing
| have seen on Migente i the cormmertiaont of sullures, Latings
are made up of dozens of cultures; they're camang cnling and
discoverng things together, That wasn't happening before and

we 26t a lot of positiee feedback because of this.® she says

MECOCICY CRAMNDE (Big Bisimess)

Mot onby are Latinos coming together onkne, but in business
with each other and everyone alse. Latings onky doing business
with other Latinos is a myth according to Al Berrios, managing
director of Al Berrios & Company, a conswemer strategy aowi
sory firm. Founded in October 2000, the firm develops and
employs inndwative ideas and models for managing corsumas
businesses based on real-time discussions with consumers. 2

Wmgue process develpped mternally

“I"ve worked with blachk, white, Acian ... color B Aot an isiue”
he =ays. Bermos, who 15 also a Baruch College prolessor
asserts that there remain further misconceptions surrounding
the way to market 1o Hispamnd Consumears

“Telecommunications is a big trade, especially with [indi-
viduals] always trying to call back home to Latin America,

Mexico and Puerto Rico," ....
Latino business owners.

"We create awareness for



“m biggest thing | have seen on
Migente is the conversions of cultures.
Latinos are made up of dozens of
cultures; they're coming online and
discovering things together..

in advertising. IS suggested] that we all read

spedak and think i Spanish. Howeser 've hosted s
with Latind and black fgeneral markel agencies dis-
CUSSING thie The conclusion we arfived at is

AT IS5LE

thit the younger the generation, the more ethnicity

neutral they are,” he continees. This m part feeds the

rationale and new goal of Corporate America; reaching
and rietaining the Hispanic

Ouyer and thal consuemer

LT

This market has exppnenoed o 65% growth, partly
e (o the morease n Hispanic L5, citizens, equating to
oy 2010

¢d with InCregses In higher education, the urban

N expeched purchasimg power of $51.2 trillion
Coup
Lating seeks 1o make further socdl advancements and
shatter many of the myths surrownding it culture

@win if they were at times sell-imposed

“wWe all Gon't own Dodegas,” Berros adds. T ve never
Semsed that the Amencan public placed any expacta
tions on me other than the

on | shapad. I've never

semsed Deing Hispams |at]) an obstacle when dealing
wikth the other business leaders as long as you know
what you

are lalking abowt amd can express that in

widys the person you're dealing with can understand.”

Many companiet do understand. Big business now
seels to embrace that market segment via multiple
mades of advertising and product placement. Michae:
Lell, of Dell computers, addressed an awdence at the
Matignal Councll of LaRara this past summer stating
that Dl 15 making the technology sechor acceccible 1o
those comoemers. “Dell and LaRaza share a common

goal o make a differéence in the Bees of Hispanic

Amencans by providing boundless apportumities to our
youln, our families and our business leaders through
technology,” Dell expressed in a press statemant
within the 2003 fiscal year Dell awrarded 5280 million in

contracts to Hspanics

Maodt's

brand Tosds, as an organization successiully targeting

Recently, Hispanictrends com showcased

FEpanIic confumers Dy reakzing the snique product
dasires of that market, Mott's specific success was the
resurgence of their Clamato tomato |Ce brand to a
sales voleme of two million cases for HEDancs alone
that used 1o account for the product™s total sales. The
lasting effect . that Hispanic adwertising has gome
Beyand ngld inrhiatryes and has now become an ndis
peEndable
Makim

brands and ingredienis at Mott's. Mott’s joins corpora

part of acvertrsang budgets, according 1o

rarcel director of marketing for Hispanic
tans hke Proctor & Gamble, Ford. BellSouth and Peasico
with the implementation of diverse marketing divisions

at thisf Companies




"In advertising, [it’s su;

O Wall Street, Coldman Sachs and its Urban Investment
Croup partnered with Darby-BBYA Latin America Privabe
Equity Fund, LF to provide Border Media Partners, LLC with 515
millian in equity and meazzanine debt fimancing: this brings the
tatal capital raised in the company's first year to 525 millicn
The funding afforded the further acguisition of “select radio

broadcasting stations.” enabling launch costs and capita
expenditures and working capital. This has enabded Border
Miechia lo ax quere Twig fexas radhd stations CKILKS FR 1021 o
thi Rio Crands Valley and KBDE FM, 10005, in Laredasl. from
Sendera Maullimedia, According to released figures, Barder
Madia and its affiliates “now owm and operate six Spanish-lan
Buage radio stations, reaching over four million listeners along

the Texas-Mexico border.®

i an era of rapid media corsolidation, Border Media s a
rare, ingepsncent Hl'-«.l":-l'll" -GN and managed comp ATy
with Mexican-Americans comprising the majority of its shara
holders and Board members, This mirrars the business finesse
amnd community colleciiveness thalt has been dubbed the
Diggest myth of all. But, Tor the Hispanic embrepeenewr, i1 s2ems

1 D WO K

MNURMBERS TO WATCH

= Hispanic buying power is al a 315% gain

= Im 2000 2 7.1 mulkon {7689 of Hispanics Ived in sewven stales

= The five largest Hispanic populated citkes iranked in order)
Mew Yore, Los Angeles, Checafo, Houston and San Antonio

+ Hispani buying power in 2002 was at $580 billion

+ The major Hispamss buyer 15 unoer 25 wath more than S300
billion in spending power

* Hispanic consumers are bilingual and drawn (o the crossover
cultwre that includes the likes of Salma Hayek, lenmifer Lopez
and Ricky Martin

A recent survey of the Association of MNational Advertising
fMembers showed:

0 7% of companies market to multicultural markeis

0 5&% expect future increases in their multicultural marketing
budget

0 26'% of those not currently engaged in multicultural
markeling plan to do so in the future,

0 In 2002, respondents spent an average of 56 million, or B%

of their total advertising baudget, on multicultural advertising.

ested] that we all read, speak and think in Spanish.

However, |'ve hosted panels with Latino and black general market agencies
liscussing the same issue. The conclusion we arrived at is that the younger
the generation, the more ethnicityneutral they are,”



