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Latino buying power affects labels at the supermarket


When the buying power of a specific community increases, advertisers and business owners have to think of new ways to present products so that these consumers are able to make a correlation between the quality and function of a product and the brand’s name. Latinos have a great amount of buying power in the United States today, and the most well- known brand names are modifying product labels in order to attract this growing group of consumers while maintaining loyalty to other consumer groups. Products with labels in both English and Spanish are becoming easier to find in more and more regions across the United States, as well as products that Latinos remember from their own countries, such as café con leche and salsa verde.

Food is a very significant part of Latin American culture, so it’s no surprise that food brands are very important to Latino consumers. Although it’s probable that a first—generation Latino consumer would go to a supermarket where the owners speak Spanish, larger grocery stores such as Wal-Mart and Kroger are making efforts to attract Latinos. If these supermarkets are in areas or neighborhoods with a large Latino population, they will try to sell more products that this consumer group will recognize and appreciate. First—generation Latinos will shop, looking for the same brands they could find in their home countries. Second and third generations will look for brands with familiar flavors, but wilt also buy products only found in the United States. Food companies attempt to attract all generations of consumers. Keeping this in mind, advertisers for well—known brands are now including both Spanish and English on label designs, while preserving the brand’s identity.

One example of this is Knorr, which puts a bilingual label on bouillon packaging that reads Caldo de Tomate con Sabor de Pollo above the English Tomato Bouillon with Chicken Flavor. The label portrays the same colors as always: red, green and yellow. In doing so, Knorr maintains brand consistency so that any consumer might be able to identify the product. Coincidentally, the brand’s colors are also the colors that appear on the Mexican flag. In 2006, Knorr, a company that originated in Germany, recognized that 600/0 of its customers were Latinos.

Campbell’s, the famous soup brand, initiated a new line of V8 Splash flavors in 2004: guava, mango and pineapple. These three fruits are frequently grown in Latin American countries, and these simple images can provoke a feeling of nostalgia in the consumer, reminding him or her of the fruits and juices found back home.

Miller Beer produced a marketing campaign in 2007 for “Beerveza,” employing the slogan ‘Chelada Style.” The popular brand of beer appeals to not only the Latino consumer, but also to the typical American looking for something new, something exotic. The word chelada comes from a type of Mexican beer, Ia michelada. The packaging includes an image of a lime with the phrase “Inspired by a Mexican recipe with lime & salt” Instead of using chelada as an adjective after the noun style, as is the rule in Spanish, Miller removes the prefix mi and makes use of the English grammatical rule, placing the adjective before the noun. The use of both Spanish and English in the same phrase, or code-switching, is a reflection of Spanglish, a popular phenomenon in the Latino community The word beer in English and the suffix veza from Spanish present the type of product to both English-speaking and Spanish-speaking communities, and the combination of languages and flavors makes this type of Miller beer different from others on the shelf.

Coffee is another common staple in Latin American countries. Ethnic food aisles typically carry products made by Nestlé, the maker of Nescafé, most times with bilingual labels. These include La Lechera, Media crema and Café con leche. The label on the latter product reads Endulzado a tu gusto, and its equivalent in English Sweetened as you like it Therefore, the Latino consumer finds comfort in recognizing yet another brand found in his or her country of origin. The colors found on Nestlé labels are the same in both the United States and other countries, functioning in. a semiotic manner and allowing consumers to recognize its products anywhere. Localization, as evidenced here, comes from global companies and targets not just in—country, but immigrant populations.

Pringles is another successful brand that designed a label for potato chips to accommodate the Latino consumer market. Continuing with the idea of symbols and how they are interpreted the company recently started selling two flavors that also reflect Latin—inspired tastes: spicy guacamole and jalapeno, The labels incorporate images of two common symbols of Latin American cuisine — avocado and chili peppers.

In Cultural Palettes:An Exercise in Sensitivity for Designers” (Journalism Ecjucotor46.4 [Winter 1992]: 32—37), Sandra E. Moriarty and Lisa Rohe explain, “ln two-way cross cultural communication, the symbols that are appropriate to use in communication with the sub—culture have to also communicate effectively about the subculture to the majority culture. In. other words, the colors and symbols are appropriate and deliver meaning for both the subculture and the majority culture.” In this case, the majority culture would be consumers born in the United States, and the subculture would be the growing minority of Latin consumers. Thus, the images and flavors chosen by Pringles and many other brand names accommodate both consumer groups during a tine when exotic flavors and foreign products appeal to many potential customers.
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