
Pursuit of the American Dream
Lives of Hispanic Consumers in the U.S.



The phrase “American Dream” was coined by James 

Truslow Adams during the Great Depression and 

defined as “that dream of a land in which life should be 

better and richer and fuller for everyone”. In American 

culture, this long meant that those who worked hard 

would be rewarded with white picket fences in 

suburban neighborhoods, good-paying middle class 

jobs and traditional families. 

However, with growing diversity, the American Dream 

is now more fluid and manifests itself in different ways 

for different people within different communities.  

Branded Research and SABEResPODER have 

partnered on research to dive deep into the meaning of 

the American Dream for the growing Hispanic 

community. Understanding Hispanic consumers is 

paramount to successfully reaching this key audience. 
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Hispanics are embracing the American Dream and making it a reality. The American 

Dream for Hispanic consumers is a mix of traditional elements like homeownership 

and focus on family with key deviations like skepticism of financial institutions.

The New American Dream
is a mix of old and new

Financial & Savings

Family and children dominate Hispanic 

consumers’ financial savings plans. 

While easy availability of credit fueled 

the American Dream of the 1950’s, 

Hispanic consumers today are much 

less trusting.

Homeownership

Homeownership is a vital component

of the American Dream for Hispanic 

consumers. Hispanics are driving growth 

in homeownership more than any other 

group in the U.S. But urban communities 

are preferred over the suburbs.

Goals & Aspirations

Hispanic consumers are highly optimistic 

about achieving their goals. Aspirations 

center around family, education and small 

business ownership.

Family

Spending time with family is part

of everyday life for Hispanic consumers. 

The traditional nuclear family is still seen 

as the ideal among most Hispanics.

Work & Education

Following the ethos of the traditional 

American Dream, Hispanic consumers 

view hard work and higher education as 

the path to success in life.



U.S. Hispanic population has
reached new highs  

Hispanic audience 
is young, vibrant 
and growing
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22.6

2000 2010 2016

57.5

35.7

50.8

In millions

Source: Pew Research 2016

U.S. Hispanics are youngest 

racial and ethnic group with 

a median age of 28 

By 2060,  Hispanics are 

projected to grow to 129 million - 

31% of the U.S. population

U.S. Hispanic GDP is $2.13 trillion. 

If Hispanic U.S. GDP were its own 

country, it would rank as the 7th 

largest in the world 

The number of Hispanics who 

speak Spanish at home is at an 

all-time high of 37 million 

40% of Hispanics age 25+ have 

gone to college, up from 30% 

in 2000 
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Family is the central hub of life for Hispanic consumers. 

The vast majority of Hispanic consumers spend time 

with their families everyday-  eating, watching TV and 

celebrating holidays together. Despite spending 

frequent time with extended family, the traditional 

nuclear family is seen as the ideal family structure. 

While about half of U.S. Hispanics as a whole live in a 

nuclear family, the majority of Hispanic children live in 

two-parent households. Family is not only the center of 

life but a driving source of inspiration. About 1 in 3 

Hispanics say their families motivate them to achieve 

their goals. 

Family is the center
of life for Hispanic
consumers

Nuclear Families are seen as the ideal

Top Family Activities

7 in 10 Hispanic consumers spend time 

with family everyday

About 1 in 2 live in a nuclear 

family with 2 parents and 

children

About 6 in 10 think a 

Nuclear Family is the ideal 

family structure  

50% 

Watch

TV Together

57%

Eat Together

51%

Celebrate Holidays 

Together
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Homeownership is still a major component of the American Dream for Hispanic consumers. And Hispanic 

consumers are making this dream a reality. Hispanics are the only group to have increased their rate of 

homeownership for the last 3 consecutive years (U.S. Census, 2017).  About 1 in 2 Hispanic consumers are 

renters living in a mix of apartments and single family homes. However, the majority of renters aspire to own 

a home, with single family homes as the prefered home type. Homes have emotional meaning to Hispanic 

consumers. Home represents a safe and secure space for their families. 

The traditional draw of the suburbs isn’t part of the American Dream for Hispanics. Most Hispanic 

consumers live in urban areas and want to continue living in their current neighborhoods in the future.

43%  say home is a place

            to feel safe and secure

22%  say home is their    

            responsibility

Owning a home is a major
component of the American Dream 

Home has  Emotional AppealSingle Family Homes are 

Most Appealing

79% 

aspire to own a home 

in the future

Urban Neighborhoods are Preferred

7 in 10 

currently live in 

urban areas

6 in 10 

want to continue living 

in their current 

neighborhood
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Hispanic consumers have significant purchasing

power. The U.S. Latino GDP is $2.13 trillion, larger

than the GDP of India (U.S. Census 2017). Yet financial 

institutions have not fully embraced this valuable group.  

Easy availability of mortgages and credit fueled the 

American Dream of the 1950’s, making it much easier 

for families to purchase homes, vehicles and other 

goods. However, Hispanic consumers are not as trusting 

of financial institutions. Most Hispanic consumers have 

bank accounts and the majority have a high level of 

trust in banking institutions. But the same cannot be 

said of credit card companies. The majority do not have 

credit cards and there is a low level of trust in credit 

card companies.

Spending Power
is Significant

Banks are more trusted 
than Credit Cards

7 in 10 

Hispanic consumers 

have a bank account

Two-thirds

of Hispanic consumers 

do not have a credit card

One-third

of Hispanic consumers 

have a high level of trust 

in credit card companies

One-half 

have a high level of 

trust in banks



Hispanic consumers are currently saving for an 

emergency fund, education for children and home 

down payment.  Saving for the future is driven by 

optimism. Over 1 in 2 Hispanic consumers think their 

children will make more money than them. 

Hispanic students are already making this dream a 

reality. College enrollment among Hispanic students 

increased from 54% in 2004 to 70% in 2015 (Excelencia 

in Education, 2015). Hispanic students have a higher 

rate of enrollment directly after high school than 

Caucasian or African American students. And this trend 

will continue. College enrollment is projected to 

increase for Hispanic students more than other groups. 

Between 2011-2022, Latino college enrollment is 

projected to jump by 27% (NCES, 2014).

Children’s Education 
and Homeownership
dominate financial
savings plans
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Hispanic consumers are 
currently saving for: 

28%

Children’s 

Education

18% 

Home Down 

Payment

30%

Emergency Fund

Hispanic consumers plan 
to save in the future for: 

38%

Children’s 

Education
37%

Emergency Fund

30% 

Retirement
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Jobs are seen by Hispanic consumers as a means of 

caring for family as well as feeling productive and 

needed. The majority hold traditionally blue collar jobs 

in construction, food service/prep, production & 

manufacturing and buildings & grounds maintenance. 

Sales positions top the charts of jobs Hispanic 

consumers aspire to, followed by construction and food 

service/prep. Only about 1 in 5 serve in managerial 

roles, leaving opportunity for growth and advancement. 

1 in 3

Hispanic consumers view their jobs as 

their way of taking care of their families

1 in 5

Hispanic consumers view their jobs as their 

way of feeling needed and productive

Hard work and
education are seen
as the path to success

Jobs are for caretaking



Engagement with
Education is High
Education is a top priority for Hispanic consumers. 

Education is seen as critical to career success and an 

important factor in personal development. About half 

of Hispanic consumers say they plan to pursue 

further education. 

Hispanic parents have a high level of engagement in 

children's education compared to other groups. 

Roughly 85% of Hispanic parents report attending 

meetings at their children's school and 84% set aside 

a special spot at home for homework (NCES, 2014).  

40% 

Of Hispanic consumers 

view education as their 

path to career success

One-Third

Say education is important 

for personal development

Education is key to success
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Optimism runs high among Hispanic consumers. 

Hispanic consumers set goals and are confident they 

will achieve their American Dreams in the future. 

Roughly 75% of Hispanic consumers say they are 

optimistic they will achieve their goals. 

Hispanic consumers cite getting married, paying off 

debt and earning an education as top goals they have 

already achieved. Homeownership, children’s college 

education and opening a business top the goals 

Hispanic consumers aspire to achieve in the future. 

39% 

Get Married

33% 

Pay Off All Debt 
32% 

Graduate from College

Hispanic consumers
feel their American
Dream is within reach 

Top Goals Hispanic consumers 
have already achieved: 

39% 

Purchase a Home
33% 

Watch Child Graduate 

from College

32% 

Open a Business

Top Goals Hispanic consumers 
aspire to achieve in future: 



Methodology

The New American Dream
study was fielded to a sample
of SABEResPODER’s panel 
community in English and Spanish.

Fielding Dates: 

Wave 1: January 31, 2018 to February 2, 2018

Wave 2: February 2, 2018 to March 1, 2018

Sample Size: 1,357 respondents, age 18+
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Branded is a leading audience and insights solutions 

company that helps clients make more informed marketing 

and product development decisions. Through proven and 

innovative methods, including now advertising based 

audience solutions, Branded Research is able to actively 

engage with consumers and reach niche target audiences 

via their Branded Surveys community and beyond, 

resulting in more precise and complete end data.

•  2M+ proprietary Branded panelists

•  Mobile and SMS solutions

•  Hyper-targeted criteria – demographic,

     psychographic and geographic

•  Highly granular targeting attributes 

•  Specialty audiences

About
Branded Research
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SABEResPODER is a mobile membership platform 

designed to connect U.S. Hispanics to the information, 

products, and services they need to thrive. Members 

can opt-in to take mobile surveys on-the-go and 

receive incentives.

•  Covers full spectrum of Hispanic              

     consumers include 100% Spanish-preferred

•  90% smartphone penetration with panelists        

     contacted via SMS text and mobile web

•  Robust presences in top Hispanic markets and   

     key emerging markets

•  Highly granular targeting attributes

About 
SABEResPODER
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