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As the largest multi cultural segment of the U.S. 
populati on, Hispanics are a key consumer group 

that automakers cannot overlook. Currently esti mated at 
15% of the U.S. populati on, the Hispanic demographic 
is growing quickly and accounted for 50 percent of 
the U.S. populati on growth since 20001. Even more 
signifi cant for auto manufacturers is the increased 
buying power of this multi cultural group, which is 
projected to jump from $862 billion in 2007 to $1.2 
trillion in 20122. Recognizing the purchase potenti al of 
U.S. Lati nos, the automoti ve industry spent more than 
$725 million in Spanish-language television, print, 
newspaper and website adverti sing in 20073. 

To assess how well the automoti ve industry reaches 
this burgeoning market, this Polk View answers three 
questi ons: 

Which brands hold the most market share 
among Hispanics? 
Which brands have won or lost market share 
from 2007 to 2008? 
What should the auto industry keep in mind 
when targeti ng the Lati no market?  

HISPANICS ACCOUNT FOR 10 PERCENT OF NEW 
VEHICLE REGISTRATIONS IN THE U.S.
From January to November of 2008, 764,183 new 
vehicles were registered to Hispanic customers, rep-
resenti ng 10.1 percent of the total U.S. new personal 
retail vehicle market. This represents a drop from the 
981,666 vehicles registered to Hispanics during the 
same ti me period in 2007, when they comprised 10.8 
percent of the U.S. market. 
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TOYOTA IS TOP SELLING BRAND IN HISPANIC MARKET
Toyota, the number one selling brand among all U.S. 
consumers, is also favored by Hispanic vehicle buyers. 
More than 22 percent of all new vehicles sold to Lati nos 
from January to November 2008 bear the Toyota name-
plate (which includes Scion). In an automoti ve market 
that is shrinking due to economic conditi ons, Toyota, like 
many other brands, sold fewer vehicles from January to 
November 2008 compared to this ti me period in 2007 
– both to the overall U.S. consumer base and to Hispan-
ics. However, the brand’s market share with Hispanics 
has remained prett y consistent from 2007. And, Toyota’s 
market share with Hispanics outpaces its total U.S. mar-
ket share of 18 percent. 

Toyota speaks to its Hispanic consumers with a Spanish-
language version of its website. The automaker spent 
more than $80 million in adverti sing in Hispanic media in 
2007, making it the seventh-largest Hispanic media ad-
verti ser in the United States and second only to General 
Motors among automoti ve manufacturers3.  Recognizing 
that the Lati no market contains many sub-groups, Toyota 
gears its adverti sing, online content and event sponsor-
ships to diff erent segments of the populati on.

For example, for the Tundra pickup, a high-seller among 
Mexicans in the Southwest U.S., Toyota hosted “Tundrazo 
Charreadas” (Mexican rodeo events) and a related music 
tour, along with more traditi onal print and TV campaign. 
The upscale Lexus brand, on the other hand, was adver-
ti sed to affl  uent Miamians via a campaign that relied 
upon local arti sts who created their view of the pursuit of 
perfecti on in South Florida4.

Toyota, which was named to DiversityInc’s Top 50 list 
of companies on its website, cites partnership with the 
Hispanic Scholarship Fund and the Nati onal Council of La 
Raza among other Hispanic-focused philanthropic eff orts. 

HONDA DRIVES TO NUMBER TWO BRAND AMONG 
HISPANICS
For the fi rst 11 months of 2008, Honda was the second 
best-selling brand among U.S. Lati no customers with 12.7 
percent of this multi cultural group’s market share. Honda 
realized an impressive gain among Hispanics from last 
year, when the brand only accounted for 10.4 percent of 
vehicle registrati ons to Hispanics. This jump puts Honda 
ahead of Chevrolet, which was number two with Lati nos 
during the January to November ti me period in 2007. 
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”“Honda gains 
Hispanic market 
share, but Toyota 
remains number one 
among U.S. Latinos.  

Figure 1
Hispanic Share of U.S. New Vehicle Retail Market
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Like most automakers operati ng in the United States, 
Honda has a Spanish-language version of its website. 
Honda also has a long history of marketi ng to Hispan-
ics through adverti sing and sponsorships, an initi ati ve 
it embarked upon in 19895. One recent example is 
an integrated Hispanic-focused campaign for the 
2008 Accord, which includes TV, radio and online 
components focusing on the values of traditi on and 
reliability6.

NISSAN GAINS LATINO MARKET SHARE   
With 11.9 percent of the U.S. Lati no market for the 
ti me period from January to November 2008, Nissan is 
the third best-selling brand. Nissan gained nearly one-
half point of Hispanic market share from the same 
ti me period in 2007. Nissan does signifi cantly bett er 
with Hispanics than with the U.S. market overall, 
where its market share is just 7.4 percent. 

Recognizing the value of courti ng Hispanic customers, 
Nissan spent almost $35 million in 2007 on domesti c 
Hispanic TV adverti sing7. To reach the growing popula-
ti on of Hispanic youth, Nissan was a major sponsor 
in 2008 of “El Juego Supreme” (the Ulti mate Match), 
a sports reality TV show airing on Hispanic network 
Univision8.  

Nissan invests in the Lati no community by funding 
scholarships through the United Lati n American Aca-
demic Challenge and by making contributi ons to the 
Hispanic Scholarship Fund, among other acti viti es7.

DOMESTIC AUTOMAKERS LOSE HISPANIC MARKET 
SHARE
Chevrolet experienced the greatest year-over-year 
decline in Hispanic market share with a drop of 1.3 
points. The other domesti c automakers in the top 10 
best-selling brands to Hispanics – Ford, Dodge and 
GMC – also suff ered Hispanic market share declines 
from 2008 to 2007, most likely due to the overall 
struggles of the domesti c auto industry. 

SUCCESSFUL SELLING TO HISPANICS
Success for automakers in the Hispanic market, as in the 
marketplace as a whole, depends upon multi ple factors. 
However, there are several key things that auto manufac-
turers should keep in mind when targeti ng Lati nos:

Results of a Polk study from July 2008 indicate that 
Hispanics are slightly less brand loyal than the over-
all U.S. populati on. Among interviewed new vehicle 
buyers, roughly 30 percent of surveyed Hispanics 
said that their last vehicle purchase was the same 
brand as their prior vehicle, compared to about 38 
percent of overall consumers. This confi rms other 
research conducted by Polk showing lower levels of 
affi  nity among Lati no buyers to specifi c automoti ve 
brands. This research supports the importance of 
culturally relevant loyalty and customer acquisiti on 
programs. 

In the same study, when asked about factors driving 
their vehicle purchase, Hispanics cited (in order) gas 
mileage, style and price as the top three consider-
ati on factors for purchasing a new vehicle. These 
insights can help shape key messages to reach 
Hispanic buyers. In parti cular, messages about 
“style” messages and how the vehicle fi ts within 
this consumer segment’s lifestyle and image have 
been noted by industry analysts as a theme that 
resonates with Hispanic buyers. 

The number of fi rst-ti me Hispanic buyers entering 
the vehicle market will conti nue to grow due to the 
young age of this multi cultural group compared 
to the U.S. populati on as a whole. In 2004, 34 
percent of the Hispanic populati on was under age 
18 compared to 22 percent of non-Hispanic whites9.   
This trend should moti vate market planners to start 
thinking about awareness and relati onship strate-
gies for young Hispanic buyers.

Media placement strategies need to vary within 
the overall U.S. Lati no populati on, which is by no 
means homogenous. Factors such as country of 
origin, level of acculturati on, age, economic status, 
language of preference and others infl uencing 
media buying decisions for regional and nati onal 
adverti sing programs. 
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 This analysis is based on Polk’s new personal retail registrations among 
U.S. consumers between January - November 2007 and January – November 
2008. 
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2008 vs. 2007
Market Share Diff erence

(Percentage Points)

Toyota* 22.4 22.2 0.2

Honda 12.7 10.4 2.3

Nissan 11.9 11.5 0.5

Chevrolet 10.9 12.2 (1.3)

Ford 9.7 10.4 (0.8)

Dodge 4.9 5.8 (0.9)

Hyundai 3.1 2.8 0.3

GMC 2.7 3.2 (0.5)

Kia 2.3 2.1 0.3

Mazda 2.3 2.0 0.3

Figure 2
2008 vs. 2007 Share of Hispanic Market by Brand

*Includes Scion


