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Arizona’s Hispanic market is booming and as this year's DATOS: Tucson report illustrates Southern Arizona'’s
largest metropolitan community is undeniably leading the way.

Consider that Tucson’s Hispanic population grew at 12 times the rate of the non-Hispanic population from
2010 to 2011. Along with that astronomical population growth has come an equally impressive increase in
buying power.

Statewide, Arizona Latinos will spend $40 billion on goods and services in 2012. In Pima County, Latino
purchasing power will grow to nearly $8 billion by 2015.

As aresult, every segment of the Southern Arizona market (from automobile purchases to housing) will be
impacted by the growing number Latino households. In the next five years, for instance, 65 percent of new
homeowners in Tucson will be Latino.

Documenting and interpreting these and similar tfrends have been the driving motivation behind the
research and publication of the third annual DATOS: Tucson. The report is partly based on the annual
DATOS: Focus on the Hispanic Market, a statewide report released earlier this year, though most of the
content in DATOS: Tucson reflects the fast-changing markets in Tucson, Pima County and Southern
Arizona.

While the entire state — and perhaps most especially the Arizona-Sonora border —is still recovering from the
devastating that the global recession, DATOS: Tucson confirms that the Latino market is strong and growing
and an increasingly significant part of the state’s economic recovery.

Arizona’s Hispanic population grew by 46 percent between 2000 and 2010, and is estimated to grow
another 50 percent by 2020. In Pima County, Hispanics accounted for 48 percent of all births in 2011.
Statewide, Hispanics were 3 of 5 people added to the population from 2010 to 2011.

What does this all mean to companies, for-profit and non-profit, that do business in Arizona? It means
that in order to prosper they must answer the following question: “How do | give my Hispanic customers in
Tucson and across Arizona what they wantg”

DATOS: Tucson, we believe, provides many of those answers.

The Arizona Hispanic Chamber of Commerce and the Tucson Hispanic Chamber of Commerce wish fo
thank our corporate supporters and everyone who attended this year's annual luncheon for supporting
DATOS: Tucson.

Special thanks go to the Blue Cross Blue Shield of Arizona, presenting sponsor of DATOS: Tucson. We also
wish to thank the University of Phoenix, PetSmart, Univision Arizona and the Arizona Daily Star for their
support and contributions.
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GonzaLo A. DE LA MELENA, JR. LEA MARQUEZ-PETERSON
President & CEO President & CEO
Arizona Hispanic Chamber of Commerce Tucson Hispanic Chamber of Commerce
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TERMINOLOGY ANI?) RESEARCH NOTES

In DATOS: TUCSON, the terms Hispanic and Lafino are used synonymously, as are Natfive American and
American Indian, and African-American and black. White, non-Hispanic is sometimes referred to as non-
Hispanic white. Hispanics may be of any race.

The information presented here was selected from standard secondary sources. Note that the data in this
report is not always collected annually.
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WE SPEAK THE LANGUAGE.

THE LANGUAGE...OF BUSINESS.

For more than 60 years, the Arizona Hispanic
Chamber of Commerce has helped the
state's Latino-owned businesses—now an
estimated 60,000 strong—grow and prosper.

As an AZHCC member, your company will join
forces with the fastest growing segment of the
Arizona economy. The state's booming Latino
market is a $35 bilion annual powerhouse.

Here's what AZHCC membership does for you:

Business growth through networking events
AZHCC's small business advocacy

Business building workshops and seminars
Public directory listing at www.azhcc.com
Member-to-Member discounts

Access to the Phoenix Minority Business
Development Center (MBDA)

Ongoing procurement opportunities

Membership also connects you to our
high-profile signature events:

Minority Business Enterprise Summit
—November 16, 2012

Annual El Torneo Golf Tournament
—Fall 2012

Black & White Ball and Business Awards
—Spring 2013

DATOS: Focus on the Hispanic
Market Annual Breakfast—Fall 2013

DATOS: Tucson—Fall 2013

To learn how to join the AZHCC, contact us
at 602-279-1800 or info@azhcc.com.

www.azhcc.com

[

ARIZONA
HISPANIC
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GROWTH OF HISPANIC ECONOMIC
CLOUT UNDENIABLE

If you've ever questioned the
economic power of Hispanic
consumers or the value of
culturally relevant marketing, it is
fime fo take note.

This year's DATOS: Tucson makes
use of the latest data from the
decennial census and a wide
variety of other sources to affirm
the steady, rapid growth and
influence of Arizona’s Hispanic
population — a deeply rooted
community that is proving it will
not be diminished by the whims of
political or economic cycles.
“Tucson is one of the state’s
powerhouses in terms of Hispanic
buying power and the entire
Southern Arizona region is
growing more important every
day. DATOS: Tucson is our way

of telling that story,” said Lea
Marquez Peterson, president
and CEO of the Tucson Hispanic
Chamber of Commerce.
Gonzalo de la Melena, president/
CEO of the Arizona Hispanic
Chamber of Commerce, adds,
“Without a doubt, Hispanics

are helping drive our state’s
economic recovery. DATOS:
Tucson speaks to our growing

economic influence in Tucson and
Southern Arizona, as well as
statewide and across the nation.”

Here are just a few of the
highlights of this report:

¢ Arizona Hispanics will
account for $40 billion
statewide in consumer
spending in 2012.

¢ The Hispanic population

in Pima County grew at about
12 fimes the rate of non-
Hispanics from 2010 and 2011.
e More than half of the
children under five in Pima
County are Hispanic.

¢ There are approximately
65,000 Hispanic-owned small
businesses in Arizona, one-
third of which are owned by
Latinas.

e With $1.2 Trillion in buying
power in 2012, if U.S. Hispanics
were a country they would be
the 15™ largest economy in
the world.

As Hispanics carry out their myriad
roles as parents, students, business
owners, volunteers, artists, activists
and more, they consume goods

B AEIOES

and services that drive significant
dollars through our state and
local economies. Aftached to
these dollars are cultural identities
and preferences that cannot be
ignored by businesses that must
connect with Hispanic consumers.
This report shows that the strength
of foday's Hispanic market is not
only undeniable, but it's helping
to fransform Arizona’s economy.

DATOS: Tucson, meanwhile, is
more robust than ever. It breaks
new ground, thanks to the
participation of a special
editorial content tfeam led by
Dr. Loui Olivas.

Thanks to this feam of skilled
researchers and content
conftributors — and the support of
our sponsors —-DATOS: Tucson is the
premier guide to understanding
Tucson and Southern Arizona’s
evolving demographics and the
unique characteristics of Hispanic
consumer behavior.

—Andrea Whitsett, policy analyst, Morrison
Institute for Public Policy at Arizona State
University and James E. Garcia, Director of
Strategic Communication and Policy at the
Arizona Hispanic Chamber of Commerce.
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Southern Arizona *» Mexico

Join one of the
fastest growing business organizations
foday!

SERVE ¢ The THCC helps you grow your business via business education,

business advising and referrals to community partners.

PROMOTE ¢ The THCC is your business resource to reach
the Hispanic and Sonoran markets.

PROTECT » The THCC advocates for our businesses and works with
elected officials at the federal, state and local levels.

CLOSE TO 1000 MEMBERS
OFFICES IN TUCSON AND HERMOSILLO

520.620.0005

WWW.TUCSONHISPANICCHAMBER.ORG
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WITH MORE THAN $1.2 TRILLION IN PURCHASING POWER, U.S. HISPANICS ARE THE 15TH LARGEST
CONSUMER MARKET IN THE WORLD.

ARIZONA HISPANICS WILL PURCHASE $40 BILLION IN GOODS AND SERVICES THIS YEAR. By 2015,
ARIZONA’S HISPANIC PURCHASING POWER WILL GROW TO $50 BILLION.

U.S. HISPANICS ACCOUNTED FOR MORE THAN 50 PERCENT OF THE TOTAL U.S. POPULATION GROWTH
FROM 2000-2010.

ARIZONA’'S HISPANIC POPULATION INCREASED BY 46% FROM 2000 TO 2010.

THERE ARE MORE THAN 65,000 HISPANIC-OWNED BUSINESSES IN THE STATE, ONE-THIRD OF WHICH
ARE OWNED BY LATINAS.

NEARLY TWO-THIRDS OF ALL NEW HOME OWNERS IN TUCSON BETWEEN NOW AND 2017 WILL BE
HISPANICS.

FROM FALL 1998 TO FALL 2012, HISPANIC STUDENTS ACCOUNTED FOR 87% OF ARIZONA’S TOTAL
STUDENT ENROLLMENT INCREASES.

IN 2011, A MAJORITY OF THE STATE'S HIGH SCHOOL GRADUATES WERE HISPANIC.

A MAJORITY OF THE CHILDREN UNDER 5 YEARS OLD IN PIMA COUNTY ARE HISPANIC.
TUCSON HISPANICS SPENT $251 MILLION ON HEALTH CARE IN 2010.

TUCSON HISPANICS SPENT MORE THAN $1 BILLION A YEAR ON FOOD.

THERE ARE 116, 841 REGISTERED VOTERS IN THE TUCSON “DMA” IN 2012.
HISPANICS ACCOUNTED FOR 48% OF ALL BIRTHS IN PIMA COUNTY IN 2011.

HISPANICS ACTIVELY USE VIDEO-SHARING WEBSITES. SIXTY-FOUR PERCENT OF HISPANICS VISIT VIDEO-
SHARING WEBSITES, AND 66 PERCENT OF THOSE VISITING THE SITES MAKE AN ONLINE PURCHASE.

AN ASTOUNDING 70 PERCENT OF HISPANICS IN THE U.S. ARE ENGAGED IN SOCIAL MEDIA; NAMELY
FACEBOOK, TWITTER AND THE READING AND WRITING OF BLOGS.

FrRoM 2000 TO 2011, THE NUMBER OF WHITE, NON-HISPANIC STUDENTS DROPPED BY MORE THAN
8,500, WHILE THE NUMBER OF HISPANIC STUDENTS GREW BY MORE THAN 22,000.

#=DATOS
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JX'S THE WINNING!

Desert Diamond Casinos & Entertainment
has three times the winning and
three times the fun at our three locations.

You'll find the newest slots, hottest table games,
delicious dining, luxurious accommaodations and
exciting nightlife waiting just for you.

AMAY/ g,
DESERT DIAMOND

—CASINOS & ENTERTAINMENT —

TUCSON | SAHUARITA | WHY
(520) 294-7777 | DDCAZ.COM | _fi

Amenities vary per location. Visit our website for more information. Must be 21 to enter gaming areas. Play responsibly. An Enterprise of the Tohono 0'odham Nation.
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PURCHASING POWER

THE BILLIONS OF DOLLARS INJECTED INTO THE U.S.
ECONOMY EVERY YEAR BY HISPANICS IS A TANGIBLE
MEASURE OF THE POPULATION’'S GROWING INFLUENCE
IN EVERY ASPECT OF SOCIETY. NOT SURPRISINGLY,
GROWTH IN HISPANIC PURCHASING POWER PARALLELS
HISPANIC POPULATION GROWTH.

WHAT MAY SURPRISE SOME IS THE RATE OF GROWTH.
ARIZONA’S HISPANIC POPULATION, FOR INSTANCE, HAS
MORE THAN DOUBLED IN THE PAST 20 YEARS.

““%)"

The purchasing power of U.S.
Hispanics was greater than the
GDPs of all but 14 nations in
2010

List of countries with a Gross Domestic Product (GDP)
of $1 Trillion or more in 2010

1. U5, ($14.4 Trillion) &, UK. (52.25 Trillion) 11. Russia (51.5 Trillion)

2. China ($5.9 Trillion) 7. Brazil (32.1 Trillion) 12. Spain (1.4 Trillion)

3. Japan ($5.5 Trillion) B. ltaly (52.05 Trillion) 13. Mexico (51.04 Trillion)
4. Germany (53.3 Trillien) 9. India (51.73 Trillion) 12. 5. Korea (51.02 Trillion)
5. France ($2.56 Trillion)  10. Canada ($1.6 Trillien) 15U 5. Hispanics

(51 Trillion in buying power)
Sourca: Ward Bank. 2010

#=DATOS
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WHAT’S A sonoran

YOUR
STORY?

tell it through
WEB VIDEO

OUR CLIENTS INCLUDE:

Arizona'’s Hispanic Purchasing Power Will
Grow 48% (2010-2015)

487 Increase f“f\

o
)

40.5 (*2012)

50.3 8l

127% Increase

1.2

6.9 — B3
: - - o g4 27 54
AZ Business Magazine ASU Alumni :12 I— e
= ._-———'__ g
Virginia G Piper Foundation I-ology %% 1990 2000 2010 2015*
Tempe Convention & Visitors Bureau NSRS SR SNCKk WAloh o Koive Rhweecan
Infusion Software NFIB JDA Software * Projected

Source: Sefig Cenfer for Economic Growih. Temy Coliege of Business, The Uiniversity of Georgia, Augus! 2000

Phoenix Chamber of Commerce Air Marketing
V's Barber Shop Child Crisis Center TerraLever

Hispanics lead Pima County Estimated
Minority Purchases 2008-2015

Bank of Arizona O'Connor House The Phoenix Zoo , s
sSabias Quee
Abrazo Healthcare Tempe Chamber of Commerce V

The buying power of + Hispanics will increase by more than

Girls Scouts of AZ Kyle Moyer & Company AZ Capitol Times Hispanics will rise from $1 -G B
trillion in 2010 to $1.5 trillion in

Latino Perspectives Magazine Scottsdale Chamber of Commerce 2015, accounting for nearly
11% of the nation’s total
buying power.

(Purchasing power in billions) s

Sonoran Studios is proud to be locally owned and operated.
To find other local companies - visit www.localfirstaz.com

—Portada-Online.com Ty

www.sonoranstudios.com z
info@sonoranstudios.com G LOC&]. FlrSt' : G
602.283.4440 ARIZONA i Y e
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TO REACH THE INFLUENTIAL AND FAST-DEVELOPING HISPANIC
MARKET, IT IS IMPERATIVE TO UNDERSTAND HOW HISPANICS
BEHAVE AS CONSUMERS. FOR AN ADVERTISING CAMPAIGN
TO SUCCEED IN THE HISPANIC MARKET, A COMPANY MUST
ESTABLISH MARKETING STRATEGIES THAT APPEAL TO
HISPANICS' CONSUMER BEHAVIOR AND PREFERENCES.

Teamwork

makes it happen. %
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By pulling together, we can F I N A N C l A]_ S E RV] C E S

ACCTR |"I.l‘ sh greal | h ings,
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Top Banks/Credit Unions Among

All of us at Anbenser-Busch H ouse ho Ids i n Tucso n
proudly suppart the {Runked hy % of HiSpﬂﬂiCS}

Arizana Hispanic Chamber

E Hispanic = Non-Hispanic

of Commerce for leading

Irﬁ:l HIII{.I..I I I
’ .".3.‘_ il -..- s m

Wells Fargo Chaie Ofhar Credi Pima Fedaral Tucon Fedencl BBVA Ciftvsr Bank
Wnlcn wdll Union  Credil Unlcn  Cred Uslan L=-7, T2

Enov RESPONSIBLY gt ¥ -~ Source: Scarborough, 2011 Release 1 [Aug 2010 - Jan 2011), Tucson DMA, Adulls 18+ [Courtesy of Univision)
S A Bpar® 51 Loem L)
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CONSUMER

FINANCIAL SERVICES

FOREMOSTT OU NDERSTANDINGH ISPANIC CONSUMERSI SK NOWINGH OWT HEY
USE AND INVEST THEIR MONEY. IN THIS FLUCTUATING ECONOMY, MAKING ANY
BROAD-BASED ASSUMPTIONS ABOUT THE FINANCIAL KNOWLEDGE, PRACTICES
AND BEHAVIORS OF ANY POPULATION IS RISKY (PARTICULARLY THE DYNAMIC
HISPANIC POPULATION), BUT SEVERAL TRENDS ILLUSTRATE THE FINANCIAL
COMFORTZ ONEF ORT HEP RESENT-DAYH ISPANICC ONSUMER.

"‘%’

&

HISPANIC MARKET TRENDS

<

When ranking financial institutions, Hispanic consumers in Tucson list traditional mainstream
banks such as Wells Fargo, Bank of America and Chase far above credit unions and other
banks. Hispanic investors in Tucson use investment products less than non-Hispanics, but
still recognize their potential. In keeping with older Hispanics' aversion to debft, Hispanic
consumers overall prefer the perceived lower risk of mutual funds to the perceived higher risk
of stocks or other investments, particularly additional mortgage debt.

Considering that the Hispanic population overall tends to use financial services less than
non-Hispanics, we can expect Hispanics to favor paying cash for their purchases in the
coming year as the economy continues to recover.

Tucson Hispanics offer an opportunity for
Financials Services Providers

Top 10 Rnancial Services Used
(Ranked by Tucson Hispanke )

sSabias Qué?

Checking Account &0 88%

Sixty percent of Hispanics Debit Card 59% 72%
aged 50 and up prefer Savings Account 55% T4%
payment with cash. ATM Card 9%, 51%
GOr;I:/e:j?;%ngfer paying with Online Bill Paying 24%, 99,
: Online Banking 3% 8%

—AARP Viva Polls Home Merlgage 19% %
Auto Loan 19% 19%

401k 1% 26%

Money Market Account i 21%

Conbormgih. 2092 Rofeons | Fot 201 | = Jor 20121, Recson DilA. Adufy 182 [Courk

2D ATOS

FOCUS ON ARTZONA'S HISPANIC MARKET CONSUMER BEHAVIOR

CONSUMER

LATINA SHOPPERS

Profile of the Arizona Latina

She is younger
Between 18-34 years old compared to
50% 25% for non-Hispanics

Her home has more people per household

Live in a house with 4+ people vs. 32% for
69% non-Hispanics

Her home has more children per household

1+ children in the household vs. 41% for
73% nor-Hispanics

She has a more positive outlook

Latinas believe they will be better off
31 % financially in the next year vs. 24% of
non-Hispanics

Source: Simmons MHCS, Summer 2011 Adult Full Year, {July ‘10 - Sept "11) Population, Base: Arfrona Women 18+ [Courtesy of Univision)

sSabias Qué?

Hispanic men are 50% or
more likely than their female
counterparts to earn $50,000
or more per year.

—U.S. Census Bureau

2D ATOS
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Like they say,

membership has privileges.

BECOME A MEMBER OF THE JIM CLICK
BUSINESS PREFERRED NETWORK (BPN) TODAY'!

The Jim Click & Holmes Tuttle Automotive Team is a proud member of the Tucson
Hispanic Chamber of Commerce. Now we're inviting Chamber members to join our
BPN to receive these tremendous privileges:

* Special member pricing on all new and pre-owned vehicles at all ten Jim Click &
Holmes Tuttle locations

* "Maintenance For Life” discounts for all BPN members’ vehicles
* Networking opportunities with other members

And, of course, our sterling personal service at every Jim Click and Holmes Tuttle
dealership.

Sign-up today!

(866) 734-5009 Jim:Click
info@jimclickbpn.com m
www.facebook.com/jimclickbpn

*Offers subject to change without prior notice; some restrictions apply; see dealership for details.
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RETAIL-AUTOMOTIVE

THOUGHH ISPANICSA CCOUNTF OR1 6 TO1 7 PERCENT OF THE U.S.
POPULATION, CONSUMER SPENDING IN THE HISPANIC COMMUNITY
ISG ROWINGA TT WICE THE RATEO FN ON-HISPANICS.

W
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HISPANIC MARKET TRENDS

g

In the coming year, more than 20 percent of Hispanic consumers in Tucson expect to buy
household furniture, electronics and technology. In the next five years, Hispanics will account
for nearly two-thirds of all new home owners. In 2010, Tucson Hispanics spent nearly $700
million on food prepared at home and another $447 million on food outside the home.

Hispanics Spent Nearly $134 Million on Vehicle
Purchases in Tucson in 2011

Auto Sales by Segment in 2011
S Hispanic = Non-Hispanic

o 3% ey
Hon-Hispanics o
Harve Bought a Truck
= 15%
H n-.;. Auto Insurance and Tucson Hispanics
S e Truch ety Loury, e tog Auts Purmec e Movden n teoion bmizng Hagame
s Al o ol 18 ChocelComers | i
H_UALIHHM
W Faspveonard ket e Lo [, L]

-
- Dt 20111 [Courmmg of Lnkeson

Hipanics Hen-Hispanics

Scrrbommuph oy, DE1T Meteces | et 11 - Jon 131, o Akt 1 [y of Univisord
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FOCUS ON ARIZONA

5 HISPANIC MARKET

CONSUMER

RETAIL-GENERAL

Over 245,000 Hispanic Adults in Tucson Have
Shopped at a Mall in the Past 3 Months !

% ol % of Total Population Hispanic Hispanic 7 of Talal
. I o NowE Hisponics Non-Hispankcs (2011) Population (2011) Pepulation (2011)
# Tueson Mall 60.4% 472% 92,493 32.125 34.7%
w2 Park Place 44.1% 43467 118,735 34116 28.7%
#3 El Con Mall 36.8% 25.7% 126,769 41,218 325%
#4 Foolthills Mall 30.3% 30.0% £5,950 15,212 23.1%
#5 Other shopping center 20.3% 272% N/ N/A N/A
#4 Tucson Specirum 16.7% 4.2% 106,585 87.870 B2.4%
#7 La Encantada 10.8% NI% 31,483 4,013 12.7%
#8 Arizona Mills 9.9% 4.4% N/A N/A N/A
9 The Mall al Siera Vista £.9% 7.7% N/fA N/A N/A
#10  Oullets al Casa Grande A% 2.1% NfA N/fA N/A
#11 VF Qullet £.2% 2.7% H/A N/A N/A
#12  Oro Valley Markelplace 53% 7.8% 18,777 2,037 10.87%
#13 Crossroads Festival 447 10.6% Nf& N/A NfA
Scottsdale Fashion
#13 Square 44% 7% N/& MN/A N/A
#15 5t. Phillip's Plazo 2.2% 34T HfA N/A N/A
#14 Casas Adobes Plaza 1.9% 72% N/A N/A N/A

1] Sowrce: Scorborcugh, 2012 Redease | [Feb 2011 - Jon 2012). Tucson DA, Adulis 18+ |[Courtesy of Univision];
2} Source: Geoscape

Hispanics spent $3469 Million (33%, of Total

Top 10 Big Ticket Items Tucson Hispanics Plan S i Clothi Foo : 1
to Buy in the Next 12 Months Jon S SRICION
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HEALTH CARE

IN THE AREA OF HEALTH AND WELLNESS, ALMOST 20 PERCENT
OF HISPANICS 45 OR OLDER USED HERBAL SUPPLEMENTS OR
REMEDIES IN 2010 FOR ORDINARY AILMENTS SUCH AS PAIN RELIEF
AND STOMACH ACHES. HISPANICS ALSO ARE THE LEAST LIKELY TO
HAVE HEALTH INSURANCE IN THE UNITED STATES. IN 2010,
TUCSON HISPANICS SPENT $251 MILLION ON HEALTH CARE.

'“%’”

&

HISPANIC MARKET TRENDS

g

As areflection of the growing and relatively young Hispanic population as compared fo the
aging non-Hispanic population, Hispanics use maternity care, pediatrics and other hospital
services more than non-Hispanics.

In Tucson, Hispanics ranked United Healthcare, BlueCross BlueShield and Healthnet highest
among health insurance providers.

Among young Hispanic adults, more than half nationwide were uninsured in 2009,
compared to 34 percent of blacks and 24 percent of white, non-Hispanics.

Health insurance and Tucson Hispanics
Top Health Inswonce Providers in
Tecson

Ay Gml.pwhdlvﬁud Health
e i Health Insurance and Tucson Hispanics

v e =
NPy S—
Ry —
con s
e [
[y =

Femhon tagn e [ Y

Type of Group or Individual Health Insurance

o B

Souce: Soartrough. 2071 B 3 |Aug B6T - S 201 . Tocaon DeaR, A, W [Couriey of Univsos]
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HEALTH CARE

Top Medical Services Used at Tucson Hospitals
in the Past 3 Years

Among Hispanics & Non-Hispanics Who Have Used a Medical 5ervice at a Hospital in the Past 3 Years

Oiter H 3%
— — . T
I 7

Fediatrics |

maternity core TN 87

5%
Cardiac care F &,

.
CancerfOncology I | 5% = Hispanics

Neurology MR 3% Non-Hispanics

2%
Orthopedics F 5%

Comective Eye Surgery F l?,%

Scorborough Study, 2012 Release | (Fob *11 = Jan *12).Tucson Househodds Wha Hove Used o Medical Service of o Hospital in the Post 3 Yeors
[Courtesy of Univision)

Top Hospitals Visited Among

Hispanic Households in Tucson
Eonked by Percentoge of Hisponic Households Who Viited in Posl 3 Yeors
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FOOD

Tucson Hispanics Spent 5690 Million on Food at
Home Purchases in 2012, 29.7% of Tucson's Total

1 e Food Produch #2 Fresh Frihs 4 Vegeiables R
Fa g -
2122 Million 371 Million 587 Mll_hn
4 Poutiry & Egn 5 Bokery Froduch #4 Duolry Piodech
o of o B
ol = . "
572 Million 572 Million 554 Million

fomatm AL 1 et ) g M) Lbaeyiar

Top 10 Tucson Grocery Stores Shopped

sSabias Que?

The product shipment

value of frozen enchiladas
produced in the United
States was $48.9 million in
2002. Frozen torfilla shipments

were valued even higher,
at $156 million.

—U.S. Census Bureau

s D A 1T O'S

Tucson Hispanics Spend More on Average
on Grocery Purchases than Non-Hispanics
Averoge Amount Household

Spent on Grocerles Past 7 Days
[HHLD)

=An exiro 58 per week odds up
te an addifienal 5414 per yeaor
per family

Hispanic Naon-Hispanic

Top 10 Packaged Products Household Used
[Ronked by %.of Hepanics)

= IR R
. .3 e . e
I i “ | i i i
Fartba Coes  Fochoped keowom  Cesdl  Fefwh Tom Togart Casdly tama
[ chign,
B b pacco
v
SHispanics  ©MasSIpInicn

“Almost 60%
of growth i

food and beverages will
come from the Hispanic
market an the non-
Hispanic Withe growth
in these categories is

negative

—Francisco Bethencourt, PepsiCo
Director of Strategy and Business
Development Hispanic
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FOOD

8 out of 10 Hispanic Adulis in Tucson

Tucson Hispanics Represent $447 Million, or 28%, Have Dined at a Restaurant in the Past Year

of All F Away From Hom ndin
ood e " SPE d 9 Tendency fo Eal al Fast-Food vs. 5it Down Restaurants by Meal Type

$247 Million $180 Million S ot

Spent on “Diter” Foad Away om Hame

Spenl of Quick Service Eesfouranty

Hispanics Represent
3%
of Al Dollars Spent ol Quick Senvice ol All Dolors Spent of Oiher Restowants '
Restouranis !
Hispanic Fomiles Averoge
Hispanic fm‘l.n Averoge 3 'l viSHS
5.6 Visits fo @ 5t Down Restaurant In One Monih m
lo o QIR in One Month (Compared fo 3.2 for Non-Hispanic
{Compared ko 4.8 for Non-Hispanic Fomilies) ? |
Families) ¥ QE Breokiosl QIR Lemch QSR Dinner S-Dowm  SH D Lunchs Si Deorn Dineses
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Top Quick Service Restaurants Top Sit Down Restaurants
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86% of

the growth
Latinos traditionally consume

Th rou g h 2020 more mayonnaise than other

for Coca Cola’s youth target households.

market will come from multi-

cultural consumers, especial-

ly Hispanics, and focusing on

this segment is critical to the

comany'’s future growth.”
—Bea Perez, CMO Coca Cola

sSabias Qué?

—Hispanic Market Weekly
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CONSUMER

PET OWNERSHIP

Experian Simmons National Consumer Studies (2006 to 2011) determined that the number
of minority households with dogs or cats increased 30 percent overall from 2006 to 2011,
representing an additional 2.6 million minority pet owners. The much larger group of White
Non-Hispanic households with pets increased only 13 percent.

From 2006 to 2011, the percentage of Hispanic households that are dog or cat owners grew
from 34 percent to 40 percent. About 61 percent of White Non-Hispanic households have
dogs or cats. White Non-Hispanic households, meanwhile, account for 82 percent of all
pet owners, as compared to Hispanics at 9 percent, blacks at 5 percent and Asians at 2
percent.
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When it comes to supporting our community,

Cox Communication’s commitment to diversity extends beyond
our workplace into the communities we serve. Cox is proud and
committed to serving our ever-growing Hispanic community.

Cox .

your friend in the digital age®

©2012 Cox Communications Arizona, LLC, dba Cox Communications. All rights reserved.
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CELL PHONE

CELL PHONES ARE A TECHNOLOGICAL STAPLE OF
AMERICANA NDA MERICAN LATINOS OCIETY.T HE TOP USES
OF CELL PHONES IN THE HISPANIC MARKET ARE VERY SIMILAR
TO THE REST OF THE MARKET, WITH TEXT MESSAGING BY FAR
THE MOST POPULAR USE OF A CELL PHONE. EMAIL, MUSIC
AND INTERNET SEARCHING ARE THE NEXT TOP USES.

W

e

HISPANIC MARKET TRENDS

g

Yet, clear distinctions surface in the per capita rate of use. Hispanic users are almost two
tfimes more likely to switch wireless carriers in the next year, and 45 percent of Hispanic cell
phone owners have smarfphones, compared to 27 percent of non-Hispanic whites.

About 72 percent of Hispanic cell phone users make movie plans on their phones, including
looking up movie times and theater locations (data plan use). Hispanic users also are more
likely than the general market to choose a movie based on ads on their mobile phones.

About 82 percent of Tucson Hispanics own a mobile phone.

82% of Hispanics in Tucson Have Cell Phones

Top Uses for Wireless/Cell Phones in Tucson
(Ranked by % Hispanic)

Use a Wireless/Cell Phone
EHon-Hispanic  » Hispanic
Text mesaging R
7 Vd 2
et [ 27 sSablas Ques
Secrch [Google, 2R o q
-rL.LL #ie) 2% Hispanics accounted for 43%
e S of all new wireless subscribers
resvigation l 2% between 2009 and 2010.
Mrve/maihar e —Experian Consumer Research
Mhushe [Hsben of 7%
dewrload) %
Sochol networking e
I,H:MH:H i
c.

Hispanic Mon-Hispanic )

o 213). Tucuon DkA. Ackil 18+ [Courbesy of Unkvision)
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CELL PHONE

Top Online Activities by Tucson Adulis

Hispanic and Non-Hispanics
(Ranked by % of Hispanics - in the Past 30 Days)

457,

45%

are 0% 477
38%
3% 3%
6%

Search Soclal Mops/GPS Music Weather
networking

® Hispanics

Top ltems on the Internet purchased by Tucson Hispanic and

Mon-Hispanic Adults
(Rariked by 7 of Hisxanics - nthe Past 12 Monis)

487 of Hispanics boughi
somafhing enline In the past 12

n= - e
maonths (Compared lo 855 of
i HNon-Hispanics)
I 1 1 -
1 Rit 3 o wE = 1
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 Haponicy # Hon-Hisgurics
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28%
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Instant Natienal Finda  Video clips Listen to
messaging news business radio
addrass or
phone
number

 Non-Hispanics

Social Networking Sites Most Visited by
Tucson Hispanics

[l Focebook 5% 7.9% il
L YeuTube 3587 B.0% #2
” Tweltter 1% A9 '
L2 Linkedin 1% AT Lk
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SPANISH IS SPOKEN BY NEARLY 500 MILLION PEOPLE AROUND THE WORLD.
IT IS THE SECOND MOST POPULAR LANGUAGE FOR INTERNATIONAL
COMMUNICATIONS, AND THE THIRD MOST POPULAR LANGUAGE AMONG
INTERNET USERS, AFTER ENGLISH AND CHINESE, RESPECTIVELY.

"’l(%)’
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HISPANIC MARKET TRENDS

g

An astounding 70 percent of Hispanics in the U.S. are engaged in social media; in
particular, Facebook, Twitterand thereadingandwriting of blogs. Advertisersshouldknowthat
Hispanics are more actively involved in Facebook and other social media than non-
Hispanics. The fop industries using social media to reach out to Hispanics are the automotive,
consumer packaged goods, quick-service restaurants, airlines and telecommunications
industries.

Hispanic bloggers overwhelmingly wrote about parenting and Hispanic issues, as well
as heritage, culture, cooking/recipes, fashion/beauty and art. Hispanics also actively
participate in video-sharing websites. Sixty-four percent of Hispanics visit video-sharing
websites. More than 9 out of 10 of those Hispanics use YouTube and 41 percent made a
purchase online.

69% of Tucson Hispanics Accessed the
Internet in the Past 30 Days

% of Hispanics & Non-Hispanics Visiing Webiiles In Tueson (Top 10)

sSabias Qué?

Spanish speakers are the
third-largest language group

Ta% EHispanic = Non-Hispanic

among Internet users, with
wexn i 8% of the total, affer English
28% o (38%) and Chinese users
21 . 5 Fil-- T K 3 £ 84T (22%)
1
I ! —YahooNews.com
Jﬁ &
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Guess how many nights

we beat NBC in 2011.
(adults 18-49 in primetime) 0&)&

———— = () O —

MEDIA

ADVERTISERS IN THE UNITED STATES SPENT $4.3 BILLION
TO REACH HISPANICS IN 2010, A 14 PERCENT INCREASE OVER
2009, ACCORDING TO THE ASSOCIATION OF HISPANIC
ADVERTISING AGENCIES.

“(%)9

() O —
TELEVISION

THE NUMBER OF SPANISH-LANGUAGE TELEVISION STATIONS,
RADIO STATIONS, BROADCAST NETWORKS AND PRINT OUTLETS IS
INCREASING. THAT SHOULD BE NO SURPRISE, GIVEN THAT HALF

OF ALL U.S. POPULATION GROWTH FROM 2000 TO 2010 WAS AS A
RESULT OF THE INCREASING LATINO POPULATION.

W

HISPANIC MARKET TRENDS

® When Hispanic viewers want news about their family’'s country of origin, they prefer
watching on Spanish-language television more than two to one (38 percent to 17
percent). For daily news, the preference for Spanish-language television is slightly greater; 36
percentpreferSpanish-languagebroadcasts, while33percentpreferEnglish-languageoutlets.
However,whenadisasterisoccurring, Hispanic viewers prefertoreceive newsandinstructionsin
English rather than Spanish (42 percent to 25 percent).

. . While Hispanics use premium-channel cable TV service and HDTV service at the same rate
The New American Reality.

as the white, non-Hispanic market, they are less likely to use DVR and on-demand movies.
EiE
univision.net/balanceyourplan =
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They are, however, more likely to use pay-per-view for movies or events.
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94% of Tucson Hispanics
Watched TV in the Past 7 Days

Broadcast Total Day Respective Prime

Average Audience Average Audience

B ¢ ~ B ow oo
m 15,900 KGUN 27,400
KeunN 13,400 44| 25,100
N
B o ~ EH o -
B 1 DNIVISIONAg;, 4,200 B I UNTVISIONAE, 10,000
- wPIucsoN LD
6 s 2.500 6 Mg 4,200
7 140 1,700 7 3.300
7 (tie) 1,700 7 (tie) 40 3,300
WA [
Bl s = Rl e o
Source: Scarborough. 2012 Release 1 [Feb 2011 - Jan 20012]. T n DA, Adults 18+ [Courtesy of Univision
aource: Tucson N3 July 12, 06F28/ 120725 1l Day M-3uféo-20 &

Primer M-30 Tp-10p/5u 4p-10p [FOX/CW M-5a 7p-p/5u 6p-Fp). Adull 18+ Viewers

sSabias Qué?

A total of 66% of Hispanics
say very few brands
genuinely care about the
state of their communities,
but 79% say companies that
make sincere efforts to be

a part of their communities
deserve their loyalty.

—Research Alert Vol. XXVIII, No. 19
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RADIO

DESPITE A BOOM IN INTERNET USAGE AND THE AVAILABILITY
OF CABLE TELEVISION CHANNELS, RADIO ADVERTISING REVENUE
INCREASED SIX PERCENT IN 2010 TO $17.3 BILLION,
REFLECTING THE BIGGEST ANNUAL GROWTH RATE IN MORE THAN
A DECADE. ON THE DIGITAL FRONT, STREAMING WEBSITES AND
HDR ADIOS HOWEDT HEH IGHESTR ATEO FI NCREASE IN
ADVERTISING DOLLARS FOR THE YEAR, WITH A 24 PERCENT
GROWTH TO $616 MILLION.

@%’

-

HISPANIC MARKET TRENDS

>

In step with this rise in advertising revenue, automakers and dealers increased their radio
investment in 2010 by 22 percent to $1.8 billion, a reflection of the remarkable rebound in the
auto industry.

On the digital front, streaming websites and HD radio showed the highest rate of increase in
advertising dollars for the year, with a 24 percent growth to $616 million.

90% of Tucson Hispanics Listened to the
Radio in the Past 5 Days

% ol Hispanics & Non-Hispanics Listening to Radio Sialions in Tucson (Tap 10)
EHispankc  ® Non-Hispanic

29.0%
HER
i 19.5%
3%
- EREY
12 12.9%
11.9% 11.56% losx
[
e 1.4
%
i B i ri i
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FM FM FM FM FM FM FM FM FM FM
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A Xerox Company

See why over 12,000
local businesses have
made AOT their #1
choice for document
solutions!

Value Proposition

For 29 years, AOT has helped our clients leverage
technology to reduce consumption and improve
internal operating efficiencies. We create
quantifiable results to support company wide
sustainability initiatives and reduce overall
document management costs. On average, our
SmartPrint program is documented to create
between a 15-20% savings for our clients.

602.346.3000

www.aot-xerox.com
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MEDIA

PRINT

EVEN AS INTERNET USE FOR NEWS, SHOPPING AND COMMUNICATIONS
RAPIDLY EXPANDS, PRINT MEDIA, INCLUDING NEWSPAPERS, MAGAZINES AND
BULK MAIL ADVERTISING, REMAINS AN EFFECTIVE ADVERTISING OUTLET.

““(%)’
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ag

When asked about their preferences for gathering information, Hispanics preferred the
Internet over newspapers when:

»  Shopping for a car (28 percent to 15 percent),
»  Searching for news about their family’s country of origin (21 percent to 4 percent),
»  Searching for general news (12 percent to 6 percent).

»  Most Hispanics prefer to find their food bargains in English-language newspapers (22
percent) and Spanish-language

»  Newspapers (10 percent) when compared fo the Internet (6 percent).

»  The number of Hispanic print news publications has remained more or less constant
from 2007 to 2009, while English-language newspapers saw a 17 percent decline in
circulation from 2004 to 2009.

38% of Tucson Hispanics Read a Print Newspaper or
e-Edition in Past 7 Days

% of Hispanics & Non-Hispanics Reading Newspapers' Print and e-Editions in Tuesan

347 mHisponic  ® Mon-Hispanic

While Readership ks relatively
srmall bor the -Edition,
Hispanics Over-index ogaing
Non-Hispanics

17.Fe

.
IR
e o e
— — _—

Matzono Dally ShorCiher Newspoper NT Times Doy L Askona Dally Slor  Ofher Dally & MY Times Dally L
Dolty L Sunday Daly & Sundoy  Sundoy Misd  Daolly & Sunday e Sundory e-Edition Sunday o-Edion
Prink Edilion [Priievl Edifion [Ediian Edition Cumie Cnma
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We welcome you to our office.

With extensive education and experience in
aesthetic and reconstructive dentistry, I'm happy to
accommodate all your dental needs: from General

Dentistry to Implant Surgery. Call today for a
consultation to see how we can work together.

Dr. Jay R. Lopez, DDS, PC

”.(/f/ma@y Jcvernce and Ayt

520.886.8090
ﬂ y www.DrJayLopez.com
@TucsonDental

e N
POLITICS

AS THE 2012 ELECTION CYCLE HEATS UP, CAMPAIGN
STRATEGISTS ARE DECIPHERING POLLS AND
DEVELOPING ADVERTISING STRATEGIES, HOPING TO
ATTRACT THE EVER-ELUSIVE SWING VOTERS. THE
PROCESS IS NEVER EASY, BUT POLITICAL ANALYSTS SAY
THE RAPID GROWTH OF ARIZONA’S HISPANIC VOTING
BASE, THE DECENNIAL REDISTRICTING PROCESS AND THE
STATE’S CONTENTIOUS POLITICAL CLIMATE IN RECENT
YEARS ARE EXPECTED TO HAVE A TANGIBLE EFFECT
DURING THE 2012 ELECTIONS.

”“(%)"‘
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In 2008, about 35 percent more Hispanics were registered to vofe in Arizona than in 2000.
Based on an established pattern of a 17- to 18-percent growth rate for each four-year
election cycle, an estimated 482,000 Hispanics in Arizona could be registered to vote in 2012
and 317,000 of those voters could go to the polls in November 2012. Statewide voter turnout
organizations led by a coalition called One Arizona have set a goal to register 100,000 new
Latino voters this year.

In the meantime, more than 12.3 million Latinos are expected fo vote nationwide this year,
up 26 percent from the 2008 election cycle. However, approximately 22 million Hispanic
are eligible fo vote, according to the National Association of Latino Elected and Appointed
Officials (NALEO) Educational Fund.
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Latino voters represent wave of political change for Arizona
’ Report projects possible change from red to blue stafe
Mﬂmﬂmm Public Policy Cenler

RegiSfE rEd H ispﬂ I"I iC VOfEI'S i n .I-h E TUCSDH DMA goﬁglgg?ggéndg;imnu‘s poffical landscope & coming, with a wave of young Latinos coming of voling aoge in the next
TUCSGH DMA HISpﬂl’IIC VG"ETS ATE' Yﬂ'l.l ng er Thiy will be aligible to vote as the Lating population confinues to grow exponentially by a high birth rate. Mon-Hispanic Whites

25870 in Arizona are going the opposite direction. with a constricting population s many Boby Boomers enter refirement,
That dynamic is not going o change becouse it is the change coming o Arizona and much of the United States, according
234% 23.3% to a recent report by the new Mon?son Institute Laling PubliI;gPulicv Center,
A%
Arizona’'s Emerci gal.arino Vaole, relecsed earier this year, shows Latinos volers will have an undeniably big impoct at the
ballat box. That's because there will be a 178 percent or greater increose in the number of Arrona Latino citizans aged 20
and older from 2010 to 2030, In confrast, the number of odult non-Lafine Arizono citizens i expected fo increase by only 42
percent during this period,

20.2%

16455

36% of Hispanic Voters Latino registered voters in Arizona wil go from making ug 15 percent of the electorate in 2010, fo 25 percent in 2030. As
ME ]E_,.ﬁl result, by 2025, Democrats will match o surpass the number of Republicans in Arizona, shifting the balance of power and
perhaps tuming Arizona from a “red state™ 1o a “blue state."

13.3%
124%
ns
I | Research shows Lating volers traditionally register s Democrots, Exil interviews and polling show Latings also usually vote
BE%

13,78

aa% Democralic — even if they register as indepandenis, as a growing number of volers across the board are registering. And the

25% of MI‘T Voters Republican Party's backing of 58 1070 & expected fo only further galvanize the Lating vale.
Are 18-49
O.B% 05%
— |

Chonge is coming - and the evenlual chonge will be beyond the ballot box, with Lafinos loking more and greater leadership
The future is full of both opporunity and challanges for Arzona Latinges, but Latinos increasingly will have a say in the final
18-24 25-34  35-49 50-44 45-74 75+ Unknown Joseph Garela, a fermer polilical reporter and edilor, is director of Morrizan Insiifule Laline Publie Poliey Center.

outcomea as they leam 1o lex theair strengthanad poliical muscle and might,

roles statewide, joining more influentiol boards and committees, and representing the mojoity of Arizona’s workforce,
Maormriseninstitute.asu.edu/Lafine

Reghilered Hisponic Volern
Arizona’s Emerging Latino Vote was co-authored by Morrison Institute Senior Policy Analyst Bill Hart and ASU Faculty Associate
B Reghiered Non Hispanic Volers Dr. E.C. Hedberg.

Souwrce: Arstolle, Vober Regisiration Dofo. Siate of Arizona. Dofo Run February 2012, [Courtesy of Univision]

Tucson Area Hispanic Political Party Affiliation sSabias Quée Percaniage of RegisIErad Voters by Bhnichy;

The number of U.S. Latino Ages 20 and Older/Arizona
adults who are eligible to
vote increased from 13.2

Party Breakdown for Tucson DMA Hispanic &
Non-Hispanic Regisiered Volen

million in 2000 to 21.3 million
in 2010

54T

2010 2030

—Hispanic Market Weekly

Lating = Loting
Naok Lating Mot Lating
Tucion Area Hispanics are mone like
than Hon Hisponics, yel they
undecided vobers
Souree Arialie, Voler Regainofion Dalo, Siaks of Arirora, Dote Run Py 2012, | Coutery of Unhdion) Soura: 2010 Amseican Community Servey, 2010 Curest PopsioBion Survey, Geotylics projects
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FOCUS ON ARIZONA'S HISPANIC MAHRKET CONSUMER DEMOGRAPHICS

www.evergreenmortuary-cemetery.com

For your peace of mind, you can contact us

Wh Pre- Plu n? 24 hours a day 365 days a year v
; 520-888-7470 &&)m

Peace of mind. 800-852-0269 mortualﬂg ————— () O —
Pre-planning lifts the burden from your loved ones by cemelfem/ DEMOG RAPH ICS
relieving decision-making pressure at a time of grief and ——— e

crema tOI"%

emotional stress. IT’S OFTEN POINTED OUT THAT THE NATION’S HISPANIC

POPULATION IS NOT MONOLITHIC. IN FACT, HISPANICS IN THE UNITED
STATES REPRESENT EVERY LATIN AMERICAN NATION AND SPAIN,
ALTHOUGH THE VAST MAJORITY WAS BORN IN THE UNITED STATES

Preplanning is a gift you can give your family.
Pre-planning is the answer to lowering the cost of burial expenses.

_ AND MANY HAVE FAMILY LINES STRETCHING BACK DECADES OR EVEN
N eed FU ”h er Inform (Iﬁ OI‘I’ oMheen, NORTUARY CENTURIES. YET, EVEN AS THE 2001 TERRORIST ATTACKS AND
* ‘ Y s crilE THE DESTRUCTIVE FALLOUT OF GLOBAL ECONOMIC RECESSION
Let ourheum of coudnselors arnswefronv ?fgoququesrions rﬁgarﬁding PRODUCED NEW BRANDS OF CULTURAL AND PHYSICAL OBSTACLES,
E:eshnizzin(;r:rtmnne;er}mgner?u o T 3015 North Oracle Road © Tucson, AZ 85705 UEISIMARORSIONTeIR eSS IBII AN DL S IS BB SR SINI(S
Adiocent fo Holy Hope Cemetery DEVICES HAVE CHALLENGED THE TRADITIONAL CONCEPTS

OF “BORDERS” AND “CULTURES.”
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In 2010, U.S. Hispanics were predominantly Mexican (63 percent), followed by Puerto Rican
(9.2 percent) and Cuban (3.5 percent). Central and South Americans, and Dominicans make
up the other 24.3 percent of the nation’s Hispanic population.

Nearly half of all Hispanics in the U.S. live in 10 metropolitan areas. Forty-nine percent of U.S.
Hispanic households include children under the age of 18, compared to 23 percent of all
U.S. households.

The white, non-Hispanic population in Arizona was still the maijority in 2010, but dropped
to 57.8 percent of the state’'s population. Of the minority populations in Arizona, Hispanics
made up 31.2 percent of the tofal population in 2010 (up from 25 percent in 2000), and other
ethnic populations combined for the remaining 12.6 percent.

For the Pima County market, it is clear that the Hispanic population growth is the primary
growth. In 2010, 52 percent of the under-18 population in Pima County was Hispanic, which
experts calculate will result in a Hispanic majority sometime in the next 10 to 20 years.

Nearly half of all U.S. Hispanics live in California and Texas.
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CONSUMER DEMOGRAPHICS FOCUS ON ARIZONA'S HISPANIC MARKET
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DEMOGRAPHICS

Uu.s.

IN 2010, THE U.S. MINORITY POPULATION REPRESENTED 36.2 PERCENT OF THE
TOTAL U.S. POPULATION. THE DRIVING FORCE IN THIS MINORITY POPULATION
GROWTH IS THE HISPANIC POPULATION. FROM 2000 TO 2010, THE HISPANIC

POPULATION CONTRIBUTED 55.7 PERCENT OF THE TOTAL POPULATION
GROWTHI NT HEU NITEDS TATES.

NATURAL BIRTHS FUELED MOST OF THE INCREASE AMONG HISPANICS WITH NET
INTERNATIONAL MIGRATION CONTRIBUTING ABOUT 33 PERCENT OF THE INCREASE.

e
g

ARIZONA

THERE WERE SLIGHTLY MORE THAN 1.9 MILLION HISPANICS IN ARIZONA IN 2010,
WHICH ACCOUNTS FOR 31.2 PERCENT OF ARIZONA’S TOTAL POPULATION. COUNTIES
WITH THE HIGHEST HISPANIC POPULATION PERCENTAGES ARE ALONG THE SOUTHERN
BORDERS OF THE STATE, PARTICULARLY SANTA CRUZ, YUMA AND GREENLEE.

MARICOPA COUNTY, WITH 1.1 MILLION HISPANICS, HAD THE HIGHEST TOTAL
CONCENTRATION OF HISPANICS IN ARIZONA IN 2010. PIMA COUNTY WAS HOME TO
NEARLY 339,000 HIsSPANICS IN 2010.

HISPANICS REPRESENT 35 PERCENT OF PIMA COUNTY’S POPULATION AND 42 PERCENT
OF TUCSON’S POPULATION. TUCSON’S HISPANIC POPULATION INCREASED BY 20
PERCENT AND THE NON-HISPANIC POPULATION DECREASED BY THREE PERCENT.

“‘”’%)"

:—.‘0—:

PHOENIX

In 2010, Phoenix was home to almost 590,000 Hispanics, accounting for 41 percent of the
city’s population. The Hispanic population in Phoenix has more than doubled since 1990.

PIMA
Pima County was the second most populated in Arizona with more than 980,000 people in
2010 (almost 339,000 Hispanics), of which more than 216,000 reside in Tucson.

@%’
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Arizona Fertility Rate 2009

(Live births per 1,000 females 15-44)
m— Y
ooce T e
sicr T 750
The Fertility
Rate of
vatve amerca N 72 worics's

the Fertility
Rate of White

anroces NN e Non-Hispanic

white, N/H [0 53.3 ’

Source: Arizona Haalth Stafus ond Vilal Siolistics 2010
Source; Nalional Vital Sialishics Reporty, Vol, 5%, Mo, 3. December 2010, Anpana Hecllh Sicdus and Vilal Stafstics 2010

“Firms talking the lead in

, Pima County Birth Rates by
areas likely to benefit from Race/Ethnicity 2001 - 2011

P

1 2004 2005 2007 2008 2009 2010 2011
White, non-Hispanic B Hispanic H Black American Indian = Asian

8,000

of Hispanic/Latinos in the

United States are likely to 7.000

see their Ffevenues 6,000
grow faster 5000 \
200

than those of their compet-
itors over the long term—

4,000
Dave Kostin, Goldman Sachs 3000
2,000

1.000

o

Souece: Arrona Deparment of Heolih Services
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Hispanics accounted for 48% of all births
in Pima County, 2011

578
471
546 ZTotgl
% Total  Minority
48.2% 79.7%
39.6% == Minority Births = 7,760
43%  72% (60.4%)
3.3% 5.4%
4.7% 7.7%
® Hispanic White N/H ®Black ™ Asian Am. Indian
Pima County Births by Race & Ethnicity: 2011 (N = 11,874)
In 2009, The Arizona Hispanic Birth Rate was
Almost Equal to White, Non-Hispanic
- N
ﬂ-!n :r . .“ ] .r .
AR SRS 2 AZ's Future Buyers
'..  eckax
= - Hative Amarkcon, T% 52%
Hisponic, 42% A of people ::1 ?lma !.lr:der 18 are
39,176 Hispanic

Total Number of Births in Arizona for 2009 = 92,814

Mo Vilal! Tlefiscs Reporfs Vol 59, Na. 1 Decembs 3010
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POPULATION

BIRTH AND FERTILITY RATES ARE THE GREATER PREDICTORS. IN THE PAST
TWO DECADES IN ARIZONA, THE HISPANIC POPULATION HAS DOUBLED.
MOST OF THAT GROWTH WAS DUE TO U.S. BIRTHS, NOT IMMIGRATION.

THE U.S. HISPANIC POPULATION IS COMPARATIVELY YOUNG.
THE MEDIAN AGE OF HISPANICS IN 2010 WAS 27.3 COMPARED TO THE
OVERALL U.S. MEDIAN AGE OF 36.8, AND WHITE NON-HISPANIC MEDIAN
AGE OF 40.7 (CONSISTENT WITH AN AGING BABY BOOMER POPULATION
AND A SLOWER OVERALL BIRTH RATE).

‘%)’

—————— () O —
AGE

USING CURRENT POPULATION TRENDS, THE U.S. CENSUS BUREAU PREDICTS THAT
IN 2050, 60 PERCENT OF U.S. RESIDENTS 65 YEARS OR OLDER WILL BE WHITE,
NON-HISPANIC AND 20 PERCENT WILL BE HISPANIC.

W

LIFE EXPECTANCY
Hispanic men and women have longer life expectancies than their white, non-Hispanic and black
counterparts. The average life expectancy of a Hispanic male is 77.9 years, compared to 69.2 years
for a black male and 75.6 white male. Hispanic women can expect to live an average of 83.1 years,
compared to 80.4 years for a white, non-Hispanic women and 76.2 years for black women.

®

BIRTH AND FERTILITY

As evidence of the approaching U.S. majority minority, 46 percent of the 4.1 million births in the U.S.
in 2009 were minority, and 24 percent of those births were Hispanic.

o

HISPANIC MARKET TRENDS

>

National and Arizona Hispanic birth rates in 2008 and 2009 were double those of white, non-
Hispanics. The states recording the most Hispanic births in 2009 were California and Texas,
with 270,239 and 201,241, respectively, followed by Florida, New York, lllinois and Arizona,
which alone recorded 39,176 Hispanic births.

“%"
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HOUSEHOLDS

IN 2010, 46 PERCENT OF U.S. HISPANIC HOUSEHOLDS HAD AN ANNUAL
INCOME OF $34,999 OR LESS AS COMPARED TO 32 PERCENT OF WHITE,
NON-HISPANIC HOUSEHOLDS. TWENTY-EIGHT PERCENT OF HISPANIC
HOUSEHOLDS HAD AN ANNUAL INCOME OF $35,000-%$74,999,
COMPARED TO 33 PERCENT OF WHITE, NON-HISPANICS. TWENTY-ONE
PERCENT HAD AN ANNUAL INCOME OF $75,000 OR MORE COMPARED TO
35 PERCENT OF WHITE, NON-HISPANICS.

THE AVERAGE HISPANIC HOUSEHOLD IN 2010 HAD FOUR MEMBERS,
WHILE A TYPICAL WHITE, NON-HISPANIC HOUSEHOLD HAD
2.9 MEMBERS. FEWER HISPANIC ADULTS LIVE ALONE (FOUR PERCENT)
THAN WHITE, NON-HISPANICS, (15 PERCENT).

HISPANICS ARE MORE LIKELY THAN WHITES TO LIVE IN
MULTIGENERATIONAL HOUSEHOLDS, WITH 23 PERCENT OF HISPANICS
LIVING IN A MULTIGENERATIONAL HOUSEHOLD, AS COMPARED TO 13
PERCENT OF WHITE, NON-HISPANICS. THE MEDIAN HOUSEHOLD INCOME
OF HISPANIC MULTIGENERATIONAL HOUSEHOLDS WAS 19 PERCENT
HIGHER THAN THAT OF HISPANICS LIVING IN OTHER
TYPES OF HOUSEHOLDS.

W

Hispanics Will Drive Future Home
Ownership in Tucson

“lencourage all
marketing executives
TO Speﬂd 65% of your fime

Representing

“figuring out” your Hispanic opporfunity
o because that is no doubt the single biggest
source of growth for all companies in the US

Of All New Home Owners Added to the in the short and long term.”—bavid Calhoun,
Tucson DMA Between 2012-2017 o
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HOUSEHOLDS

Tucson Hispanic and non-Hispanic
Consumer Household Size

e Mo i
sovncumore [ g
B Hispanic

8%

i

23.4%

5.46%

Source: lcarborough, 2012 Release 1 (Feb 2001 = Jan 20012, Tucion DA, Adulls 18+ [Courtesy of Unbision]

Hispanic population grew 12x faster than
non-Hispanics in Pima County, 2010-2011

2010 Census vs, 2011 Estimates

sSabias Qué?

One in every four babies

born in the U.S. is Latino.

o Dk = s Hisponks
—Hispanic Market Weekly

Arizona Hispanics were nearly

3 out of 5 persons added to the

state’s population from 2010 to
2011.

Cowrwan Bussra. Cmrw 3000 and 2311 D

Pirma Coundy
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HOUSEHOLDS

Percentage of Tucson Hispanics Top providers of homeowners/
with homeowners or renters renters insurance among Tucson

insurance Hispanics

Hove Homeowners/Renters Insurance

81%

Altstate 117

Hispanics MNon-Hispanics

Scarboepugh Study, 2012 Aelease 1 [Feb "11 - lan "LE),
Tutiom Adults 18+ [Courtesy of Uinivision]

Hispanic Contribution to Total Growth of U.S.
Population, 2000-2011

Hispanic Home Ownership in Tucson To
Grow at 5x the Rate of Non-Hispanics'

Hispanic Home Ownership Projected Growth 2012-2017 Hizpanic Mon - Hispanic
(14.9 M) (12.8 M)

55% 45%

12.5%

23% Mt W1 Buiene of Cimon

Hhpanic MHon-Hispanic
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Hispanic Percentage of Total Population
Growth by County in Arizona

2010 Census vs. 2011 Estimates

i Hispanic Non-Hispanic Hispanic % of Total
uoly 7% Pop Change % Pop Change Growih
+19% +0.2% B8%

Apache
Cochise +2% +1% 49%
Coconino +3% -0.4% 100%%
Gila +I% 1% 1007
Graham +1% 1% 1007%
Greenlee +1% +3% 16%
La Paz +47% 2% 100%:
Maricopa +3% +1% 547
Mohave +47, +1% 50%
MNavajo +3I% -0.5% 100%%
Pima +I% +0.27 8e%%
Pinal +3% +27 43%
Santa Cruz +0.4% +1% 58%%
Yavapal +2% +0.1% B4R
Yuma +3% +2% TR

Lt firmn S O s O JO 5 ey

Hispanic Children in Pima County
Under Age 5 are Majority

Census 2011 Estimate

sSabias Qué?

The most popular names
for Hispanic baby girls born
nationwide in 2010 were
Sophia, Valentina and

e | rimoCouty

Isabella. The most popular
names for Hispanic baby
boys were Santiago,
Sebastidn and Matids.

—BabyCenter.com

vl Cormin Bussive. 11 Eivraries
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HOUSEHOLDS

In Pima County, Hispanics were nearly ¢
of 10 new residents from 2010 to 2011

Hon-Hispanks Am. Indian |
“““""‘P*:*;"‘“'""" Alziio Holive Alone

MHaen-Hispanic 1 of More Races | =
% 5.5

Hon:Hisponic Haowailon | Poclis
Hen-Hispanic Alican Armedcan likandar Alans
Alone
a%
Man-Haponic Winle Alons
oR

—

2010 Census vs. 2011
Estimates, Hispanic
population grew 8,184 and
Non-Hispanic White
population declined by 903

Hispanic
88%

%eof Confribution fo Tolal Fima County Population by Roce/Ethnicity
{2011, Census vs. 2011 Estimale)

5. Census Bureau, Cenius 2010 and 2011 Esfimates

AZ Hispanics Were Nearly 20 Years sSabias Quee

Younger than Non-Hispanic Whites in 2011 Hispanic consumers, on
average, are more than
10 years younger than non-

Hispanics; Their median age
is about 28.

Hispanic Non-Hispanic

25.8 k&l 451

Arizona has the 2" largest age disparity between
Hispanics and Non-Hispanic Whites.

—Packworld.com

[Maine has the lorgest oge disparity of 19.7 yeon.)

Ul Carmn by 2017 S
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TUCSON POPULATION

Percentage of Hispanics at the county level in
Arizona - 2011
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DESPITE THE STATE'S RAPIDLY GROWING LATINO POPULATION,
MORE THAN 30 PERCENT OF THE STATE’'S LATINO CHILDREN ARE NOT
GRADUATING FROM HIGH SCHOOL AND ONLY ABOUT HALF OF HISPANIC
COLLEGE FRESHMAN IN FOUR-YEAR SCHOOLS IN ARIZONA
AND NATIONWIDE COMPLETE THEIR DEGREES.

GIVEN THE CRUCIAL ROLE EDUCATION PLAYS IN A COMMUNITY'S
ECONOMIC PROSPERITY, THE SINGLE GREATEST LONG-TERM CHALLENGE
FACING ARIZONA LATINOS MAY NOT BE JOB CREATION, HEALTH CARE OR

IMMIGRATION, BUT THE EDUCATION OF OUR CHILDREN.

“‘%”

e

HISPANIC MARKET TRENDS

g

In 2011, Arizona Hispanics became the largest number of high school graduates in the state.
The Arizona Department of Education predicts that as many as 55,000 Hispanic high school
seniors will graduate from high school in the 2014—2015 academic school year, a 27 percent
increase over 2009—2010.

Despite that explosive growth, the rate of graduation for Hispanics (69 percent) lags behind
African Americans (73 percent), White, non-Hispanics (83 percent) and Asians (88 percent).
Only Native Americans, among the state’s major minority groups, graduate from high school
at a lower rate.

At the other end of the spectrum, nearly 90 percent of new students who enrolled in public
schools from 2000 to 2011 were Hispanic.

In 2015 — perhaps sooner — Latinos will become the maijority of the state's public school
population.

A Hispanic PS-12 Students Now Single Largest Ethnic Group 85% of new AL students
2000 to 2011 P5-12 were Hispanic
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oo -=.====EE
L]

Sl PallE0  EELAW QGG 4EE san wim LR
Arsricos
SLat
(L] FaREEAE  1BAIMEE AABA  ABLIGE  BREME B BRAN  IiWE
i
WM
e 1] S BN LA TRl LLL ) - (IR
W aniad
s
=251 wul
Tkl TR " [ -n L
Bt
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PS-12 Student Growth in Pima County Driven
Overwhelmingly by Hispanics

25,000

22,803
20,000
Hispanics increased by 70.6%
15,000
10,000
5,000 S5
-8,580 398 846 -
[i] —
| .72
-5,000
Hispanic White, N/H Black American *Asian "*pulti Racial
Indian

Pima County Enroliment Trends, Fall 2000 and Fall 2011: Grade Level P5-12 by Race/Ethnicity and Net
Gain [Minority Net Growth= 26,900)

"Inchedes Asan/Nal-Hisponic ond Pocific Baondes/Nol-Hispanic

“pulli RocialfNon-Hispanic is o new categony added alter Foll 2000,

Source: Arizona Department of Education, October 1, 2000 & Ociober 1, 2011 Enrcilment Figures, Published Aprl 2004 & Aprl 2012
respacivety.

Hispanics Now the Majority of Arizona's High
School Graduates

== I
(=25 I
About 50 percent of Hispanics enrolled as freshman at
455 ",
Arizona's three major state universities gradvated
e 1
I Hispankc enrsliment ks 14 — 20 percent of lolal campus populalion
T 1 = Al Merthem Astpona University, 4137 Higpomacs wong annolod in Fol 2001, maoiing ug ety
145 paroend of e school’s shodent populofion
| [ Moty Arnang Urbvirsity)
b= I

._t‘:.._H—I—-_—_ B o — | »  Thers wee 4.7132 Hiporics ervolad of the Unbrenlly of Afttona in 201 1. acoounting lor 14
- — 1 percant ol e sohool's populofion

(Sounce: Linkearity of Arizong
S 5 v !
+  Aboud 12200 Hhporsc shodents ofiended Adoona Shols Unbeenlty in Bol 201 | ond they maods

& & & & & B = »
P P P P
up X percent of ASU's hotal studeni popuialion

——ap =B-fark — ke Amarcsa Asins b R [Seurce: Arigona Sioe Univenity]
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«  Halianwide, on aveeags ol 15 pecceni of colege and uniwesilly errolmen b Hipanic,
FBource: Excalancia in Education)
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PCC: For more than 40 years
proud to serve our commumty_-.-

Pima Community College students become teachers, firefighters, police; Qf.flce__rs_, =2
nurses and small-business owners — the backbone of a stable, prosperous-Tucsgn: - |

We are: e No. 12 nationwide in Hispanic enroliment at community colleges, and No: 1 inAri'zbna.'."'_ .

e A participant in Adelante, a program helping Hispanic men succeed in collége'

* The home of Upward Bound, which nurtures low-income high school students seeking 2 i

to become the first in their family to graduate from college.

\We offer: e Convenient day and evening classes.

o (Campuses and learning centers throughout the Tucson area > Bont

e Scholarships and financial aid.

Start at Pima. Go anyvvhere.

7\»

To learn more about PCC and how you can help, visit www.pima.edu/give-to-pima/” ) '

M PimaCommunityCollege (520) 20545@"’:

www.pima.edu .

People helping people and local husiness owners
achieve their financial goals!

V| Vantage West

CREDIT UNION

520.298.7882 * 800.888.7882 * Vwestcu.org You'll like the difference

FOCLUS ON ARTZONATS HISPANIC MARRKRET CONSUMER DEMOGRAPHICS
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HISPANIC BUSINESSES

HISPANIC BUSINESS OWNERS ARE PLAYING AN INCREASINGLY
SIGNIFICANT ROLE IN THE ECONOMY IN ARIZONA AND NATIONWIDE.
FROM 2002 TO 2012, THE NUMBER OF MINORITY-OWNED FIRMS IN THE
U.S. IS EXPECTED TO GROW BY 51 PERCENT, ACCOUNTING FOR A TOTAL
OF 3.2 MILLION MINORITY-OWNED COMPANIES.

IN CONTRAST, THE NUMBER OF NON-HISPANIC FIRMS IN IN THE U.S. IS
EXPANDING AT A RATE OF APPROXIMATELY 18 PERCENT EACH YEAR.
IT IS INTERESTING TO NOTE THAT A 2005 SURVEY FOUND THAT
APPROXIMATELY 33 PERCENT OF HISPANIC-OWNED FIRMS IN ARIZONA
WERE OWNED BY FOREIGN-BORN HISPANICS.

W

e

HISPANIC MARKET TRENDS

&
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Arizona has the fifth largest percentage of Hispanic-owned businesses in the U.S. (10.7
percent of the state's total) and is home to an estimated 65,000 Hispanic-owned business,
approximately 20,000 of which are owned by Latinas.

In 2011, Hispanic women owned 14 percent of the woman-owned businesses in Arizona.

* Lalina-owned businesses are the fastest growing segment of
business ownership in the country.

« Between 2002 and 2007, Latina-owned businesses grew 45 percent,
Total receipts for Latina-owned companies grew nearly 40 percent
in that same period.

« One in 10 (all women-owned firms across the counfry are owned
by Hispanic women.

+ The top industries for Latinas include: health care and social
assistance (20.1% of all Hispanic WOBs are in this sector), other
services (18.1%), and administrative and support and waste
management and remediation services (17.1%).
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HISPANIC BUSINESSES

PetSmart® Proudly Supports the

Arizona Hispanic Hispanic Businesses Estimated to Reach
Chamber of Commerce 3.25 Million in 2012, with $537 Billion in Purchasing Power
‘ B Number of Hispanic Businesses $537.0

As a Phoenix-based company for 25 years, PetSmart —ll— Receipts in Billions

is thrilled to support the Arizona Hispanic Chamber
of Commerce. We are proud of our city and are
committed to organizations like the Arizona Hispanic
Chamber of Commerce that celebrate the diversity
of our community and promote small business.

3.25 Mil

2.26 Mil

—~ /@ 376.8 1.58 Mil

pET MART 1.20 Mil

Happiness in store:

©2012 PetSmart Store Support Group, Inc.
All rights reserved. T2-1775

1992 1997 2002 2007 2012

COMMERCIAL SALES | LEASING | PROPERTY MANAGEMENT

b 5 : Source: Survey of Business Owners, 1992, 1997, 2002 and 2007
ventas rentas administracidn de propiedades

_ _ : : : sSabias Qué?
Worklng W“h YOU U's. Hlspanlc bus"‘esses In 2007, there were 1 million

on both sides of the border I firms owned by people of

Mexican origin. They
accounted for 45.8% of all

Most Hsponic-owned firms are small,
sole proprietorships and/or family-owned.

Hispanic-owned firms.
Hispanic businesses represented ¢ percent

Trabajando contigo of al classfiable businessesin 2007.
en ambos lados de la frontera Average gross receipts for Hisparic-owned fims

increased to $152,700 in 2007 from $141,000 in 2002,
while white, non-Hispanic firms averaged annual
gross receipls of $4%90,000.

- Hispanic Business Magazine

In 2007, there were 44,000 Hspanic-owned firms

m P I c 0 R with revenues of more than $1 million,

INDEFENDENTLY OWNED AND OPERATED

illy CUSHMAN &
+55\ WAKEFIELD.

are

Sourcet: 1, fry. Bichard, 2011, Haponic Colege [rroliment Jpket Hamsving (xapy wifh Crihes Groupn., 87511
whathingion, DC: Pew Releorch Conter Social L Demnagraphic Bandi projec!
2 1LS. Conus Survey of Business Dwnir: Hisponic-Dwrsd Businesses: 2007

520.748.7100 | www.picor.com
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[ == : Advertising on THE ARIZOMA BILINGLUAL MEWSPAPER is very affordable and
I | e Bast o Ywa Weords I—I easy. We can customize a schedule 1o any budget, and help you to add the sizzle

1 - of television o your marketing vision. THE ARIZONA BILINGUAL NEWSPAFER
= and TV brings you the buying power of the 18-48 demographic, luning in over and
- over again for their favorite shows.

pwow.azbilingual.com NEWSPAPER

TN
sk PEas |
. .~_ v CrEAs

9 YEARS A

IN TUCSOMN MARKET

OVER 25,000

PRINTED EDITIONS

OVER 150,000

READERS EVERY MONTH

OVER 3,000 DISTRIBUTION POINTS

IN SOUTHERN ARIZONAAND NORTH OF SONORA, MEXICO

L Swww.azbilingual‘com
a -

245 S Plumer Ave Tucson, AZ 85719 Our interactive marketing team can tailor your marketing
requirements guickly and within your budget

(520) 305-4110, (520) 406-4947

"Morrison Institute
for Public Polit::y

ARIZONA STATE UNIVERSITY

Public policy, not politics.

For 30 years, Arizona's center for independent,
nonpartisan research, analysis and public outreach.

W
Q}E‘D Ng 2,

MorrisonlInstitute.asu.edu
Arizonalndicators.org
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THE EYE-OPENING VALUE AND POTENTIAL OF
ARIZONA-MEXICO ECONOMIC TIES

Mexico is Arizona’s leading international frade partner

North America is an intercon- destination for U.S. exports, Canada and the United States
nected region with multiple and the third largest source surpassed $1 trillion of trade?3,
economic, social and cul- of imports, with six million U.S. up from $283 million USD in
tural ties. This reality franslates Joite .dependen’r O e Wiy 1993. Our combined GDP in
into significant opportunities: ST 1993 was $7.6 trillion USD. In
Mexico is the second largest In 2011, trade between Mexico, 2010, it was $17.3 trillion USD.*

Arizona Exports
(millons of USD)

- China _'—
e

- Germany

el
- s |
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2000 3000 4000
2010 " 200 u 2008 2007
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TRADE WITH MEXICO

For Arizona, Mexico represents
a neighbor, a partner and an
economic opportunity. Mexico
is the number one international
frading partner for Arizona,
California, New Hampshire,
New Mexico and Texas. It also
represents the second largest
export market for 16 U.S. States

and the third largest market

for eight states.® Thanks to the
partnership forged by the North
American Free Trade Agree-
ment (NAFTA) and Mexico’s vast
network of frade agreements,
Mexico presents unique
opportunities for greater frade
and investment links with

Arizona Imports

- France

Rd
L] 000

= 2010 Volue =307 Volue
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U.S.-Mexico Border Trade Quick Facts

«  In 2011, US5.-Mexico goods and services trade reached an estimated

one-half frillion dollars.

«  Seventy percent of bilateral commerce crosses the U.5.-Mexico

border via trucks.

* An estimated & million U.5. jJobs depend on bilateral frade.
= 7% percent of Mexican exports are sold to the United States, including
products produced in the border region and throughout the country.

« U5, imports from Mexico contain, on average, 40 percent U.5.

content.

*«  Mexico is the No. 1 foreign destination for U.5. tourists, and Mexican
tourists comprise the second largest group of foreign visits to the

United States each year.

+ 85 percent of Mexican arrivals to the U.5. occur at the land ports of

entry along our shared border.
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Arizona. As mutual stakeholders
in efforts to expand our future
prosperity, Mexico remains
Arizona'’s largest trading part-
ner by far, with a 33% share of
Arizona exports, compared to
China’s 6%.© Among U.S. states,
Arizona ranks fourth in exports
to Mexico’. In 2011, Arizona
exported $5.74 billion USD to
Mexico.® From 1993 to 2010,
Arizona exports to Mexico grew
at an annual average rate of
10.2%. In 2010, 111,216 jobs in
Arizona depended on trade
with Mexico?. Despite these
remarkable figures, the
significance of cross-border
economic activity between
Arizona and Mexico is often
overlooked.

Arizona shares 389 miles of
border with Mexico, which is
now the 13" largest economy
in the world™. It is precisely that
border that is the most impor-
tant asset of the economic
relationship." In this chapter of
DATOS: Focus on the Hispanic
Market, you will find relevant
statistics on the economic ben-
efits that trade has brought to a
wide range of communities and
businesses on both sides of our
common border. You also will
find information on opportuni-
ties for many Arizona compa-
nies, particularly regarding how
economies of scale can benefit
the energy and aerospace
industries.

THE BORDER IS VITAL

Did you know that in 2009, 60%
of all winter produce consumed
in the U.S. and Canada passed
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through Nogales, AZ2"

Border infrastructure is critical

to facilitate tfrade and improve
the quality of life on both sides
of the border. The logistics of
75,000 trucks moving across the
border on a daily basis (80% of
Mexico — U.S. bilateral tfrade)™
creates jobs and brings food

to tables across the continent.
Keeping the trade flowing is not
without challenges. The amount
of produce that crossed through
Nogales dropped from 5.1 billion
pounds in the 2009-2010 seasons
to 4.5 billion pounds last season,
according to the Agricultural
Marketing Service of the U.S.
Department of Agriculture.’®
However, improvements to the
San Luis I and Mariposa ports of
entry aim to make the Arizona-
Sonora region more competi-
tive."* With so much at stake,

it is crucial fo work together to
ensure that tfrade is highly
efficient and secure.

LOOKING SOUTH OFFERS A
GLOBAL VIEW

Beyond the immediate border
areq, the Mexican economy is
the perfect partner for Arizona'’s
prosperity. With 85 airports, 76
seaports on the Atlantic and
Pacific Oceans, and 227, 422
miles of highways,'> Mexico's
infrastructure is well-suited for
Arizona’s businesses.

Mexico has the second largest
number of Free Trade Agree-
ments (FTAs) in the world. Its
wide array of agreements
covers 43 countries on three
continents.! This offers a singu-
lar opportunity for international

TRADE WITH MEXICO

Free Trade Agreements
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commerce and investment be-
cause it gives strategic access
fo a potential market of more
than one billion consumers,
representing close to 60% of the
world’'s GDP.” "Thanks to NAFTA
and its network of trade agree-
ments, Mexico trades more than
Argentina and Brazil combined,
and more per person than
China.™®

In addition to unparalleled
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sSabias Qué?

The value of total goods
fraded between the United

States and Mexico in 2010
was $393 billion.

—Hispanic Network Magazine




TRADE WITH MEXICO

global access through FTAs,
Arizona's southern neighbor also
boasts a young, talented popu-
lation that itself also constitutes
a thriving domestic market.”” In
other words, Mexico is open for
business.

ECONOMIES OF SCALE

When one looks af Arizona
and the region to its immedi-
ate south, it is impossible not to
notice the inherent similarities
in both the terrain and climate.
These characteristics shape
economic development into
industries that, in turn, grow
faster and more sustainably
by working together. Arizona’s
commercial development
priorities often overlap with
Sonora’s priorities.

For example, 90% of the recent
foreign investments in Mexico's
renewable sector are in wind
energy.?’ These investments,
coupled with renowned exper-
fise in the electro-electronic
industries, make supply chainsin
Mexico more efficient. The same
can be said for solar, hydraulic
and geothermal power.

Meanwhile, Arizona and Sonora
are diligently promoting their
sunny climates with notable
success. In 2013, the largest
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U.S.-Mexico Bilateral Trade in
Goods and Services, 1993-2011
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Arizona-Mexico Trade rebounding after
steep recession-related decline

In 2008, $20.78 bilion worth of goods were fraded between Arizona and
Mexico. Of the $20.78 billion in goods, $6.3 bilion were exports and $13.9
billion were impaorts. In 2009, exports from Arizona to Mexico dropped by
more than 20 percent, largely as a result of the recession.

Sowce: The Arrono-50nom Border Region: A Revies of Econonrc infiegrotion olong e Sorden. Bler Colege of Monogemant
wabaite, Lnkanity of Arong

Trade between Arizona and Mexico is rebounding. Arizona listed exports
of $5.7 bllllon to Mexico in 2011. Imports from Mexico totaled about $5.4
billion.

Souce: inlemational Trode Commiikon, U5, Depariment of Commende. March 2013

There were more than 24 milion legaol border crossings from Mexico info
Arizona between July 2007 and June 2008, 99 percent of whom were resi-
dents of the state of Sonora. Two-thirds of the visitors from Mexico came
to enjoy leisure acfivities, while 33 percent were here fo do business.
Mexican visiters spent nearly 52.7 billion in 2007 — 2008 in Arizona.

Sowce: The Afona-Sonon Border Region: & Review of Economic infegialicn along e Borded. e College of Monogemant
weibriltn, Linbiity of AfRea
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Nearly 60% of Visitors From Mexico in 2007
Came to Shop, 36% Conducted Business

Source: Mankoon Vidlor Jurvey, 200708, Eler Cofepe of Monogemsenil, Lol

for 470,000 jobs and contributes
$38.5 billon to the economy,
making the state an established
hub for aviation investments.?
On the aerospace defense side,
Mexico's recent accession to
the Wassenaar Arrangement

on Export Controls will facilitate
defense research and develop-
ment as well as manufacturing,?
which is attractive for the 17

B Leisure Shopping
B Lejsure VFR

Business

military installations in Arizona.?¢
Similar to Silicon Valley, which is
populated by companies that
partner and create joint
ventures in the high-tech
sector, the Arizona — Sonora
region can create lucrative
partnerships and joint ventures,
particularly in the aerospace
and renewable energy
industries.
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TRENDING HIGH-TECH

Arizona is home fo one of eight
TechBA offices, a program de-
veloped by the Mexican Ministry
of the Economy (SE) and the U.S.
— Mexico Foundation for
Science (FUMEC). TechBA
supports and guides consoli-
dated small- and medium-sized
high-tech enterprises for rapid
growth in Mexico and other
countries. The program has cre-
ated thousands of high-quality
jobs around the world and has
pushed Mexican technology
developers to challenge them-
selves by creating specialized
niches in the supply chain.

Many people are surprised to
learn about the scope and
quality of some Mexican
investments in Arizona. In the
TechBA program alone, compa-
nies that engage in the Arizona
market include sectors like
software development, biotech-
nology, aerospace and clean/
renewable energy. m
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stored heat plant in the United
States will be in Phoenix.?!
Arizona also has distinct
expertise in research-industry
partnerships, which can be
used just as effectively on both
sides of the border. With wind
and solar energy alone, the
engineering and manufacturing  development priorities is the
expertise in both countries can aerospace industry. In Mexico,

combine to make renewable aerospace has grown at an
energy efficient by reducing average rate of more than 20%
costs and allowing economies of ~ since 2002.?? In 2015, aerospace
scale to make the entire is expected to account for more
region more competitive. than 37,000 jobs through approx-
imately 350 companies.??> Many
of those firms are expected to
thrive in Sonora. In addition, on
the Arizona side of the border,
the aviation industry accounts

Another clear example of
overlapping commercial
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When a minor illness
or injury just can’t wait.

Walk-in care for minor illnesses, injuries, school or sports physicals
and more — even at night or on weekends — in five convenient

locations. On-site physicians, too. Now that’s a relief.

Just one more reason to choose Northwest.

Misty Colvin, M.D.

&

NORTHWEST URGENT CARE

HealthierTucson.com

Northwest Urgent Care at Orange Grove — 3870 W. River Road — at Orange Grove and Thomnydale
Pediatric Urgent Care available at Orange Grove: M-F from 5-8 p.m. and weekends from 9 a.m.-8 p.m.

Rancho Vistoso Urgent Care — 13101 N. Oracle Road — at Oracle and Rancho Vistoso Blvd.
La Paloma Urgent Care & Physician Offices — 4001 E. Sunrise Drive — at Hacienda del Sol and Sunrise Drive

Continental Reserve Urgent Care — 8333 North Silverbell Road — at Silverbell and Continental Reserve Loop

Northwest Urgent Care at Duval Mine Road — 1295 W. Duval Mine Road — in Sahuarita Palms Plaza

PARRA LAW OFFICES, P.L.L.C.

“We take pride in rendering legal services in an integrated manner in the areq
Immigration Law, Duat-National Personal Injury, and International Business.”

LUIS FERNANDO PARRA, ESQ. Office: (520) 281-9369
ATTORNEY AT LAW Fax: (520)281-1396
571 NORTH GRAND AVENUE Website: www.azmxlaw.com

NOGALES, ARIZONA 85621 E-mail: Ifparra@azmxlaw.com
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Helping you
balance work,
life and school

For more than 30 years, University of Phoenix has
been committed to helping college students reach
their educational goals. We understand you need a
class schedule that fits your lifestyle. That's why we
have over 20 degree programs, both online and at
over 200 locations nationwide.

Committed to your success
Contigo en tu éxito

on Test of English Academic (PTE) or Berlitz Online
English Proficiency Exam at the time of application and

admission granted before beginning a program. ol nDel Campo)

' Vice President, Department of
© 2012 University of Phoenix, Inc. All rights reserved. Quality and Student Success

phoenix.edu
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