
PULPO MEDIA WHITE PAPER                                                                                            

 

 

 
(i)HISPANIC ACCULTURATION MODEL 
APRIL 15, 2014 
 

 

 
 

I. INTRODUCTION 

By 2042, multicultural America becomes the majority. This sea change in American demographics 
has been greatly informed by the rise of the Hispanic population, which has increased six-fold since 
1970. Today, Hispanics represent 17% of the U.S. population or 53 million people. 

 

Hispanic is a Census term, created in the 70s, to cluster a growing U.S. demographic, whose primary characteristic was 
Spanish proficiency, into one group. The term is used interchangeably with the term Latino; the reality: the term Hispanic 
is a more accurate expression in that it is all encompassing. It includes individuals of Spanish origin, whereas the term 
Latino technically doesn’t. Hispanic will be used throughout this document as it’s a more accurate term. 

 

The paramount news from the 2010 U.S. Census was that the primary driver behind Hispanic 
market growth was not immigration, but rather nativity – U.S. born, children of Hispanics; a first 
for the Hispanic market. This announcement fueled interest in the bicultural or acculturated 
Hispanic segment today.  

Interestingly enough, as much as the growth of the Hispanic market in mid-20th century was due 
primarily to foreign-born immigrants, the exact opposite has occurred online. From the 
Internet’s inception, the online Hispanic or (i)Hispanic market, has been a more acculturated 
segment (U.S. born children or grand-children of Hispanic immigrants, or foreign-born 
immigrants that immigrated as children and whose primary socialization took place in the U.S.). 
It is only now that we’re seeing significant online growth from less acculturated Hispanics, as 
their descendants drive them online. 



 
 
 

This is a significantly different phenomenon with far-reaching implications to marketers.  And yet, 
many continue to market to the (i)Hispanic segment as if it is primarily a Spanish-language 
dominant group, similar to the early ‘Hispanic’ immigrants. 

Because of this, Pulpo Media has pioneered the (i)Hispanic Acculturation Model - a model that 
couples more robust off-line Hispanic data with terabytes of (i)Hispanic data from the online 
world, to deeply discern today’s (i)Hispanic. 

But before diving into how Pulpo Media developed the (i)Hispanic Acculturation Model, let’s 
review the dynamism and distinctiveness of the off-line and online Hispanic markets. 

 

II. DECLINE IN IMMIGRATION 

Within our Hispanic population, the majority of Hispanics are Mexican or of Mexican descent 
(65%), with the balance coming from a host of countries primarily representing: Puerto Rico; El 
Salvador; Cuba; and, the Dominican Republic. And though these countries share a mother tongue, 
significant differences exist between Caribbean Hispanics, Mexicans, Central Americans and South 
Americans – not to mention Spaniards. Additionally, there are substantial variances between 
economic exiles and political exiles across the board. 

Why are we seeing a decline in Mexican (and Latin American) immigration? A confluence of 
factors. Many attribute the slow-down in immigration due to the ‘fence with Mexico’, booming 
economic conditions in Latin America, and the more recent challenges with the U.S. economy (The 
Great Recession). While these may be contributing to the immigration decline, the reality is that 
another event has been shifting the need to immigrate: nativity rates.   

In the ‘70s, Mexico was nation building and experiencing high birth rates that in turn drove the 
need for immigration. Today, fertility rates in Mexico are roughly at 2.1 (in the 70s: 6.72).  This 
phenomenon is being seen throughout much of Latin America as well. Puerto Rico, representing 
our #2 Hispanic immigrant source, has experienced the same drop. In 1955, Puerto Rico's fertility 
rate was 4.9. By 2012, it was 1.64, well below the replacement rate of 2.1. 

That said, fertility rates are higher among Hispanic immigrants overall, when compared to all other 
segments of the U.S. population. In 2000 the fertility rate was 3.51 births per woman for first- 
generation Hispanics compared to 1.84 for non-Hispanic Whites overall. This birth rate is 
responsible for the growth of the second-generation, or U.S. born Hispanic, and the continued 
ascent of the Hispanic market. 

  



 
 
 

THE CLANDESTINE 1.5 GENERATION AND U.S. BORN HISPANICS 

 

Today, 61% of the Hispanic market is U.S. born, either second or third-generation. Children of 
immigrants (those born here and those that come at an early age) are not the same as adult 
immigrants, for the mere reason that their primary socialization takes place in the U.S.  

 

 

 

Furthermore, nativity or generational status can also be confusing. Within the Hispanic first 
generation segment, there are many 1.5 generation Hispanics. These are Hispanics who technically 
are first generation, or foreign-born, but in the case of the 1.5, they immigrated as children, under 



 
 
 

or at the age of 10. Their primary education takes or took place in the U.S. More often than not, 
this group behaves similarly to the second-generation or U.S-born Hispanic. Variance can occur 
based on DMA in which one was raised, but preference to English-language, tends to be the norm. 

The 1.5 has been absolutely lost and unaccounted for in many data models; yet they represent 
approximately 25% of the first-generation immigrant populace. Those that look at nativity alone, 
assume that if you are foreign-born you are an immigrant and Spanish-language dominant; if you 
are U.S. born you are English-language dominant and technically part of the ‘general market’.  Not 
always an exact correlation. 

Sometime between 2020 and 2025, the second-generation Hispanic group will outnumber first-
generation and third-generation Hispanic segments.  Second-generation Hispanics are children 
born of at least one immigrant parent that came from Latin America, Mexico or Spain.  

In the near term, the third generation will continue its decline, for two reasons: the second 
generation tends to reflect the birth rate of our ‘general market’; and, today’s second-generation 
is relatively young.  Third generation growth will recover in future decades. 

Understanding the 1.5, and 2.0 generations (the bilingual/bicultural Hispanics) is imperative for 
online marketers as these are the primary online Hispanic segments- the first Hispanic Internet 
immigrants if you will. 
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III. ACCULTURATION & ASSIMILATION ACROSS GENERATIONS: 
THE CRITICAL 2.0 

 
Acculturation is defined as the process of adopting the cultural traits or social patterns of another 
group. Additionally, assimilation is defined as the act of conforming with the customs, attitudes, 
etc. of a group, nation or the like; to adapt or adjust – becoming similar to the group.  
Acculturation and assimilation are a process. Both span generations and do not happen in one 
immigrant’s lifetime – but rather across multiple lives. 
 
 
When organizations refer to bilingual/bicultural Hispanics, they typically are denoting a 1.5 or 2.0 
generation (and to a lesser extent, 3.0) Hispanic.  When the term assimilated Hispanic is used, one 
typically assumes this is a 4.0 generation immigrant or beyond (again, depending* on DMA).  In 
some instances (e.g. Miami, FL), bilingual/bicultural Hispanics are still represented in the 
third/fourth generations. Clearly, nature and nurture are at play together when the process of 
acculturation and/or assimilation is at hand. 
 
Because many bilingual/bicultural Hispanics are English-language preferring or dominant, the 
industry confuses this to mean that general market advertising is reaching the consumer (since 
they engage primarily with English-language media). The reality: while it does reach the consumer, 
affective connections aren’t being made. The advertising doesn’t touch the consumer. That is why 
this segment (bilingual/bicultural Hispanics) is not as brand loyal as their Spanish language 
dominant relatives who are both reached and touched with Spanish language media and 
advertising. And marketers need to invest heavily in these segments because the 2.0-generation 
in particular, are comprised of influencers who sway the total Hispanic market. 
 
While, 1.5 and 2.0 generation Hispanics are substantially bilingual and bicultural, not all are bi-
literate.  This group learns conversational Spanish, but not all dominate the Spanish language 
when it comes to reading and writing; another fact that’s rarely revealed in data. 
 
This group is comprised of hybrids, living a duality that few really discern. They experience a 
constant struggle between the collectivism they are raised with at home, and the self-reliance 
they are taught at school: conflicting ethoi.  They live in two worlds, and do not belong 100% to 
any of them; constantly navigating back and forth depending on the moment, their surroundings, 
etc. And yet, they tend to be sherpas: translating the language; interpreting the U.S. culture; and, 
informing brand and purchase decisions at an early age for their foreign-born relatives and friends. 
 
Furthermore, many data models, informed by nativity, fail to accurately break out the third-
generation Hispanic. Some sources do so accurately, but many will simply define their segments as 
‘foreign-born’ and/or ‘native born’, regardless if they are second-generation, third-generation or 



 
 
 

beyond.  As a rule of thumb, 3.0-generation immigrants are hyper-acculturated, and in some 
cases, assimilated.  

 

IV. THE RISE OF THE (i)HISPANIC: DIGITAL PRESENCE & BEHAVIOR 
 

As reported earlier, as much as the Hispanic boom in the U.S., in post-1950s America, was 
primarily driven by 1.0 generation immigrants, quite the opposite has occurred online. Hispanic 
online presence was chiefly propelled by the more acculturated, English-language dominant 
Hispanic segment, which along with the bilingual/bicultural, are now bringing their Spanish-
language dominant relatives online.  

Hispanic Internet penetration continues to increase.  In fact, according to the Pew Hispanic Center 
(2013 data), Hispanic Internet penetration (adult population only) is at 78%.  

From the Web’s inception, the (i)Hispanic has been primarily the English-language dominant 
Hispanic, followed closely by the bilingual/bicultural Hispanic. They have both higher rates of 
Internet usage and they tend to skew younger.  

In 2012, there was 90% Internet penetration from English dominant Hispanics, 82% from Bilingual 
Hispanics, and 63% from Spanish dominant Hispanics.   

Not surprisingly, they are English-language proficient and their ability to read English is 
linked to their increased Internet usage. 
 
As with the general market, education and higher household income are linked with increased use 
of the Internet, and greater likelihoods of having a home Internet connection. 

Furthermore, (i)Hispanics, more often than not are digital natives, engaging across platforms 
(desktops, smartphones and tablets), and heavily with social media. Largely driven by their 
collectivist roots, and their need to speak and be heard, (i)Hispanics over-index against non-
(i)Hispanic Whites and African-Americans when it comes to engaging socially online. 

What's more, according to Nielsen, compared to average U.S. adults, (i)Hispanics are: 

> 25% more likely to follow a brand 
> 21% more likely to post links, articles, videos and websites 
> 18% more likely to follow a celebrity 
> 17% more likely to build, update a personal blog 
> 7% more likely to have 1 or more social networking profiles 

In addition to this, Forrester’s Social Technographics Ladder indicates that 47% of (i)Hispanics are 
Creators (publish blogs, Web pages, upload video or audio/music that they’ve created, or write 



 
 
 

articles or stories then post them).  They over-index significantly (333%) in doing so when 
compared to general market. Furthermore, 50% are defined as Joiners (maintaining profiles on a 
social networking sites or visiting social networking sites); a 211% index over general market. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

And finally, it’s worth mentioning that communal viewing is a fact of life in many Hispanic homes, 
as (i)Hispanics assist their off-line Hispanic family and friends with online activity. 

Over half (52%) of (i)Hispanics have dependent children under the age of 18 living in their 
households.* In many instances (especially in homes led by first-generation, Spanish-language 
dominant immigrants) search and end-actions tend to occur in English, but the middle stage 
(usually content consumption) occurs in Spanish. 

What typically occurs is that the parents ask the children to execute a search (which may occur in 
English). The children then find the search results and share the Spanish-language findings or 
content with their parents. Once content consumption occurs, the parents will then have the 
children  execute an end action (e.g. enrollment, e-commerce transaction). The latter will occur in 
English. 

47% HISPANICS 
(333 INDEX VS. GM)  

69% HISPANICS 
(164 INDEX VS. GM) 

16% HISPANICS 
(45 INDEX VS. GM)* 

50% HISPANICS 
(211 INDEX VS. GM)  

39% HISPANICS 
(260 INDEX VS. GM)  

27% HISPANICS 
(333 INDEX VS. GM)  

> Publish a blog 
> Publish your own web pages 
> Upload video you created 
> Upload audio/music you created 
> Write articles or stories and post them  

> Post ratings/reviews of products or services 
> Comment on someone else´s blog 
> Contribute to online forums 
> Contribute to/edit articles in a wiki 

> Use RSS feeds 
> “Vote” for web sites online 
> Add “tags” to web pages or photos 

> Maintain profile on a social networking site 
> Visit social networking sites 

> Read blogs 
> Listen to podcasts 
> Watch video from other users 
> Read online forums 
> Read customer ratings/reviews 

> None of the above 



 
 
 

This communal viewing can only be viewed and analyzed by understanding toggling behavior – a 
critical KPI for all (i)Hispanic campaigns. 

Discerning an (i)Hispanic’s individual generational status, language preferences and household 
composition holistically, is key to marketing effectively to the (i)Hispanic market.  

 
 

V. NEW ACCULTURATION MODEL: FROM OFF-LINE TO ON-LINE 

 

Pulpo Media’s new (i)Hispanic Acculturation Model takes into account multiple sources and data 
points to accurately build its consumer profiles and identify (i)Hispanics on an individual basis and 
at a household level – on a micro-segmentation scale. In the past, many have relied on macro-
segmentation models that only took into account either Household Language Proficiency or 
generational status alone, which while directional, is actually inaccurate in many instances.  
Neither alone is the answer. 

The model’s underlying records begin with U.S. Census, 2012 data.  It then overlays American 
Community Survey (ACS) data which is taken annually and gathers information previously 
contained only in the long form of the decennial Census.  

ACS is an ongoing statistical survey (administered by the U.S. Census) that samples a small 
percentage of the population annually.  Data topics include: age; gender; ancestry; disability; 
commuting to work; education; employment; family/relationships; health insurance; income and 
earnings; language; origins; veteran status; and, disabilities.  ACS is sent to approximately 250,000 
addresses monthly (or 3 million individuals per year).  

Individual records from ACS 2012 for each of the Public Use Microdata Areas (PUMAs) were then 
incorporated.  Each PUMA represents an area of at least 100,000 people.  PUMA data are built on 
county and Census tracts and are statistical geographic areas defined for the dissemination of ACS. 

In order to develop Pulpo’s (i)Hispanic Acculturation Model focused on the online or (i)Hispanic 
consumer, Pulpo began with the aforementioned, then superimposed significant terabytes of their 
proprietary, first-party data, along with Google Ad Exchange records to secure a holistic view of 
the (i)Hispanic – at the individual level.  Integration with Google allows Pulpo to see what 
(i)Hispanics do outside of Pulpo’s network, providing a more comprehensive data set across 
acculturation levels. 

By using predictive modeling, Pulpo took their off-line Acculturation Model and developed an 
algorithm that assigns value to (i)Hispanics based on the multiple online sources mentioned above 
to develop individual record levels of acculturation (not solely household estimates). 



 
 
 

Key factors of the (i)Hispanic Acculturation Model include the compilation of the following data: 
generational level; age of entry or immigration; proportion of life lived in the U.S; language 
proficiency; and, household language(s).  This original data was then integrated with Pulpo’s 
existing ‘big data’ including: geography; demographics; connection type; environment; and, online 
behavioral insights to build the most robust online (i)Hispanic Acculturation Model available today. 

> GENERATIONAL LEVEL: Pulpo’s (i)Hispanic Acculturation Model actually goes deeper than 
existing generational models to break out generations in minute detail. As mentioned earlier, 
U.S. born Hispanics, for example, are more often than not listed under a general U.S. born 
heading, without a clear depiction of whether they are a second generation or third generation 
Hispanic.   Similarities and differences between these groups are culled out in Pulpo’s model for 
more accurate identification. 
 

> AGE OF ENTRY OR IMMIGRATION: Pulpo’s (i)Hispanic Acculturation Model illuminates the 
elusive 1.5-generation Hispanic.  As discussed earlier, this individual has been lost in previous 
data sets because he/she tends to fall under a ‘first-generation or foreign-born Hispanic’ 
definition. No other data set today breaks down generational status by this level of detail, using 
age of entry as a key data point, in concert with other data.   
 

> PROPORTION OF LIFE LIVED IN THE U.S.: The amount of time one has resided in the U.S. 
impacts one’s acculturation level.  A first generation immigrant that came to the U.S. as an 
adult and has lived here for 50 years, is more acculturated than a recent immigrant.  
Additionally, there are many Hispanics that were born in the U.S. but raised elsewhere, 
spending minimal amount of time in this country – a ‘reverse 2.0 generation’ if you will.  These 
folks may be Spanish-language dominant if they were raised in a foreign country but born in 
the U.S. The model will weed out the unique state of each individual and better profile the 
(i)Hispanic. 
 

> ENGLISH PROFICIENCY: Use of language and the ability to read it and write it (bi-literalism) is 
imperative to understanding how a brand should communicate with a consumer.  Many 
assume that an Hispanic is either: Spanish-language dominant, bilingual/bicultural or English-
language dominant, and they then tend to simplify these categories by assigning generational 
statuses to each of the aforementioned buckets: 1.0 generation is Spanish dominant; 1.5/2.0 is 
English preferred or dominant; and, 3.0 is English-language dominant. Reality: directional at 
best. Nurture greatly informs language usage and proficiency across generations – in some 
cases extending bilingualism to the third generation or beyond.  Others may be conversant in 
the Spanish language, but have minimal ability to read and write it – again, significant for a 
brand to discern in order to drive effective and affective communications. 
 

> HH LANGUAGE(S): Many in the industry have misrepresented this data point and the 
(i)Hispanic Acculturation Model will correct any mythology surrounding it.  It stands to reason, 
that if multiple generations in a household are comprised of individuals socialized differently, 
then multiple languages are probably in play. Some assume, for example, that if the Head of 
Household is a first-generation Hispanic then it’s a Spanish dominant household – egregiously 
incorrect if the household is comprised of 1.5 and 2.0 generation children. For example, there 
are many households where the parents speak Spanish amongst themselves and Spanish to 



 
 
 

their children but the children only speak English to each other. Identifying the individuals in 
the household, and understanding the dynamics at play in the household, is a best practice. 

 

Finally, in order to ensure accuracy of online information we are leveraging finger-printing rather 
than cookie-based technology. The latter drops a unique code in a user’s browser, but since many 
consumers erase their cookies, the cookie-based approach is more often than not, restrictive .  
Fingerprinting is server-based, not client-based, ensuring consistent, long-term user data and 
holistic behavioral or historical information.  

 

VI. RESULTS: WHY DOES THIS MATTER? 

 

Understanding numerous factors and detailed information about (i)Hispanics, at an individual (and 
household) level, is crucial to better reaching and touching them via marketing campaigns. There 
are differences across the spectrum; again, this is not a homogenous group, nor is it a replica of 
the offline Hispanic market.  

 

VII. THE (i)HISPANIC PROFILE IS DISSIMILAR TO THE 
OFF-LINE HISPANIC PROFILE.   

 

As referenced earlier, (i)Hispanics tend to be more acculturated and skew younger than off-line 
Hispanics, they hyper-engage online, and they are INFLUENCERS. 

Furthermore, (i) Hispanics more likely than not, reside actively (or inactively) in a multi-
generational home, use multiple languages, and toggle consistently between pages, languages and 
cultures. Ensuring that the consumer’s online experience simplifies the challenges of switching 
behaviors between pages, languages (and cultures, for that matter), is paramount. 

Additionally, ROI can be greatly improved in any marketing campaign the more you know your 
consumer.  In the case of the Hispanic market, we know that word of mouth and advocacy is the 
norm, not the exception.  If a brand connects with an (i)Hispanic at an emotional level (like all 
good advertising should), then a new KPI comes into play: return on influence. 

CONCLUSION 



 
 
 

Pulpo Media’s (i)Hispanic Acculturation Model insights provide a deeper discernment of each 
consumer at an individual level, for better targeting and more purposeful communications.  This 
allows marketers to ensure that their reach is qualitative, not just quantitative, and brings the 
promise of 1:1 online marketing much closer to reality.   

Pulpo can also help advertisers tailor their messaging to drive greater relevance and ensure that 
the media and the creative being served will deliver the KPIs marketers seek. 

 

  
CONTACT US 

To learn more about Pulpo Media’s (i)Hispanic Acculturation Model, contact Pulpo Media at 
info@pulpomedia.com. 

 

 

 

 

 

 

 

 

 

 

 

 

> * Source: Forrester 2008: Hispanic Technographics Consumer Technology And Marketing Phone Survey, 
Q1 2008 

> Base: 1,217 online Hispanic PC owners *Forrester 2010: Most recent 2010 data also points to a decrease 
in Hispanics who fall among “inactive” online segment (from 23% to 16%). 
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