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ABSTRACT

A study examined the life-styles of South Florida
upscale "yuppie/yucca" (young, up—and-coming Cuban-American)
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variables as recreational activity, credit card ownership, housing,
investments, language preference, marital status, education level,
and income. The hypothesis that "yuppie/yucca" Hispanics move faster
toward acculturation than do American Hispanics in general because of
their "blend" lifestyle, resulting in consumption habits similar to
the U.S. "yuppie" population was supported by the data. Subjects, 282
subscriber readers of an upscale Spanish language metropolitan Miami
magazine (Miami Mensual) answered a questionnaire, and data were
compared with those of two other studies: a 29-city survey by the
City and Regional Magazine Association (CRMA) and a national study of
Hispanic consumers by the National Association of Hispanic
Publications (NAHP). In terms of both demographics and consumer
variables, the Miami "yuccas" were more similar to the yuppies in the
CRMA survey than to the general Hispanic population in the NAHP
study. However, three out of four Spanish language magazine
subscribers in Miami strongly preferred to read in Spanish over
English. Comparisons and contrasts with the national Hispanic data
from NAHP show more differences because of the broader socioeconomic
base of the entire Hispanic population in the United States. (Tables
of data and 38 references are appended.) (NKA)

khkkkdhhhhkhhdkhhhhdhkdhhhhhkhhkhhhhhhhdhhhtddhrhhthdhrhhhhrdhdhhrhdrrhdhhhtsk

* Reproductions supplied by EDRS are the best that can be made *

* from the original document. *
kkkkhktRhhkkhhhkrhkhkhdhhhhhhkhkhhdhhhhhkhkdhhhdhhhhhhihhhdhhhhhhhkhhhdrhhhkdhdhhhdddn




U.S. DEPARTMENT OF EDUCATION
Othce of Educational Research and improvement
EDUCATIONAL RESOURCES INFORMATION

CENTER (ERIC)
his document has been reproduced as
received from the person or orgamization
onginating it.
' Minor changes have byen made to improve
reproduction qualiy.

® Points of view or opinions stated in this docu-
ment do nol necessarly represent official
OERI position or pohicy.

ED283157

THE UPSCALE HISPANIC MAGAZINE READER:
ACCULTURATION AND THE "YUCCA" LIFESTYLE

Bruce Garrison
Associate Professor
School of Communication
University of Miami
P.0O. Box 248127
Coral Gables, FL 33124-8127
305-284-2285

“PERMISSION TO REPRODUCE THIS
MATERIAL HAS BEEN GRANTED BY

Bruce Garrison

TO THE EDUCATIONAL RESOURCES
INFORMATION CENTER (ERIC).”

A paper presented to the Magazine Division of the
Association for Educatiorn in Journalism and Mass
Communication in the open papers competition at the annuzl
convention, Trinity University, San Antonio, August 1987.

BEST COPY AVAILABLE

CS A0S




THE UPSCALE HISPANIC MAGAZINE READER:
ACCULTURATION AND THE "YUCCA" LIFESTYLE

Bruce Garrison, Associate Professor, News-Editorial and
Priotocommunication Program, School of Communication,
University of Miami, P.O. Box 248127, Coral Gables, FL
33124, 305-284-2285.

This paper studies upscale Hispanic magazine readers’
lifestyles. Hispanics nationwide are not generally upscale
as a group. However, among those who would fit into the
Yuppie demographics are Hispanics in South Florida known as
Yuccas--- young, up-and-coming, Cuban-Americans. This paper
investigated lifestyles of these Hispanic Yuppies/Yuccas by
describing their market consumption habits and demographics
in comparison to a national consumer study of city and
regional magazine readers and a national consumer study of
Hispanics. The paper looked at consumption variables
reflecting acculturation. By this, the paper studied
Hispanics’ preocess of learning a new culture affected by
communication and socioeconomic status demographics, two of
three factors in acculturation identified by O’Guinn and
Faber.

Primary lifestyle variables investigated were
recreational activity, entertainment consumption,
consumption of alccholic beverages, automobile ownership,
credit card use, investments, high technology interest,
housing, and travel. Interview data were collected from
three groups: (a) a survey of 284 subscriber readers of a
South Florida Spanish-language city magazine, Miami Mensual,
(b) a national survey of 29 city and regional magazines by
the City and Regional Magazine Association (n=12,799), and a
national survey of Hispanic consumers by the National
Association of Hispanic Publications (a=1,757).

The study concludes that Cuban-American “Yuccas"
consumption patterns show acculturation underway on one
level, at least. Yuccas’ lifestyles parallel those of the
national city and regional magazine readers. As was
hypothesized, the Yuccas are moving more quickly toward the
U.S5. consumer mainstream than less affluent Hispanics
because of their "blend" lifestyle. In terms of demographic
variables, Yuccas are more like city and regional magazine
readers (upscale as well) than those of the national
Hispanic consumer study. In terms of consumer variables,
there are similarities in the Yuccas and city and regional
magazine readers that are not found in comparing the Yuccas
with the national Hispanic data.
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THE UPSCALE HISPANIC MAGAZINE READER:

ACCULTURATION AND THE "YUCCA" LIFESTYLE

Hizranicz are 9enerally not uPzcale. They are lezs educated

and pPoorer than the Qeneral United States pPopulatinon. Sigt

zztimates are that Hizranics zepend %78 billion a wvear and their
familiez are targer than the U.S5. norm (1), Buzinezszes are

turning their attention and advertizing rezource: toward the

Py

Hizpanic market. While we are Tearning much aboutr Hizpanicss we

are not zure how many Hiseanics rezide in the U.S. Exter

']

reported the range from 16.5 millioen £o 30 millioen in 198S5. H
estimated the fotal at 18 millicen (2). It iz cerftains howevers
that the number of U.8. HizPanicz iz 9rowing. Hizeanicz are
prezently the second~largest minority and are a hetero9eninus
group (J3). Az the Hizranic Population continues itz growkh *o
become what some authorities predict will be the largest
minarity grour in the U.S. bwv the begdinning of the Zizt centurys

thiz SPanizh-zreaking and reading szegment of our Population is

making greater demands »n the maszs media for zatistaction of its

informatisn needs (4).

In madnr Hizpanic marketz zuch 2z New Yorks Loz An9elezs
San Antaonios vilamis and San Francizco (5)y a2 slow but steady
increase in the number of Spanizh—1anguage television stations,

radio statinonze newzpap=rss and magazines with ample advertizing

i1z evident (6). Exter notez the proportion of Sepanizh—derendent
rezidents iz aver 80 percent of all Miszepanicz in Loz AnGeles,

S
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Miamis and Chicagoy and mearly as high in New York Citv (7).

Eztrada noites Spanizh iz the second-mozt zepoken language in the

9

U.S.9s and that it falls inte three dominant areas (Loz AnSelezs
New Yorksy and Mizmi metropolitan aresz). He Points out that

o+
I
I
Y
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Sranizh cz2n be uzed o =211 eproductzs and services: iF adver

iz Prorerly used witivin the SpPanizh media (g).

In the Print newsz mediay specialized publications to meet

rezts of Seanizh-lan9uaSe readers have

I-'.
(1% u
I‘i

the broadening in

- b

appeared in the pazt decade. These pPublications are uni=sue in

that <thevw are written and edited specificallw far zuyscezztul

-

o
9
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i
=
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=
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HizpPanics instead of the uzual ftranszlated=icto-Spani
magazinez so0ld in the U.S. and inm Latin America. One eztimate

zayz there iz over 200 Hizrpanic dailv or weeklr newspapzrs and

n

over 100 magazin =£ and Journals (9.

One JdevelorPing tyvpPe of magazine iz the mefropolitan
magazine., These have been ediftorially succezzful-—— if not
financially succe=ztul aszs well. Fletcher arguesz their mostk

essTfyl Perind was 1962-74 and the metropolitan magazine boom

ZUCC
iz continuing (1@). Fletcher and VanderBerSh note the number of
metrorPolitan magazines have increased and their varieties seem

to be zxpPanding—--— fto variations of the "cifyv magazine" zuch as

zhelter~oriented publications and regionallv oriented Products

1y

Aztute magazine publizhers and editorsy deziring to zerve
the unisue metropolitan Seanizh-1ang9uade markets have determined

the New York magazine format of metropolitan maazings——-—

6
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arpPealing to upzzale, éctive, afFluent woung, urbaﬁ
Prafessionalz—~- would be a winner with Hispanics az well. Exter
arguedy "becausze most Hizpanics buv mainsztream eproductszy fthere
are 9ood reaszons to indect an element of Hizeanic culture inte
nationals Englizh-lansuase campPaign or to air a Spanizh-language
camPaign that parallelszs the Englizh verszion . « . (13). )

In South Fioriday, HizPanic consumerz have helped bonzt what
would etherwize be ancother 2a99ing economv. The South rlur da
Hizpanic pPopPulation haz been called an “affluent madorite." The
area’zs Hispanic househaidz earn $10,000 a vear‘more than the

ha
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average U.S. Latin familv. The number of Hizpanic bus

P

doubled £o 169800 in Dade County alonesy =e1ling to the Hizpanic

PpoPulation. "The robust Hizpanic market i3 beginning o attract

everyone’s attentions" Newsweek reported in late 1985. Hialeahs

& suburb of Miamis iz an examples with itz growth by attracting

scezstul Hisepanicz moving ue from Miami’s Little

"woungs su
Havana dizftrict" (13).

In facts the Hispanic "vuppies" in South Flarida have been
labeled "vuczas"-—- for youngs up—and—comings Cuban—Americans;
Theze individuals have been characterized as 22 to 35 vearz olds

r

m

¢arning $20,200 +o $60,000s biculturals and ProTessional care

rentiated from the ftraditional
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oriented. Thes

YuPPles because wuocaz are able o succeed in two culturez (14).
This Parer investigatez the changing lifestwlez of upsszale

Hizpanics by focuzing on their conzumer behavior. Oue aueztion

izts among advertiserz and marketerz iz whether fo

ln‘l

which per
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treat the Hizranic market az a zingle homoSenceous market or o
think of it az a markek® with distinct zubdivizicnz accarding to

national werigin——— Mewicamze Gubanzs Puerto Ricanzs and =9 on

|

lu

(13). There certainly have been numerous Problems assamciat

with international marketings even those which do not cross

naticnal boundariez——- zuch az marketing +to Hizpanics. Valen;ia

found three ftrvepez of errorz in Hizeanic marketing: errorz in

meanin3 in Sepanizh ftranzlations misundersztandingz about Spanizh
4

cultures and failure to conszider zubcultural idiczvncracies

ameng mador Hizepanic graups. The solution o aveoid zuch

miztakes, he suggSestsy iz greater zensitivity to culture. He
alzo zaid marketers “"need o be (1) opPen—minded o avoid the
effects of their self-reference criterions (2) unpredudiced #o

avoid stereotvpezs (3) insuizitive fto detect potential pPitfallzs
and (4) willing o learn" (16).

Thiz parer looks at one zubdivizion of the HizrPanic markets
but not bv national origin. Inzteads the Paper will look at a

tvle: the Hiszpanic

g
w

zollective tvpPe of Hiszpanic reflected b 1if

"upplie/vucca." These upzzale Professzionalzs with thei

profezzional careerz well on track and 2 "suburban® wave of Tife
are the individuals with the buving Power amongd Hizpanics. The
Ppacer will look at the Srour by dezcribing iftz: conzumeption
habitz and demo9rarhics az an ewample of an irncreazingly
imPpartant subdivizion of the Hizrpanic market. Who are thevw? Do

theyw purchaze mainstream Products?
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The literature haz onlvw bedun o exs:lope and demonszt
the enormous potential of the Hizeanic market. Literature

“h

esftrle

beginning to appear that examines fthe T1i

habitz of thiz group. Much literature haz been descriptiv

the context of who buwvws what a2nd 590 on. Other inveztigationsz

have looked at Hizrpanics in termz of ethoic azzimilation

Pluralizmy market ze9mentationy and ethrnic misration. The

rate

("N

(=R )

and

e

I

Aand Consumer

in

i

i

a

baze of Titerature which alza focuzez an uzes and Sratificationsz

of Hizpanic—oriented news media zuch as Spanizh—-language

and televizion, Some attention has been Siven to conzumPtion

differences between Hizpanicz and the general pPopulation and

other ethnic grours zuch az blackszs. Recentlyy literature

begun o give attention to lifeztvlez of Hizpanics.

Azzimilation and acculturation are relatedy wvelt different

Proceszes, Valencias as well as Berelzon and Steiners

differentiated by ztating azzimilation iz the "Proceszs of being

[ J
acceprted az a genuine member of a new 39:zial grour" and

acculturation iz the “Yproceszz of learning a culture differ

from the one in which a2 perzon was originally raized" (17

Subervi-Velez haszs pirovided a framework for rezearch on

Hizpanicz' various levels of az=imilation and pluraliszm/

determined that communiczation patterns "“are

ethpicitvy. H

m

azzimilations Pluralismy or ekhnicityd and

L)
-t

indicative

radin

=,

haz
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contribute to fome azpect of pPewple’s Pavchologicals culturals
zocialsy Politicals or economic orientationz® (18Y. Wallendorf
and Reilly ztudied azszimilation and conzumption in Mexican-—

Americans., Thew concluded that contrary £o the traditional model

of azzimilationy theze Hizeanics: formed 2 n2ws unisuve culitural
stvler "the <foodl consumption behavior pathte~nz of Mewxican-

Americans cannot be viewed az a zimPie median between that of
Mexicanz and AnSloz. In many casez the conzumPhion Patterns of
Mexican—-Americzans are unlike thoze either of their culture of

origin or of their culture of rezidence® (19).

0’Guinn and Faber concluded that acculturation iz difficult
to explicate and meazure. It iz multidimensiono! and must be

n a2z a comPlex concePt. Theyv identified three factaors of

14}
(]
[y

acculturation——- naticonal originy language/communications and

zocioeconomic status demographicz——- as primary dimensions of

w

acculturation. Acculturation iz role specificy thevy aztated. "A
more thorough underztanding of conzumer =Pecific acculturation
may allow uz £o more effectively ftarget and promote pProducts and

egmentzs of ethnic marketks in the zame way

zepvices to different s

we uze demograrhics and pPavchographics o segment the denceral
PporPpulation" (Z20).

Valencia reprorted that “Hispanicnesz"-—- that iss the rate
or Jegree of acculturation of Hizpanic conzumers living in the

United States—-- iz derendent on 3ix indicateors: sztrength of

Hizpranic identifications Englizh 1anguage abilitws amount of

10
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Sepanizh =eaoken at home; language Preferences lendhth of rezide
in the U.S.y and mizcegenation (21).

Schaningers et al.s found conzumetion behaviors media
uzades and shopPPing behavior differences in zubcultures of

ted that

1]
II.'

French-speaking areaszs of Canada., Howevers they sugge:
zozial class and income did net z2ignificantly interact with

lan9uage =poken at homes thus do net vary with zubeculture. Thew

believe separate marketing mixez and erodrams aimed at +the
zegments would be effective (22). Haover and Dezheande found

Hizeanics’ conzumetion habitzs Lo be influenced'bv Parents? and
familyw eferencesy o buv brandzs considered more presztigiouss
and buw brandz advertiszed to their ethnic Sroue. Thew found
partial suepport for the notion that Hizpanics depend'upon
televizion and magazine advertizing tw aszizt in brand choice

(23). Castreo zimilarly determined that Hisepanicz react faveorably

u

to pProducts whose meszage haszs an e¢thnic aeeeal or 2 aszociated
with an e¢diterial eroduct with Hizeanic content. He alsw argued
advertizers want £o reach fthat market through an Hiseanis

editorial eroduct (24).

Furthermores there is a bwdy oFf research on the Hiszeanic

1t

market focousing on ze9mentation and media wusze. O'Guimny Faberps
and Mever found differences in the erofiles of Hizeanics who
Prefer SPanizh—language television over En3lizh-language

televizion (25). These findin9z varied from earlier work by

r.

O’Guinn and Mever who found Hiseanics who Prefer Seanizh-

languade radio have a different erofile from those whe Prefer

11
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Englizh~lansuage radio (26). Thevr do find "zome overlap" in tha

b

o
"
ot

findings of the ftwo ztudie=z., O’Guinn: Fabkery and Mewrer at

']

—

the grours which favor SPanish—-lansuase broadecast

@z

a
accuiturated-—- for examples they were more likelw fo he barn
Vikelw to have a residential phones and

outside tThe U.S.y 1o

(1]
e
in
1]

lesz Tikelvw o own a kiftchen ranse. Thizs Sroup iz not as ztrons
gconomically-—— fitting inte the notion that le=zz _-_ulfurafgd

Perzons are lesz rewarded br the dominant society economic

ns hasz

r‘-

Literature dJezzribing Hizeanic media uze ite
aviolved in the paszt decade. Rozlow and Roezlow found Hizpapics

11

l-‘l

-ten to radic more than non-Hizeaniczy calling it "a mador
medium for reaching the Latin market." Thev also noted Hizpaninc
women Zan be characterized as "heavr radio uzerszs® (28). Allen
and Clarke Tournd “striking zimitaritiez and diff=ﬁ=nces“ in
blacks and Hizeanizcz’ communication behaviors. Educatian iz a
facztor in media uze by both groupzy while Age iz a epredictor for
btacks but not for Hiszeanics. Sex waszs important for Hizpanics
(22). Garrizon found readership of a Hizpanic Seanizh-language
metropolitan magazine not affected by six derPendent variablez———
Zexy languiage erefefence for readings incomes education:

occupations amd age. He did fird some zignificant differencez in

gender that zug99ezt need for further ztudy of the variable (30).

Attention to Hizepanic lifestvles has increased in the past

r‘-

dJecade with the growth of the minority 9roup. Dickstein

dizcussed new marketing strategies for Hizeanicz zudgezted by a

12
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Yankelwovich zurvey., The kev words he zavwsy iz the "klend"

@—=— indicating Hizpanics’ efforts to produce 3

—
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I
11}
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Tifestvle which iz balanced between the Hiszpanic and American
traditionz (31).

Literature on speciftic consumepition habits iz Sraduallw
freeind itself from eproprietary statusz. One 1985 studey Pepor@ed
aver half of media dze time iz spent with English languade
media. In termz of consumeptions the ziudy reported an emprhaziz
on vacation (38 pPercent) and businezz travel (350 percent)s Plans
to Purchaze a car thisz wear (41 percent)y 1D times the

attendance level of the U.S. pPopulation at moviesy 37 rercent
home ownership and 15 percent with intention to purchase a home
within the ¥ears higher than average credit card ownershiepe and
a prefercence for beer and alcoholic beveragdes above the national

averages (32)., A study of readers of a3 Seanish 1ang9uage daily

aled zimilar characteristics. In

]

newsprParer in South Florida rev

the markety 37 pPercent awn homez and &1 percent of the

newspPaper’s readers own homez. In terms of car ownershipy 92

Ppercent of the reader:zs awn one car and 62 e:rzent own twe or

l’i
(1]

more cars. Just under 78 percent of readers and 46 percent of

ﬁ-
| |
p
l’f‘
b 1}

the citv’z Hizpanic market own credit cardz. About 28 p
reader howsehnlds have investments in real eztate bevond their

homes and 52 percent have 1ife insurance. Just over 72 Percent

onzume alcoholle beverages avt home and &6 perzent drink beer at

]

rz are also active travelerss with

']

haomes The newzparer’z read

Just under 48 percent traveling within the pPazt vear. The

13
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ragders al

o watel movies fresuently (B2 percent at leas

fime a month) and thew zee films in Englizh and in Seani

The hmational profile reported 68 Percent with hish

desreesy 32 sercent with collefe dedrees, a mean income
22,100y 56 Percent foreign borns and 2 median aSe of 332

zzhaool

[x] 1:

(34). In South Florida’s Hispanic markets 75 pezrcent held hicgh

zehonl or techrnical degrees and 24.5 percent univerziity

college degrees compPared to 78 pPercent and 30 Percent

respectivelry faor readers of the newsparer. The South Florida

o

mean income was Just over $239200 and wasz over $23,800 for the

[

newsparer’s readerz. Onlv 4 percent of the readerz of th
newsPaper were born inm nations other than Cubas Nicarasu
Spainy wowr Colombia and the largeszt percentage of readers

35-54 wears of age (33).

s

Research Hvpothesiz

Irg

R

W

1

r

i

Thiz ztudy looked at lifestvlez of upszale “vuppie/wucca“

Hizpanics by describing consumption habifs and demagrarhics.

Literature indicates theze individuals are an increasingly

zalient part of the Hispanic market. Who are thev? Do ther

purrchase mainstream products?

Ta determine thiszs the studv focuzes on ften lifesty

variables reflecting acculturation., The variablesz are (1)

recreational ackivitys (2) entertainment (the aritz)s (3)

14
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entertainment (dining)s (4) conszumpkion of aleshelic beverales,
(3} foreign-domeztic automobile ownershiey (&) credit card
awnerzhiey (7) inveztmentszy (B8) high fteczhnology interezty ()

housingy (1) foreign~domeztic fravel.

)

(A

DemoSraehic variables are? (1) languaSe preferences

@y (&)

m

agey (3) mation of births (4) marital =tatus, (95) =
family zizey (7)) education levels (8) woccueations (9) incomes
and (1@) residence length in Miami.

It iz hvpothesized fthat:

g

(H) Upzizale "wueppie/wucca" Hizeanicz move fazter
toward acculturation than American Hiseanic:s in
general because of their "blend" Tifestvles resulting

in consumetion habits zimilar £o the North American

“wuppie" poeulation.

3]

- 3

For a2 zftudy of Hizeanic "wvuepie/wucca® lifestvle

zubzcriberzs of an uepscale Seanish—1anguage metropolitan ma8azine

were targeted. Subzcoribers of this unigue metroeoliftan magazine
were zelected from 2 market with a high eproeortion of Hiszseanic

Seanizh—-languagde readers——— estimated at 35.7 eercent in the

rcent in a2 1983 eztimat:

M
M
I

1980 U.S. Cenzuz and az high az 42.0 e

Wy

(36). While zubzcriberz are located aceosz the United States,

15
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ntag

(1]

the large=zt pepc

l"-

Miami metropolitan area of Dade Countwvs Florida.

& =elf-adminiztered sueztionnaire wasz developred o

af the rezpondents rezide inm the Grezts

nperationalize lifeztvle variable=z. The aueztionnairey dratfted

in Englizny was tramslated ints Seanizhy Ffrintedy and mailed 1

r.

mid 1985. The poepulation was defined az paid =zubzcribe

-

(n = &:808). A =vztematic interval zameple of 142800 houzeholds

ot

=R

I
f L

from the computer—bazed zubzoriber Tizt wa

rezponse ratey the publizher offered €0 donate $1 to each

Me T GnhAnCe

nl

respondent’s Ffa o ite charitw. Data were eppocezzed and analrzed

at the Univerzity of Miamiy wuzing the Statiztical Packasgse far

the Sacial Sciencesz (37).

Thesze data were comeared and contrasted with data cColle

zcte

from 29 mador city and regional magarzines in the United State:z

b the Citv and Reg9ional Magazine Azzociation (CRMA) in 19835,

the same time pPeriods and with data collecked inm 2 ma.dor =tu

O
_tl

of U.S. Hizeanics conducted for the National Aszsszociation

Hizpanic Publications (NAHP) alseo in 1985 (38).

Findings

A total of 284 zubszcribers returned 3uyeztionnairez in

t

Miami =zftudvsy a rezPonsze rate of 28.4 percent, Buddetary

reztrictionz erohibifted 2 follow-ue mailing £o increase reés

o

ate., Thuzs for thiz zameles the margin of error iz Pluz or
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minuz 5.8 percent. One incomplete suestionnzire was not useable
and a zecond form arrived after the cubt-off dates leaving a
fimal n = 282. The CRMA studyw included 124799 erimarv readers
arnd the NAHP study included 14757 reszeondents.

In terms of 9eneral masz: media uze in Miamisr 53.2 eercent
read other magazine=s in Seranizn. Two-thirds of the rezponde @5
(67.4 percent) read Seanizh-1anguage newszparers as well. Over
halt Tiszten te Seanish-language radio (54.6 percent) and watch
Seanizh—-language televizion (6B.6 eercent) in South Florida.
Popular Branizh-language magdacineszs ofther than'Miami Menzual,
include Vanidadess Reader’=z Digezts Holas and Geomundo. Locad
Sranizh-1anguade NeWsPAPERE arec #apu1ar. The inderendent Diaris
Laz Americas iz read by 46.8 percent amd E1 Heralds epubliszhed ber
The Miami Heralds iz read by 38.3 percent. The Engliszh ediftion
of The Herald iz read bv 36.2 percent of the rezepondents.

Demugrarhics of the three studies are summarized in Table
i. Miami Menzual atftractzs uepscale zubscriberss az indicated in
these data. These data are zimilar to readers of cify and
metroeolitan magazin in the CRMA studyy but somewhat different
from the national Hizeanic poPulation study conducted bvy NAHP.
Some differences arpear in marital statuss educationsy oocupation
and income. The only mador difference in the CRMA vurpiecz and

Miami’z “"wuccasz" iz in respondent Sender.

Tablez 1 and 2 9o about here

Iy
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Spanizh~1ang9uage magazine

prefer to read in Sepanizh

zyhzscribers want Spanizn.

In term=

Ppercent) and tennis (45.4 percentl)s

climate and coastal locatiaon.

sufscribe

aver Englis

of recreational achtiviiy

A

are

Az

particirate in a wide ranfe of =ports
not in large numbers. Howevers thew

az part of their Teizure activities=.
the mozt Popular recreational activities

Their activities are

Tnree in fouj
Miami conzumers

but apparentlvw

indicated in Table 2,

perfarz reflecting Miami?

from the national CRMA datas but much of fthiz mav be explained
b+ geograrhr.

In the artsy moviez and live theater are most poPular in
Miami and in the national CRMA data. Moviez are regularly

attended (69.5 pPer:

theater bvw three in five

svemphony are also popular. No NAHP

variables.

ent in Miami/76.3 percent in
(539.2 percent/59.3 Percent).

dafa are PP

CRMA) and live
Opera and

esented

four and a half particecs 2

Miami Hizranicz 9ive a méan of
manth where alcoholic beveragez are zerved. Thev like American
beerz but foreign winesz. Among their favorite beveragesz are
Jomeztic beer (42.6 pPercent zavw thev drink it regularly) aver

imported beer (33.7 pPercent)s

over domesztic winezs (36.2 percent).

zhow a 9reater preference for
data.

the Miami

18

but imported wines

The

dJomeszstic

(61.0 pPercent)

two national studies=

beer and wine than does
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Tavles 3 and 4 9o about here

Az shown in Table 3y “wuccas" favor specific Tisuors.
Leading the lTiszt iz Scotch (38.5 eercent)r rum (37.2 percent)s
and vadka (32.3 percent). Their leazt favorite liquorz are )
bourbon (7.1 percent) and tesuila (18.3 percentd. Thiz varies

21ightly with the national =ztudiess az might be expected. Scuotoh

o mosht poPular among national vwuppiez anmd Hizpaniczy but

.al

.
1]

L]

rot as dominantly az in Miami.

Table & indicates that "wucocaz" dine ouf on buzinezs only
21ightlv lezz than they 4o for Pleasure——— a mean of four fo
five mealz a month. Pleazure dining acocounts for a mean of 4.95
meals a month while businezs dining iz the reason for ancther
4.63 meals a2 month. Thiz iz a tofal of .24 mealsz Per month

dining ouft for Miami Hizepaniczs CRMA data show a mean of 12

Y]

meals per month by wuppies. Unfortunatelvry no sther data were
Publizhed on these variables by CRMA and NAHP.

Variety in purchazing modes i3 important to South Florida
His;anics. "Yycicas" poszess a wide range of internationals

nationals and regional credit capds. The most porular card iz

]

the Wiz czardy held by two thirdz (6.7 Percent) of reszpPondents.

Searz’ card iz held by three in five (68.3 percentdsy followed by

S

]

Amery i Swpreszss (56.7 pPercent) and Mastercard (54.3 Percent).

——— . 4 e e

Tablez 5 and & 9o about here

0]
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4z shown in Table 5y gaszeline comPanw cardz are held by half
(51.4 percent). The moszt popular local or regional card iz a
dJepartment stores Burdinez (41.8 percent). The leazt eopular
cards are Carte Blanche (5.3 percent) and Bonwit Teller (6.4
percent). In termz of national and intermnational credift cards,

rezpondentzs in the CRMA and NAHP =ztudiez also erefer VISA and

following a distant third.

Maztercard with American Exepes

A mean teiftal of 2.29 avtomobiles eper household was found in
Miami. Az =shown in Table &6y “+wuycca® rezpondentﬁ clearly pPrefer
Americzan~puilt cars over foreign—-built cars=—-—— contrary to the
image of the “"wuppie" who ownz the expenzive Euroepean zedans
zuych as the BMW and Mercedes. In the CRMA study, more
rezepondents oswned foreign-made and American—made Cars.

In Miami fTor "first" carsy rezpondents prefer American-made
tn foreign—made by nearly tws to one (56.7 percent to 32.7
percent). Mozt Popﬁlar models include Oldsmobile; Cadillacy and
Buick. The leading foreign—-made models were the Volvoy Mercedess
and BMW. These proportions are zimilar in the CRMA data
(74.8/3%9.7)y but no data were reported for the NAHP ztudw.

For zecond cars in Miamiy the pProportion iz even greater
(57.0 epercent to 28,7 epercent)., Most poepular American—made
zecond automobiles for “"wucca® families were the Oldzmaobiles

Buicks and Chevrolet. Fur thosze oswning forecign—-made second

automobilesy the BMW and Mazda are mozt eopular zecond aukos for

20



the howuzehold. Mo data are available for CRMA or NAHP on secand
CArz.

Miami Hizpanicz are learning more about high ftechnology of
the 1988z bw readins (and pPrezumably buving) esguipment. Az zhown
ie 7y more than four in five read about stereo eguipment
(B4.4 Percent) and over half read about video cazzette recorder
(VMCR)Y esuipment (53.9 pParcent). Lezz Popuiar iz compPutersz. Just
Tezz than one in four (23.4 percent) read about Perzonal

comPputers and about one in eight (13.1 Percent) read about
buziness computers. No electranics and high technole@w variables

were reported in the CRMA and NAHP ztudies.

n

Tablez 7 and 8§ 9o about her

While traditional, Miami’z "wuccas® are alzo investigating
and invezting in newer meanz of improving ftheir financial
rezources. The most popular inveztment mavy be their homes but
bevond thats “ruczcaszs® ztill derend on the onld-faszhioned life

insurance policy (ferm and mutuals 73.6 percent) and the zavings

CRMA and NAHP

m

account (66.3 percent)s az zhown in Table 8. Th

tudies reror ted ne dJata on inzurance or zavings accounts,

in

af

1

Among the newer forms of inveztments the certificaie

depozit (CDz) iz moszt uszsed in Miami (57.1 Percent). Individual

[
0]

=tate

(g

retirement aczcounts (IRAs) are uzed by 42.6 Percent. Rea
other than their firzt homez accountzs for an investment ophion

for Jdust over one third (36.9 pPercent). The wuspies in the CRMA

21
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data preferred IRA/Keoghs (48.46 pPercent) and oo rPnrafg bonds

'Y

(47.2 pPercent) over CDs (37.5 percent). Savingz acecountss the
ontv inveztment variable reported by MAHPY wasz almozt az popular
among national Hizepanicsz (57.0 percent) as in Miami.

Leazht popular forms of invesiment in Miami are commodisizs

(4.6 Percent)y municiPal bonds (8.3 Percent)s mutual funds (11.0

percent)s and coreorate bonds (12,4 percent).

I-r
I
(=)
2
I-r
or
(1]
i 4
(=)
o
=
I

Mare than three—auarfters of the rezeonden
ztudy own their own residence. The figure reflectszs the wupPrie

(82.7 percent in Miami/71.9 eercent in CRMA)Ys a:s

—

ifestvl

m

indicated in Table 9. Nationallyws the Hizeanic percentadSe iz
much lower (37.8 eercent). The value of the owned home i3 high
(means of $169:571 in Miami and $156.815 in CRMA and medianz of
$114+825 in Miami and $107+6846 in CRMA). There are no reported

fouzing value variables in NAHP data.

In ftermz of other housing—-related variableszss remodeling and

-f

rl

zecond home vacations are eopular amon@ uezcale rezeondents.
Remodeling bv Miami Hizeanics (30.8 rercent) iz lezsz than CRMA
vyuppies (56.8 percentd)s buft gGreater fthan national Hiseanics
(14.8 percent). One third (3B.46 epercent) of Miami “wvuccas® take
vacations in a second home (house or condominium) which thew

own comeared o 25.6 percent of CRMA wueeies.

Tablesz ? and 18 9o about here
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Like most Americansy Miami’s "wuccaszs" like fravel b+ air.
About ftwo thirds reeport traveling by domestic airlinez in the
Ppazt wear (70.9 Pzrcent for Miamis; &3.&6 for CRMA wupmies) ans
two in five report traveling bv international 2iriines (44.3
percent; ZB.1 pepcent far CRMAY. Shiez (17.4 percent Miami/132.9
Pperzent CRMA) and ftrainz (12.5 eepcent in Miami) are far lezz
poPulary as shown in Table 18. No NAHP dats were erovided.

"Yucza' deztinationz within the eazt 12 monthz——— 1984 and
1985-—= are a generally a reflection of Hizpanic heritage and
gengraphy of South Flarida. Mozt popular iz Eurepes inzluding
Seain (47.9 Percent). Alzo popular are the Caribbean (39.0

percent)y South America (29.8 percent)s Mexico (23.8 percent)s

L]

and Central America (18.4 epercent). Amang CRMA vuepiesys the
Caribbean (Z2.7 percent) and Euroee (32.5 percent) were the most
Porular destinationzs Tollowed bv Hawaii and Mexicw. For NAHP
national HizPanicss Mexico wasz the domimant deztimation,
diztantly followed bv South Americas the Caribbearns and Central

America.

Accultupation iz role specific and involves learning a new
culturey different from the one of earents? op the individual'=
childhood., While it is difficult o exelicate and measzure and is

multi—-dimensionals one level haz been ztudied here. In termsz of
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soclo—economic status demaeg9rarhicsy national eariginsy and

ConsumPtiony we can Zee several patternz eztablizhing
acculturation of Miami’=z Cubarm-American "wuccasz." It iz clear

that thesze inmdividualzs parallel the Tifestwlez of the Citw anpd

ReSional Masazine Azzociation national studw of vupPie readers
during the zame time period. The differences in Miami’=z “wuccasz®
and the national ztudv of Hizpanics bw the Natiompal Azzociation
of Hizpanic Publicationzs zeems 9reater. This 3u99ezt=z that
"repzcaszs" mav be sPeeding up the acculturation process on at
least one levels consumption.

It waz hwepnthesized that:

Upscale "wuppie/vucca" Hiszpanics move fa

'.'1
ot
i
-

toward acculturation than American Hiipaﬁics im
general befauze of their "Blemd" lifestrles resulting
in conzumption habits zimilar %o the North American
“wuppie” population.

The data generallyw support that hveothesiz. There iz

that Miami’s ®"vuccas® are moving toward acculturation

[

evidenc
on at least £hiz one level through their efforts o "blend" inks

the South Florida consumer market. Compariszonzs with the CRMA

national study of 29 markets of vuppie readers shows thiz in
termz of the variables invesztigated here. In termz of

demog9raphicss the Miami "vuccas® are more similar 0 CRMA’s
wupPies than the NAHP Hisepanic epopulation in the United States
in 9eneral. This holdz nn marital statuzsy educations occuepation,

and houszehnld insome. If does not hold on Qenders which may be

4
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olely a function of zamPling dezisn and not the population az a

0]

whole. And in termz of fthe conzumer variablezy recreational and

nt activityy alaoholic bheverage consumptiony Jining

.
T

entertainm

(]

aut fresuencryy credit zard ownershiepy automobile ownerzhips
investmentsy rezidential lifeztvles (Particularly home cwnershie
and remodeling)y and travel each zhow ziriking similarities in

the ftwo 9roupz. Comparizons amd contrazts with the national

Hizpanic data from NAHP zhows more differences hecausze of the
broader zocio—economic basze of the entire Hizpanic population in
the United State=. Thiz demonsztrates a move toﬁard acculturation
in termsz of consumPtions at leasty byv Miami's upzecale “viccas,®
Thiz shows the potential described above in the upzcale
Hizpanic markets. There muzt be additional study of this
sublaver of the wuppie popylation. In depth analvsis using
traditional marketing research ztrategices will tell uzs more
about these 9rowings high—epurchazing power magazine readers that
are auite appPealing to advertizers. Further sztudy of ather
azpects of agculturation 3as well az azsimilation must be done

on thiz grour. It zeemz esually important to further define *the

n
7

i

"blending" procezz and the bi-cultural lifeztvlez of thes:

profes=zionals.
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SUBSCRIBER DEMOGRAPHICS
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Variable n-— 8. Fla.
zize* HispPanics
Aga s (273) Median = 48
Marital szhtatus: (274}
Married 73.2%
Single 14.9
Divaorced 12.0
Other ———
Gender: (268)
Male b64.6%
Female 35.4
Education: (274)

Some high school 1.0%

High =zchool graduate 18.6
Some college 14.6
College degree 31.0

Some 9rad. study 9.9

Grad.-pProt. delree 25.9
Primary occupation: (Z75)

Exerzutive or pProf. 41.8%
Buzineszs owner 13.1

Sales b.2
Secretarial/clerical 4.0
Crattsman 2.9
Student 5.5
Government/Public zervice 1.5
Retired 12.4
Homemaker 9.5
Temporarily unemploved 8.4
Other 7.3
Familvy income: (168) Median = $45,050

’ Mean = $64y761

(234) Median = 3.12
Mean = 4.82

Readers/iszue

.
-~

r-3
Ln
R~ O0W 0

o

[y
80 RN PO

SrUraU LI

[y
03]

53,837
75+920

3.20

61.0
39.0

=y 7

anah e W/

15.0
32.0

31.0%
6.0
5.0

11.0
4.0
Z.0

38.0

$22:100

* Total rezpondents for Miami Mensual studvs n=28%.
"The Primary Audiences of

+ Studr by Don Bowdren Aszociates,

Citvr & Re9ional Magdaziness conducted for the Ciftv and Regional

Magazine Azszociations Huntingtons Conn.s

magazines and 12792 Pprimary readers.

*#5tudy by NuStatuszsy Inc.s in condunction
Austin

Azzoiciation of Hiszpanic Publicationz,
inctuded 14757 Persons.

1985.

Studwr

included 29

with the National
Texaszy

1985. Studw
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TAALE

RECREATIONAL, IZMTERTAINMENT ACTIVITY

Variable n-~ S. Fla. National Natinonal
size Hizpanics+ shudv++ Hizpanicz#x
SPORTS

Ternnis 160 45.6% 22.1% -
Golf 124 21.0 27.7 -
Fizhing 143 47.6 25.2 -
Sziling 122 22.0 12.1 ———
Snow skiing 126 4.9 20.2 ———
Othep: 100

Swimming 24,0 ——— ———
Softball 16.0 ——— ——
Jazzercize 6.9 - -
Horze riding 3.0 B.9 -
Bizwz1ing . 8.0 3.1 —_———
SCURA Jdiving 2.0 —_—— —_—
Running-Jjngg9ing 4.0 =6.8 —_—

THE ARTS: ENTERTAINMMENT

Live theater 211 59.2% 59.3% -
Mavies 236 69.5 76.5 -
Other: 37

OoPera 37.8 36.9 —_——
Sv¥mehony 18.9 ———— —_—
Balletsy dance 12.8 _ —_——
Sports 1.8 —— _—
Churich ' 2.7 _—— _——
Night =lubs 8.1 —_— ——
Social zlubs S5S.4 ——— —_—

* Total respondents for Miami Mensual studys n=:282.

+ Adjuszted freauencys calculated bv deleting mizsingy or
invalid cases. _

++ Study by Don Bowdren Associatessy “The Primary Audiences of
Citv & Regional Magfazinessy conducted far the Citv and Regional
Magazine Aszsociations Huntingtans Conn.s 1985. Study inciuded 29
magazines and 12799 erimary readers.

*% No data available from the study by NuStatuss Inc.y in
conJdunction with the National Aszzociation of Hisepanic Publicationzs
Ausztiny Texazs 1985. Sbtudy included 1,757 Personz.




Servez lisuar
Mean

Median

TAELE 3
MONTHLY ALCCGHOLIC 2EVERAGE CONSUMFTION

—— e T e s . o . i e o S o S e S St S S e T, S D ) it S et S S S S S S S — — ———— —— o —

r- 5. Fla. National National
i Hizpanicz+ shuydw++ Hizpanica®s

VVariable

i — —— — —— —— —— — — o —— —

215
4,98 —_——— -———
*.75 —-——— ————
r- 8. Fia. National National
LiZe¥ Hi:Panic:+ whude HizPpaniczsx%

——— — — —— —— —— —————, —

PEVERAGES CONSUMED AND SERVED AT HOME

Domesztic teer z282 42.8% S56.7% 57.0%
Importazd beer 282 33.7 26.%2 4.0
Domeztic wine =82 36.2 67.4 42.5
ImProrted wine zZ82 651.0 40.4 -———=
Bourbaon 282 7.1 26.2 24.0
Gin =82 23.8 15.6 25.8
Liaueurs Z82 4.1 31.7 27.0
Rum =82 37.2 21.4 32.8
Scotch 282 58.5 37.7 8.0
Teauila =282 18.3 7.8 30.0
Vodka 282 32.3 -15.9 29.0
Other: 40
Cider 5.0 —— —_——
Whizkewr 7.5 22, 33.08
Cognac—-brandy 25.0 22.2 30.0
Chameagne 12.5 21. -
Sharry 5.0 ——— —_—
Non-drinker 25.0 ——— -
Mizcellanenus 20.0 —-—— -——
* Total rezepondentz for Miami Menzual stydyy n=282.
+ Adduzted freauency iz caleculated by deleting miszings or
invalid caszesz,.
++ Study by Don Bowdren Aszzociatess "The Primarv Audiencez of

City

Magazine Azzociation

& Regional Magazines,

conducted for the Citry and Reginnal

Huntingtony Conn.s 1985. Studywy included 29

magdazinez and 12+799 Pprimarvy readers.

*#% Studyr
Azsociation

bv NuStatuz,
nf Hizeanic

the National
1985. Stud-r

in condunction with
Auztiny Texass

Inc.s
Publicationss

included 14757 eerzons.



TABLE 4

MONTHLY DINING OUT OF THE HOME

Variable n— S. Fla. Naticomnal National
zizas# Hizranics shudy+ Hizpanigcs#s#
Dining out
on busine=sz: 147
Mean 4.63 —_—— —_——
Median 4.48 —_— ————

Dining out
for Pleaszures 243

Mean 4.95 ———- ———-

Median 4.74 —_ ———
GRAND TOTAL

DINING OUT (median) ?.24% 12.3 ———

— —— o — o oy S — o oS T T gt S S —— ————

#* Tintal respondents for Miami Mensual =tudwy n=282.
+ Study by Don Bowdren Azzociatesy "The Primary Audiences o
Citw & Reginnal MaSazinezy conducted for the Citv and Regianal
Magazine Azzociatione Humtingtone Conn.s 1985. Shtudy included 29
magazines and 12,799 Primary readers.

%% No data available from study b NuStatuszy Inc.y in
condunction with the National Association of Hizranic Publications
Auztiny Texas, 1985. Studyw included 14757 perzons.
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AL
MAJOR CREDIT CARDS OWNED BY CONSUMER

Variable n-— S. Fla. National National
zize¥® Hizpanics+ studv++ HizPanics##

Anw airline 282 14,.2% 13.6% -
Any Gazaoline 282 S51.4 —-—— 36.9%
American Expreszs 282 596.7 47 .9 13.2
Bloomingdale’z 232 26.4 —-—— -
Bonwit Teller 282 &. 4 —-—— —_—
Burdines*¥ 282 41.8 ——— —_——
Carte Blanche 282 5.3 2.0 ——— )
Diner’z Club 28z 16.7 7.4 ————
J.C. Pennev 28 30.9 —-—— —_——
Jordan Marsh¥* Z82 3Z.3 -—— —_
Lard & Tawlor 282 183.8 —-— ———
Macy's 282 22.7 —-— —_——
Maztercard Z82 54.3 &4.7 . 53.9@
Neiman—Mar:-us 282 13. 6 —-—— —_———
Saks Fifth Ave. 282 24.3 —— -
Sears 282 68.3 ——— -
Viza 2B2 66,7 7i.6 53.0
Other: 43

Jetferson Ward 1.4

Tiffany’= 2.7

JBrron® %% 1.1 ,

A.S. Sternz¥*x 1.4 —_—— —_——
1.1
2.7

Mayvors—Kaurfmansz** —_— ——
Brooks Brothers

. —— e ot —— [ e s e, s i i T oy s Y e i e s S e S e e D S S i e T o S B S S S i A o G S . e SO

* Total respondentzs Tor Miami Menswual =tudvws n=Z82Z.

*%* Local or reg9ional department store.

+ Adduszted fresuency iz calculated bw deleting mizzings or
invalid cazes.

++ Study by Don Bowdren Associatess “The Primarv Audiences of
Citr & Re9ional Magdaziness conducted Tor the Ciftv and Re9ional
Magazine Aszociations Huntingtons Conn.s 1985. Studyw included 29
magazines and 124799 erimary readers.

** Visa/Mastercard category combined in studv b NuStatus,
Inzes in condunction with the National Aszzociation of Hispanic
Publicationsy Auztins Texaszs 1985. Studw included 14757 Perszons.
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TARLE &

—— — e S . e ey e e et . . et S, Y S S S e —— — ——— —— oy S e e e T St St S S St St

Variable n— S. Fla. MNatiomal Maftionmal
s3ize* Hispanicz+ stuydes+ Hizpanlcs*=®

" ———— —— ot s o S S —— — ——— " —— T o— —— — —— . e s —

TOoTAL NUMRER OQWNED

Mzan 269 2,29 *.00 —_—
Median 26T 214 ——— ————

-— —— —— o . et et s S S, . o S St S £t

. s . et A . St T . e S o Y s . S o P S et S S

TYPE OF AUTOMOBRILES OWNED

—— - S . S, G S o S e S et S S S S S . S,

o ——— — e s St et et e . —— e ——— — -—

S. Fla. National National

Variable n-
TlzZe¥ Hizpanicz+ = tuyde++ Hizpanmicz®s
FIRST CAR ONLY
Americzan made 5&.7% 74.8% . -
Foreign made I2.7 39.7 —-_——
Other 1d.6 ———— —_——
TOTALS 245 1008, @4 —_—— —_——
SECOND CAR GONLY
American made 57.0% - ———
Foreign made 28.7 ——— -
Other 14.3 ———= ———
TOTALS 189 100. 0% ——— ———

¥ Total reseondents for Miami Menszual zhudys n=2B2.

*¥% No data available from the study by NuStatuszsy Inc.s in
condunchion with the Naftional Asszociation of Hiseanic Publications
Auztiny Texazy 1985. Study included 1+737 eersons.

v+ Adduszted freguency iz calculated by deleting miszings or
invalid caszes. )

++ Firzt and zecond car differentiation’ not made. Figures
reported are percent of zameple buving American or foreign cars new.
Study by Don Bowdren Azsociatess *The Primary Audiences of City &
Regional Magazineszs conducted for the City and Redional Magazine
Aszociations Huntingtons Conn.s 1985. Study included 29 magazines
and {2+799 primary readers.
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TABLE 7
ELECTRONICS AND HIGH TECHMNOLOEY INTEREST .

Variable n— S. Fla. Naticnal National
Zize¥ Hizpanics+ g+ Hizpapniczs¥x*
Read=s buszinezs

computer 282 13.1% ———- -——=

articles

Readz eperzonal

computer =282 23. 4
articles

Read=z =ztepren

eayipPment =82 B84. 4 —_—— —_———
articles

Readz VCR

articles =282 53.9 —_——- ———=

——— — . s St S P gt " S S Gt o S S . i Y g S . . Y S S . S

—— o — ——

* Total reseondents fo

+ Addjusted freauvency 1
invalid cases.

++ No dJata avaitlable from the studyw b+ Don Bowdren Aszsociates,
“The Primarv Audiences of Citvy & Re9iwonal Magazinesy conduckted fop
the Citv and Re9ional MagSazine Aszociations Huntin9tens Conn.s 1985,
Studw included 29 ma9azinezs and 124799 erimary readers.

*% No data available from the ztudyvy bv NuStatusy Inc.s in
condunction with the Natieonal Aszaciation of Hizeanic Publicationszs
Auztiny Texasz, 1985. Study included 14757 perzaons.

Miami Menzual =ztudwsy n=282.
calculated by dJeleting miszings or

Wi



TABLE 8

TYPE OF INVESTMENTS MADE

—— e S  — —— > t— — Tty o o e S oy e S, U e S oy S oy i S S S Y e S e s S

Variable n— S. Fla. National National
zizex HizrPanicz+ shigdyv++ Hizeanic:s%

Certificate of

depasit =282 57.1% 37.5% —-——
Commodifties =82 4.8 ———— -
Corpnorate bondzs 282 12,04 AT .2 -
Corporata

ztocks 28z 17. 4 ——— ———
IRA/Kaugh =82 42.6 48.6 - i
Mutual fund=z 28z 11.0 23.6 ——==
Municieal

bond= 282 .8.5 ———— -——
U.S5. zavings

bondz 282 12.4 ———- —-——
Real eztatexs =82 36.9 16.9 . ———
Savings

accoount 82 &6.3 —— 57.8%
Life inzu-—

rances 263 73.6 ——— -———
Mean value: 265 +£189,837 —— —-———=
Median values 263 100, 200 ——— ————

% Total reszpondents for Miami Menszual studry n=282.

#%* Ewxcludes erincipal home or residenszey if owned.

+ Addusted freauency iz calasulated by deleting mizzings or
invalid zaszes.

++ Studv br Don Bowdren Azzociatess "The Primary Audiences o
City & ReQiomal Magaziness conducted Tfor the Ciftv and Regional
Magazine Aszsociationy Huntingtony Conm.y 1985. Study included 29
magazines and 12y792 primary readers.

# Studvy by NuStatusy Inc.s in condunction with fthe National
Azsociation of Hiszeanic Publicationsy Auztine’ Texass 1985. Studw
included 1,757 persons.

~h




Variable n— S. rla. National National
zizes Hizpanicsz+ hudr++ Hizpanicz##
FrincirPal home value:
Mean 195 £16F+9571 $156y215 2 @ ——————-
Median 195 $1144825 BB 6836 2 ——mm———
PRIMARY-SECONDARY TYPE OF HOME LIVED IN
Variable n— S. Fla. National Natiaonal
size* Hizpanicz+ tude++ Hizpanicz*s
Ownz home 260 2.7% 71.9% - 37.0%
Remodeled home
in Pazt wvear 204 32.8 S6.8 14.0

Vacationz in
second home

5]
un
a

38.6 23. 6 ———

o

* Total respondentz Tor Miami Menzual studys n=262.
+ Adduszted fresuency iz calculated byv deleting mizsings or
invalid zases. .
++ Study by Don Bowdren A=zszociatess "The Primary Audiences of
Citw & Reg9ional Magaziness conducted for the City and Regional
Magazine Azszociationy Huntingtons Conn.y 1985. Study included 29
magazines and 124799 Pprimary readers.
#% Study by NuStatuszs Inc.sy in condunction with the National
Azsociation of Hizepanic Publicationss Austiny Texazy 1985. Study
included 14757 rerszonsz.




TABLE 1@
TRAVEL
Variable n- S. Fla. National National
ize% Hizpanics+ atudy++ Hizpanicsk

s e e B e e e S e A T o o Sy e S e S S o S S . e

—— oy S S o A . i el e S e S S U Sy S T D T s U b e S e T

MODE OF TRAVEL

lines =8z 70.9% &3 . &% ————
Intermnationa

airlines =B 44,3 28.1 —-——
Shiesz =82 17.4 RS ) ———
Trains 282 13.5 —_—— —_———

DESTINATIONS

Alaska =82 1.4 —_—— —_——
Caribbean =82 3.0 2.7 2.0%
Central

America prd = 18. 4 .8 . 11.0
Europe =82 47.9 32.9 3.0
Hawaii 282 7.8 16.8 7.0
Mawmica =282 23.8 2.4 2.2
South America =Bz 29.8 2.8 15.9

* Total respondentzs for Miami Menzual studws, n=28Z,

** In past three years.

+ Adduzted freauenIy iz calculated by dJeleting mizsings, or
invalid caze=z.

++ Stydy bvw Don Bowdren Aszociatess "The Primarw Audiences
City & Reginnal Magaziness conducted for the Cityv amd Regional
Magazine Azzociationsy Huntingtons Conn.s 1985. Study included 29
magazinez and 12y79% erimary readers,

# Study b NuStatuzs Inc.s in condunction with the National
zsaciation of Hiszpanic Publicationszy Austine Texaz, 1285. Study
irzluded 14757 Perszonz.
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