
AN INSIDE LOOK INTO AMERICA'S FUTURE

LATINOS IN AMERICA
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TOTAL ECONOMIC CONTRIBUTION OF LATINOS IN

THE UNITED STATES, 

UP FROM $2.3 TRILLION IN 2017 AND $1.7 IN 2010.

IF IT WERE AN INDEPENDENT COUNTRY, THE

LATINO GDP WOULD BE EIGHTH LARGEST IN THE

WORLD, LARGER EVEN THAN THE GDP OF ITALY,

BRAZIL OR SOUTH KOREA.

8TH LARGEST

8.7% GROWTH
REAL U.S. LATINO GDP GREW 8.7 PERCENT

BETWEEN 2017 AND 2018, MORE THAN 4 AND A

HALF TIMES THE GROWTH OF NON-LATINO GDP.

AMONG THE WORLD’S  10 LARGEST GDPS,

LATINO GDP WAS THE SINGLE FASTEST

GROWING BETWEEN 2017 AND 2018.

SINGLE-FASTEST
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LATINO GDP GREW 72% FASTER
THAN NON-LATINO GDP OVER THE
ENTIRE PERIOD FROM 2010 TO
2018.

FROM 2010 TO 2018, LATINO
REAL CONSUMPTION GREW 133%
FASTER THAN NON-LATINO
CONSUMPTION.



 
THE NEW MAINSTREAM ECONOMY
LATINO GROWTH



 
IN FEBRUARY 2020,
U.S.  LATINOS ACCOUNTED FOR

20%

CONSTRUCTION
WORKERS

31% 42%

 TRANSPORTATION
AND LOGISTICS

WORKERS

24%

82% NET NEW GROWTH ACROSS ENTIRE U.S.  WORKFORCE

COMMERCIAL
CLEANING SERVICES

CHILDCARE
WORKERS

35%
AGRICULTURE

WORKERS

31%
MEDICAL ASSISTANTS

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4874816/#:~:text=The%20percentage%20of%20PAs%20of,to%20the%202010%20U.S.%20census.


U.S. LATINOS ARE THE FUTURE 

1 MILLION
WILL TURN 

18 THIS YEAR
(AND EVERY

YEAR FOR THE
NEXT 2

DECADES)

AMERICA'S FOUNTAIN OF YOUTH

18.5%
NATIVE-BORN
U.S LATINOSOF ALL AMERICANS

66%

26%
OF MILLENNIAL

AMERICANS

28%
OF ALPHA GEN 

AMERICANS

https://www.nbcnews.com/news/latino/young-latinos-born-u-s-carving-their-own-identity-n908086


 
POISED TO LEAD THE RESTART OF
AMERICAN SPORTS

2X 31%

23% 75%
U.S. LATINOS HAVE PURCHASED
SPORTS-RELATED MERCHANDISE

IN THE LAST 12 MONTHS VS.
NON-LATINOS (62%)

94% OF U.S.  LATINO MALES ARE SPORTS FANS, 56%
CONSIDER THEMSELVES AVID FANS

SPORTS PROGRAMMING
CONSUMED WEEKLY

COMPARED TO NON-LATINOS
(12 HRS)

20 HRS
U.S. LATINO SPORTS FANS SAY
THEY ATTEND GAMES “ALL THE

TIME” OR “OFTEN” VS. NON-
LATINOS (17%)

 MORE LIKELY TO ATTEND A
SPORTING EVENT ONCE A
WEEK THAN NON-LATINOS

 U.S. LATINO MILLENNIAL
PARENTS ATTEND SPORTING

EVENTS

https://www.bizjournals.com/orlando/blog/2015/04/hispanics-and-sports-how-to-make-a-big-business.html
https://www.nielsen.com/us/en/insights/article/2013/huddle-up-u-s-hispanics-could-be-a-boon-for-nets-leagues-and/
https://fortune.com/2017/06/22/univision-hispanic-sports-fans-ads/
https://money.cnn.com/2016/11/20/news/nfl-mexico-city/index.html
https://www.nielsen.com/us/en/insights/article/2013/huddle-up-u-s-hispanics-could-be-a-boon-for-nets-leagues-and/
https://money.cnn.com/2016/11/20/news/nfl-mexico-city/index.html


THE LATINO FACTOR IN
AMERICAN CULTURE

LATIN MUSIC IS NOW ONE OF TOP 5 CONSUMED MUSIC ALBUM GENRES

LATIN MUSIC ALBUMS HAVE NOW SURPASSED COUNTRY MUSIC IN MOST LISTENED TO

"SENORITA" WAS TOP STREAMED SONG ON SPOTIFY IN 2019, FOLLOWING "DESPACITO"

AS MOST STREAMED SONG EVER IN 2018

57% OF ALL MILLENNIALS LISTEN TO LATIN MUSIC

THE FAST & FURIOUS FILM FRANCHISE (WITH LATINO/A LEADS) IS THE 7TH HIGHEST

GROSSING MOVIE FRANCHISE OF ALL TIME

https://www.forbes.com/sites/jeffbenjamin/2019/01/04/latin-music-in-2018-album-song-sales-consumption-buzzangle-report/#42514e565add
https://newsroom.spotify.com/2019-12-03/the-top-songs-artists-playlists-and-podcasts-of-2019-and-the-last-decade/
https://www.mentalfloss.com/article/70920/10-highest-grossing-movie-franchises-all-time


THE LATINO FACTOR IN
AMERICAN CULTURE

#1
 IMPORT
BEER IN

 AMERICA IS
CORONA

FASTEST
GROWING

SPORT
 IN AMERICA
IS SOCCER

31% OF MLB & 50% OF
 MINOR LEAGUE 

B-BALL PLAYERS ARE LATINO 



U.S. LATINOS ARE
TECHNOLOGY LEADERS

94% USE A MOBILE DEVICE FOR INTERNET ACCESS VS. 85% OF NON-LATINO WHITES

75% GET THEIR NEWS FROM INTERNET SOURCES ON A TYPICAL WEEKDAY

1.5X

62%

MORE LIKELY TO BUY MOBILE APPS AND DIGITAL MEDIA THAN NON-LATINOS

MORE LIKELY THAN NON-LATINOS TO RELY ON SOCIAL NETWORKING SITES FOR
HEALTHCARE INFO

U.S. LATINOS OVER-INDEX IN THE USE OF SOCIAL MEDIA COMPARED TO NON-LATINOS

https://www.pewresearch.org/fact-tank/2018/01/11/among-u-s-latinos-the-internet-now-rivals-television-as-a-source-for-news/
https://www.pm360online.com/hispanics-love-social-media-especially-video/
https://www.nielsen.com/wp-content/uploads/sites/3/2019/04/the-online-lives-latinx-consumers.pdf


A GROWING ECONOMIC FORCE

OF LATINAS REPORT THEY'RE THE PRIMARY
DECISION MAKERS IN THEIR HOUSEHOLD SPENDING86%

MORE LIKELY THAN AVERAGE NON-LATINO WHITE WOMEN TO PURCHASE ATHLETIC

CLOTHING AND SPORTING EQUIPMENT, SKINCARE AND FRAGRANCES

STARTING COLLEGE RIGHT AFTER HIGH SCHOOL AT HIGHER RATES THAN THE GENERAL

POPULATION

MORE LIKELY TO OWN SMARTPHONES, ENGAGE WITH BRANDS MORE ON SOCIAL MEDIA,

AND BROADCAST THEIR PURCHASES TO FRIENDS

U.S.  LATINAS ARE.. .

https://www.iab.com/wp-content/uploads/2015/08/Nielsen_Latina_Report_2013_.pdf
https://www.iab.com/wp-content/uploads/2015/08/Nielsen_Latina_Report_2013_.pdf
https://www.pewresearch.org/fact-tank/2013/09/04/hispanic-college-enrollment-rate-surpasses-whites-for-the-first-time/
https://www.iab.com/wp-content/uploads/2015/08/Nielsen_Latina_Report_2013_.pdf




At the LDC, we are proud to be the objective and analytical entity that defines the opportunities and actionable steps to be taken by
resource allocators in America as Latinos become the driving force of The New Mainstream Economy. Our data helps decision-makers

make market-based decisions, expand the economic pie, and set up the current and next generations for success as demographics and
digitalization continue to evolve our economy.

 
Our focus on economic growth is why our partners and supporters work with us: Latinos are a force of nature evolving our economy,
and that's the REAL, fact-based narrative of who Latinos are in America. Latinos are a cohort 100% consistent with our nation's core

philosophies and values.

As a fiercely independent and self-funded non-profit, we prioritize two LDC pillars: a) fact-based economic data about the Latino cohort
in America, and b) partnerships with American CEOs and other resource allocators who utilize our data as a strategic tool to create

results and grow their success. Our job is not only to create reports but to communicate the data to key influencers. That's why we are
so proud of our research's media coverage: from major news organizations, such as WSJ, Forbes, Bloomberg, Fortune, and CNBC, to
local media and press in small to large cities across America. People are learning more and more about the economic power of the

Latino community and its benefits for all Americans.

MORE ABOUT THE LATINO DONOR COLLABORATIVE

To learn more, go to:   
LatinoDonorCollaborative.org    Twitter: @LDCLatino    Facebook: @LatinoCollaborative    Instagram: @LatinoDonorCollaborative

http://www.latinodonorcollaborative.org/
http://twitter.com/ldclatino
http://twitter.com/ldclatino
http://facebook.com/latinocollaborative
http://facebook.com/latinocollaborative
http://instagram.com/latinodonorcollaborative

