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WELCOME

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 a result, every segment of the Southern Arizona market (from automobile purchases to housing) will be 
LPSDFWHG�E\�WKH�JURZLQJ�QXPEHU�/DWLQR�KRXVHKROGV��,Q�WKH�QH[W�ÀYH�\HDUV��IRU�LQVWDQFH�����SHUFHQW�RI�QHZ�
homeowners in Tucson will be Latino.

Documenting and interpreting these and similar trends 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� UHÁHFWV� WKH� IDVW�FKDQJLQJ� PDUNHWV� LQ� 7XFVRQ�� 3LPD� &RXQW\� DQG� 6RXWKHUQ� 
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 FRQÀUPV�WKDW�WKH�/DWLQR�PDUNHW�LV�VWURQJ�DQG�JURZLQJ�
DQG�DQ�LQFUHDVLQJO\�VLJQLÀFDQW�SDUW�RI�WKH�VWDWH·V�HFRQRPLF�UHFRYHU\�

$UL]RQD·V� +LVSDQLF� SRSXODWLRQ� JUHZ�E\� ��� SHUFHQW� EHWZHHQ� ����� DQG� ������ DQG� LV� HVWLPDWHG� WR� JURZ� 
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.

:KDW�GRHV� WKLV�DOO�PHDQ� WR�FRPSDQLHV�� IRU�SURÀW�DQG�QRQ�SURÀW�� WKDW�GR�EXVLQHVV� LQ�$UL]RQD"� ,W�PHDQV�
that in order to prosper they must answer the following question: “How do I give my Hispanic customers in  
7XFVRQ�DQG�DFURVV�$UL]RQD�ZKDW�WKH\�ZDQW"µ

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

The Arizona Hispanic Chamber of Commerce and the Tucson Hispanic Chamber of Commerce wish to 
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.

GONZALO A. DE LA MELENA, JR.     LEA MARQUEZ-PETERSON
President & CEO      President & CEO 
Arizona Hispanic Chamber of Commerce    Tucson Hispanic Chamber of Commerce

WELCOME TO DATOS TUCSON 2012
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INTRODUCTION

If you’ve ever questioned the 

economic power of Hispanic  

consumers or the value of  

culturally relevant marketing, it is 

time to take note.

This year’s DATOS: Tucson makes 

use of the latest data from the 

decennial census and a wide 

YDULHW\�RI�RWKHU�VRXUFHV�WR�DIÀUP�

the steady, rapid growth and 

LQÁXHQFH�RI�$UL]RQD·V�+LVSDQLF�

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  

RI�WHOOLQJ�WKDW�VWRU\�µ�VDLG�/HD� 

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 

HFRQRPLF�LQÁXHQFH�LQ�7XFVRQ�DQG�

Southern Arizona, as well as  

VWDWHZLGH�DQG�DFURVV�WKH�QDWLRQ�µ

Here are just a few of the  

highlights of this report: 

��$UL]RQD�+LVSDQLFV�ZLOO� 

account for $40 billion  

statewide in consumer  

spending in 2012.

��7KH�+LVSDQLF�SRSXODWLRQ� 

in Pima County grew at about 

12 times the rate of non- 

Hispanics from 2010 and 2011.

��0RUH�WKDQ�KDOI�RI�WKH�

FKLOGUHQ�XQGHU�ÀYH�LQ�3LPD�

County are Hispanic.

��7KHUH�DUH�DSSUR[LPDWHO\�

�������+LVSDQLF�RZQHG�VPDOO�

businesses in Arizona, one-

third of which are owned by 

Latinas.

��:LWK������7ULOOLRQ�LQ�EX\LQJ�

power in 2012, if U.S. Hispanics 

were a country they would be 

the 15th 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 

DQG�VHUYLFHV�WKDW�GULYH�VLJQLÀFDQW�

dollars through our state and 

local economies. Attached 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 today’s Hispanic market is not 

only undeniable, but it’s helping 

to transform Arizona’s economy.

DATOS: Tucson, meanwhile, is 

more robust than ever. It breaks 

new ground, thanks to the  

participation of a special  

editorial content team led by  

Dr. Loui Olivas.

Thanks to this team of skilled  

researchers and content  

contributors – 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.

GROWTH OF HISPANIC ECONOMIC 
CLOUT UNDENIABLE

INTRODUCTION



7

CONSUMER BEHAVIOR

DATOS: TUCSON 2012 HIGHLIGHTS

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.

From 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.
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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.

 TUCSON  I   SAHUARITA  I   WHY
 ( 5 2 0 )  2 9 4 -7 7 7 7    |    D D C A Z . C O M     I

three times
three times three locations
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¿Sabías 4Xp"
The buying power of  
Hispanics will rise from $1 
trillion in 2010 to $1.5 trillion in 
2015, accounting for nearly 
11% of the nation’s total  
buying power.

—Portada-Online.com

PURCHASING POWER
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CONSUMER
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.

FINANCIAL SERVICES
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CONSUMER BEHAVIOR CONSUMER BEHAVIOR

:KHQ�UDQNLQJ�ÀQDQFLDO�LQVWLWXWLRQV��+LVSDQLF�FRQVXPHUV�LQ�7XFVRQ�OLVW�WUDGLWLRQDO�PDLQVWUHDP�
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 debt, 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.

&RQVLGHULQJ� WKDW� WKH�+LVSDQLF�SRSXODWLRQ�RYHUDOO� WHQGV� WR�XVH�ÀQDQFLDO� VHUYLFHV� OHVV� WKDQ�
non-Hispanics, we can expect Hispanics to favor paying cash for their purchases in the  
coming year as the economy continues to recover.

Foremost �t o�u nderstanding�H ispanic � consumers�i s�k nowing�h ow �t 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	
 

comfort �z one�f or �t he�p resent-day �H ispanic �c onsumer.

HISPANIC MARKET TRENDS

¿Sabías 4Xp"
Sixty percent of Hispanics 
aged 50 and up prefer 
payment with cash.
Only 15% prefer paying with 
a credit card.

—AARP Viva Polls

FINANCIAL SERVICES

CONSUMER

¿Sabías 4Xp"
Hispanic men are 50% or 
more likely than their female 
counterparts to earn $50,000 
or more per year.

—U.S. Census Bureau

LATINA SHOPPERS

CONSUMER
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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    
info@jimclickbpn.com
www.facebook.com/jimclickbpn

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

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

Like they say, 
membership has privileges. 

In the coming year, more than 20 percent of Hispanic consumers in Tucson expect to buy 
KRXVHKROG�IXUQLWXUH��HOHFWURQLFV�DQG�WHFKQRORJ\��,Q�WKH�QH[W�ÀYH�\HDUV��+LVSDQLFV�ZLOO�DFFRXQW�
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.

Though�H ispanics�a ccount�f or�1 6� to�1 7� percent � of� the � U.S. � �
population,	
 consumer	
 spending	
 in	
 the	
 Hispanic	
 community	
 �

is�g rowing�a t�t wice� the� rate�o f�n on-Hispanics.

HISPANIC MARKET TRENDS

CONSUMER
RETAIL-AUTOMOTIVE
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RETAIL-GENERAL

CONSUMER

$V�D�UHÁHFWLRQ�RI�WKH�JURZLQJ�DQG�UHODWLYHO\�\RXQJ�+LVSDQLF�SRSXODWLRQ�DV�FRPSDUHG�WR�WKH�
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. 

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

CONSUMER
HEALTH CARE
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HEALTH CARE

CONSUMER

¿Sabías 4Xp"
The product shipment  
value of frozen enchiladas 
produced in the United 
States was $48.9 million in 
2002. Frozen tortilla shipments 
were valued even higher,  
DW������PLOOLRQ�

—U.S. Census Bureau

FOOD

CONSUMER

´$OPRVW�����
of growth in 
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

CONSUMER

¿Sabías 4Xp"
Latinos traditionally consume 
more mayonnaise than other 
households.

—Hispanic Market Weekly

´����RI�
the growth 
through 2020 
for Coca Cola’s youth target 
market will come from multi-
cultural consumers, especial-
ly Hispanics, and focusing on 
this segment is critical to the 
FRPDQ\·V�IXWXUH�JURZWK�µ 
—Bea Perez, CMO Coca Cola

PET OWNERSHIP

CONSUMER

([SHULDQ�6LPPRQV�1DWLRQDO�&RQVXPHU�6WXGLHV�������WR�������GHWHUPLQHG�WKDW�WKH�QXPEHU�
RI�PLQRULW\�KRXVHKROGV�ZLWK�GRJV�RU�FDWV� LQFUHDVHG����SHUFHQW�RYHUDOO� IURP������ WR�������
UHSUHVHQWLQJ�DQ�DGGLWLRQDO�����PLOOLRQ�PLQRULW\�SHW�RZQHUV��7KH�PXFK�ODUJHU�JURXS�RI�:KLWH�
Non-Hispanic households with pets increased only 13 percent. 

)URP������WR�������WKH�SHUFHQWDJH�RI�+LVSDQLF�KRXVHKROGV�WKDW�DUH�GRJ�RU�FDW�RZQHUV�JUHZ�
IURP����SHUFHQW�WR����SHUFHQW��$ERXW����SHUFHQW�RI�:KLWH�1RQ�+LVSDQLF�KRXVHKROGV�KDYH�
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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Yet, clear distinctions surface in the per capita rate of use. Hispanic users are almost two 
times more likely to switch wireless carriers in the next year, and 45 percent of Hispanic cell 
phone owners have smartphones, 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. 

HISPANIC MARKET TRENDS

TECHNOLOGY
CELL PHONE

¿Sabías 4Xp"
Hispanics accounted for 43% 
of all new wireless subscribers 
between 2009 and 2010.

—Experian Consumer Research

Cell	
 phones	
 are	
 a	
 technological	
 staple	
 of	
 �
American�a nd�A merican� Latino�s 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.	
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CELL PHONE

TECHNOLOGY

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.

TECHNOLOGY

An astounding 70 percent of Hispanics in the U.S. are engaged in social media; in  
particular, Facebook, Twitter and the reading and writing of blogs. Advertisers should know that  
Hispanics are more actively involved in Facebook and other social media than non-  
Hispanics. The top 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.

HISPANIC MARKET TRENDS

¿Sabías 4Xp"
Spanish speakers are the 
third-largest language group 
among Internet users, with 
8% of the total, after English 
(38%) and Chinese users
(22%).

—YahooNews.com

SOCIAL MEDIA
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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.

MEDIA

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  
SHUFHQW���)RU�GDLO\�QHZV��WKH�SUHIHUHQFH�IRU�6SDQLVK�ODQJXDJH�WHOHYLVLRQ�LV�VOLJKWO\�JUHDWHU����� 
percent prefer Spanish-language broadcasts, while 33 percent prefer English-language outlets.  
However, when a disaster is occurring, Hispanic viewers prefer to receive news and instructions in  
English rather than Spanish (42 percent to 25 percent).

While Hispanics use premium-channel cable TV service and HDTV service at the same rate 
as the white, non-Hispanic market, they are less likely to use DVR and on-demand movies. 
They are, however, more likely to use pay-per-view for movies or events.

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.

TELEVISION

HISPANIC MARKET TRENDS
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¿Sabías 4Xp"
$�WRWDO�RI�����RI�+LVSDQLFV�
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 

In step with this rise in advertising revenue, automakers and dealers increased their radio 
LQYHVWPHQW�LQ������E\����SHUFHQW�WR������ELOOLRQ��D�UHÁHFWLRQ�RI�WKH�UHPDUNDEOH�UHERXQG�LQ�WKH�
auto industry.

On the digital front, streaming websites and HD radio showed the highest rate of increase in 
DGYHUWLVLQJ�GROODUV�IRU�WKH�\HDU��ZLWK�D����SHUFHQW�JURZWK�WR������PLOOLRQ��

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	
 

HD �r adio�s howed �t he �h ighest �r ate�o f �i ncrease � in� �
advertising	
 dollars	
 for	
 the	
 year,	
 with	
 a	
 24	
 percent	
 

growth	
 to	
 $616	
 million.

HISPANIC MARKET TRENDS

MEDIA
RADIO

TELEVISION

MEDIA
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29

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), »

6HDUFKLQJ�IRU�JHQHUDO�QHZV�����SHUFHQW�WR���SHUFHQW�� »

0RVW�+LVSDQLFV�SUHIHU�WR�ÀQG�WKHLU�IRRG�EDUJDLQV�LQ�(QJOLVK�ODQJXDJH�QHZVSDSHUV����  »
percent) and Spanish-language

1HZVSDSHUV�����SHUFHQW��ZKHQ�FRPSDUHG�WR�WKH�,QWHUQHW����SHUFHQW�� »

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. 

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.

MEDIA
PRINT

HISPANIC MARKET TRENDS
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Your smile is unique. Shouldn't your 

dental care be that way too?

Dr. Jay R. Lopez, DDS, PC

"Blending Science and Art"
520.886.8090 

www.DrJayLopez.com

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.

Scan for new 
patient offer

@TucsonDental

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.

POLITICS

In 2008, about 35 percent more Hispanics were registered to vote 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 to vote nationwide this year, 
XS����SHUFHQW� IURP� WKH� �����HOHFWLRQ�F\FOH��+RZHYHU��DSSUR[LPDWHO\� ���PLOOLRQ�+LVSDQLF�
are eligible to vote, according to the National Association of Latino Elected and Appointed  
2IÀFLDOV��1$/(2��(GXFDWLRQDO�)XQG�

HISPANIC MARKET TRENDS
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POLITICS

¿Sabías 4Xp"
The number of U.S. Latino 
adults who are eligible to 
vote increased from 13.2 
million in 2000 to 21.3 million 
in 2010

—Hispanic Market Weekly

POLITICS

Arizona’s Emerging Latino Vote was co-authored by Morrison Institute Senior Policy Analyst Bill Hart and ASU Faculty Associate 
Dr. E.C. Hedberg.
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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  

and many have family lines stretching back decades or even  
centuries. Yet, even as the 2001 terrorist attacks and  
the destructive fallout of global economic recession  

produced new brands of cultural and physical obstacles,  
the explosion of social media and mobile electronic  
devices have challenged the traditional concepts  

of “borders” and “cultures.”

DEMOGRAPHICS

,Q�������8�6��+LVSDQLFV�ZHUH�SUHGRPLQDQWO\�0H[LFDQ�����SHUFHQW���IROORZHG�E\�3XHUWR�5LFDQ�
(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 majority 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 total population in 2010 (up from 25 percent in 2000), and other 
HWKQLF�SRSXODWLRQV�FRPELQHG�IRU�WKH�UHPDLQLQJ������SHUFHQW�

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.

HISPANIC MARKET TRENDS
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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	
 �
growth�i n�t he �U nited �S tates.

Natural	
 births	
 fueled	
 most	
 of	
 the	
 increase	
 among	
 Hispanics	
 with	
 net	
 
international	
 migration	
 contributing	
 about	
 33	
 percent	
 of	
 the	
 increase.

DEMOGRAPHICS
U.S.

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	
 Hispanics	
 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.

ARIZONA

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 County was the second most populated in Arizona with more than 980,000 people in 

������DOPRVW���������+LVSDQLFV���RI�ZKLFK�PRUH�WKDQ���������UHVLGH�LQ�7XFVRQ�

PHOENIX

PIMA

“Firms talking the lead in 

DUHDV�OLNHO\�WR�EHQHÀW�IURP�

the population growth 

of Hispanic/Latinos in the 

United States are likely to 

see their revenues 
grow faster 
than those of their compet-

itors over the long term—

Dave Kostin, Goldman Sachs

DEMOGRAPHICS
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DEMOGRAPHICS

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). 

POPULATION

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.

AGE

Hispanic men and women have longer life expectancies than their white, non-Hispanic and black 
FRXQWHUSDUWV��7KH�DYHUDJH�OLIH�H[SHFWDQF\�RI�D�+LVSDQLF�PDOH�LV������\HDUV��FRPSDUHG�WR������\HDUV�
IRU�D�EODFN�PDOH�DQG������ZKLWH�PDOH��+LVSDQLF�ZRPHQ�FDQ�H[SHFW�WR�OLYH�DQ�DYHUDJH�RI������\HDUV��

FRPSDUHG�WR������\HDUV�IRU�D�ZKLWH��QRQ�+LVSDQLF�ZRPHQ�DQG������\HDUV�IRU�EODFN�ZRPHQ�

$V�HYLGHQFH�RI�WKH�DSSURDFKLQJ�8�6��PDMRULW\�PLQRULW\�����SHUFHQW�RI�WKH�����PLOOLRQ�ELUWKV�LQ�WKH�8�6��
in 2009 were minority, and 24 percent of those births were Hispanic.

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, Illinois and Arizona, 
ZKLFK�DORQH�UHFRUGHG��������+LVSDQLF�ELUWKV�

LIFE EXPECTANCY

BIRTH AND FERTILITY

HISPANIC MARKET TRENDS
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POPULATION

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.	
 

HOUSEHOLDS

HOUSEHOLDS

POPULATION

¿Sabías 4Xp"
One in every four babies 
born in the U.S. is Latino.

—Hispanic Market Weekly

“I encourage all  
marketing executives 
WR�VSHQG���� of your time 

´ÀJXULQJ�RXWµ�\RXU�+LVSDQLF�RSSRUWXQLW\�

because that is no doubt the single biggest 

source of growth for all companies in the US 

LQ�WKH�VKRUW�DQG�ORQJ�WHUP�µ—David Calhoun, 

CEO of Nielsen
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HOUSEHOLDS

POPULATION

¿Sabías 4Xp"
The most popular names  
for Hispanic baby girls born 
nationwide in 2010 were  
Sophia, Valentina and  
Isabella.  The most popular 
names for Hispanic baby 
boys were Santiago,  
Sebastián and Matiás.

—BabyCenter.com

HOUSEHOLDS

POPULATION
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¿Sabías 4Xp"
Hispanic consumers, on 
average, are more than 
10 years younger than non-
Hispanics; Their median age 
is about 28.

—Packworld.com

HOUSEHOLDS

POPULATION TUCSON POPULATION
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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.

EDUCATION

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. 

'HVSLWH�WKDW�H[SORVLYH�JURZWK��WKH�UDWH�RI�JUDGXDWLRQ�IRU�+LVSDQLFV�����SHUFHQW��ODJV�EHKLQG�
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 majority of the state’s public school  
population.

HISPANIC MARKET TRENDS

EDUCATION
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People helping people and local business owners 
achieve their financial goals!

PCC: For more than 40 years, 
proud to serve our community
Pima Community College students become teachers, fi refi ghters, police offi cers, 
nurses and small-business owners – the backbone of a stable, prosperous Tucson.

We are:

to become the fi rst in their family to graduate from college.

Start at Pima. Go anywhere.

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

We offer:

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.

HISPANIC BUSINESSES

$UL]RQD� KDV� WKH� ÀIWK� ODUJHVW� SHUFHQWDJH� RI� +LVSDQLF�RZQHG� EXVLQHVVHV� LQ� WKH� 8�6�� ������ 
SHUFHQW�RI�WKH�VWDWH·V�WRWDO��DQG�LV�KRPH�WR�DQ�HVWLPDWHG��������+LVSDQLF�RZQHG�EXVLQHVV��
approximately 20,000 of which are owned by Latinas.

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

HISPANIC MARKET TRENDS
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¿Sabías 4Xp"
In 2007, there were 1 million 
ÀUPV�RZQHG�E\�SHRSOH�RI�
Mexican origin. They 
accounted for 45.8% of all 
+LVSDQLF�RZQHG�ÀUPV��������

- Hispanic Business Magazine

HISPANIC BUSINESSES

T2-1775_Brand-Ad_AZ-Hispanic-Chamber.indd   1 4/13/12   3:25 PM
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TRADE WITH MEXICO

North America is an intercon-

nected region with multiple 

economic, social and cul-

tural ties. This reality translates 

LQWR�VLJQLÀFDQW�RSSRUWXQLWLHV��

Mexico is the second largest 

destination for U.S. exports, 
and the third largest source 
of imports, with six million U.S. 
jobs dependent on trade with 
Mexico1. 

In 2011, trade between Mexico, 

Canada and the United States 

surpassed $1 trillion of trade2,3, 

up from $283 million USD in 

1993. Our combined GDP in 

�����ZDV������WULOOLRQ�86'��,Q�

2010, it was $17.3 trillion USD.4  

The eye-opening value and potential of 
Arizona-Mexico economic ties

Mexico is Arizona’s leading international trade partner
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WKURXJK�1RJDOHV��$="11   

Border infrastructure is critical 

to facilitate trade 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 trade)12 

creates jobs and brings food 

to tables across the continent. 

.HHSLQJ�WKH�WUDGH�ÁRZLQJ�LV�QRW�

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.13  

However, improvements to the 

San Luis II and Mariposa ports of 

entry aim to make the Arizona-

Sonora region more competi-

tive.14  With so much at stake, 

it is crucial to work together to 

ensure that trade is highly  

HIÀFLHQW�DQG�VHFXUH���

LOOKING SOUTH OFFERS A 
GLOBAL VIEW

Beyond the immediate border 

area, the Mexican economy is 

the perfect partner for Arizona’s 

SURVSHULW\��:LWK����DLUSRUWV�����

seaports on the Atlantic and 

3DFLÀF�2FHDQV��DQG����������

miles of highways,15 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 

¿Sabías 4Xp"
The value of total goods 
traded between the United 
States and Mexico in 2010 
was $393 billion.

—Hispanic Network Magazine

commerce and investment be-

cause it gives strategic access 

to a potential market of more 

than one billion consumers, 

UHSUHVHQWLQJ�FORVH�WR�����RI�WKH�

world’s GDP.17 “Thanks to NAFTA 

and its network of trade agree-

ments, Mexico trades more than 

Argentina and Brazil combined, 

and more per person than 

&KLQD�µ18  

In addition to unparalleled 

TRADE WITH MEXICO

For Arizona, Mexico represents 

a neighbor, a partner and an 

economic opportunity.  Mexico 

is the number one international 

trading partner for Arizona, 

California, New Hampshire, 

New Mexico and Texas. It also 

represents the second largest 

H[SRUW�PDUNHW�IRU����8�6��6WDWHV�

and the third largest market 

for eight states.5   Thanks to the 

partnership forged by the North 

American Free Trade Agree-

ment (NAFTA) and Mexico’s vast 

network of trade agreements, 

Mexico presents unique  

opportunities for greater trade 

and investment links with  

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 

&KLQD·V�����   Among U.S. states, 

Arizona ranks fourth in exports 

to Mexico7. In 2011, Arizona 

exported $5.74 billion USD to 

Mexico.8 From 1993 to 2010, 

Arizona exports to Mexico grew 

at an annual average rate of 

�������,Q���������������MREV�LQ� 

Arizona depended on trade 

with Mexico9. Despite these 

UHPDUNDEOH�ÀJXUHV��WKH� 

VLJQLÀFDQFH�RI�FURVV�ERUGHU�

economic activity between 

Arizona and Mexico is often 

overlooked.

  Arizona shares 389 miles of 

border with Mexico, which is 

now the 13th largest economy 

in the world10.  It is precisely that 

border that is the most impor-

tant asset of the economic 

relationship.11  In this chapter of 

DATOS: Focus on the Hispanic 

Market, \RX�ZLOO�ÀQG�UHOHYDQW�

statistics on the economic ben-

HÀWV�WKDW�WUDGH�KDV�EURXJKW�WR�D�

wide range of communities and 

businesses on both sides of our 

common border. You also will 

ÀQG�LQIRUPDWLRQ�RQ�RSSRUWXQL-

ties for many Arizona compa-

nies, particularly regarding how 

HFRQRPLHV�RI�VFDOH�FDQ�EHQHÀW�

the energy and aerospace 

industries.

THE BORDER IS VITAL

'LG�\RX�NQRZ�WKDW�LQ�����������

of all winter produce consumed 

in the U.S. and Canada passed 
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1 Wilson, Christopher, Working Together: Economic Ties between the United States and Mexico, Woodrow Wilson International Center for Scholars, Mexico Institute. November, 2011. P.1.  
2 U.S. Census Bureau – trade between US-Canada and US-Mexico.
3 Mexico’s INEGI – trade between Canada and Mexico.
4 Embassy of Mexico, Washington, D.C. Fact Sheet, North America Matters, with data from the International Monetary Fund (IMF), World Economic Outlook, 2010. 
5 6HFUHWDUtD�GH�(FRQRPtD��1$)7$�DQG�7UDGH�2IÀFH��:DVKLQJWRQ��'�&��
��0RUULVRQ�,QVWLWXWH�IRU�3XEOLF�3ROLF\��$UL]RQD�6WDWH�8QLYHUVLW\��´([SRUWV�IURP�$UL]RQD�WR�0DMRU�'HVWLQDWLRQV�LQ�0LOOLRQV�RI�,QÁDWLRQ�$GMXVWHG��������'ROODUV��KWWS���DUL]RQDLQGLFDWRUV�RUJ�FRQWHQW�H[SRUWV�
7 Wilson. Op. Cit.  P.39.
8 U.S. Census Bureau, Trade Statistics, http://www.census.gov/foreign-trate/statistics/state/data/az.html 
9 Wilson. Op. Cit.  Pp. 41, 48.  
10 World Bank, GDP by country 2010, http://siteresources.worldbank.org/DATASTATISTICS/Resources/GDP.pdf 
11Arizona Mexico Commission, http://azmc.org/amc_downloads/amcdownload440.pdf
12 Realizing the Value of Cross-Border Trade with Mexico, ASU North American Center for Transborder Studies, 2011.
13 1RJDOHV�,QWHUQDWLRQDO��KWWS���ZZZ�QRJDOHVLQWHUQDWLRQDO�FRP�QHZV�SURGXFH�LQGXVWU\�H\HV�FRPHEDFN�LQ���ZLQWHU�VHDVRQ�DUWLFOHB�GFD���F��������H��DIDI����FF�F���H��KWPO
14 <XPD�6XQ��KWWS���ZZZ�\XPDVXQ�FRP�DUWLFOHV�ODQHV�������ERUGHU�VDQ�KWPO��
15 3520(;,&2��:K\�0H[LFR"�0H[LFR�LV�2SSRUWXQLW\��KWWS���PLP�SURPH[LFR�JRE�P[�ZE�PLP�YLGHRV�
���3520(;,&2��:K\�0H[LFR"�$Q�2SHQ�(FRQRP\��KWWS���PLP�SURPH[LFR�JRE�P[�ZE�PLP�DSHUWXUDBFRPHUFLDO�
17 PROMEXICO, Mexico’s Free Trade Agreements, http://mim.promexico.gob.mx/wb/mim/apertura_comercial 
18 0H[LFR·V�(FRQRP\��0DNLQJ�WKH�'HVHUW�%ORRP��7KH�(FRQRPLVW��$XJXVW�����������KWWS���ZZZ�HFRQRPLVW�FRP�QRGH����������
19 PROMEXICO, Population and Human Capital, http://mim.promexico.gob.mx/wb/mim/poblacion_y_capital_humano 
20�3520(;,&2��7KH�5HQHZDEOH�(QHUJ\�6HFWRU�LQ�0H[LFR��KWWS���PLP�SURPH[LFR�JRE�P[�ZE�PLP�HQHUJLDVBSHUÀOBGHOBVHFWRU�
21 5HQHZDEOH�(QHUJ\�LQ�$UL]RQD��,QGXVWU\�3URÀOH��$UL]RQD�&RPPHUFH�$XWKRULW\��KWWS���ZZZ�D]FRPPHUFH�FRP�GRFOLE�LWUDGH������LQGXVWU\���SURÀOHV�VRODUDGYDQWDJH�SGI�
22 3520(;,&2��3URÀOH�RI�WKH�$HURVSDFH�,QGXVWU\��KWWS���PLP�SURPH[LFR�JRE�P[�ZE�PLP�SHUÀOBGHOBVHFWRU�
23 )HGHUDFLyQ�0H[LFDQD�GH�OD�,QGXVWULD�$HURHVSDFLDO��3HULÁ�GH�OD�,QGXVWULD�� 
���KWWSV���GRFV�JRRJOH�FRP�YLHZHU"XUO KWWS���IHPLD�FRP�P[�WKHPHV�IHPLD�SSW�IHPLDBSUHVHQWDFLRQBWLSRBHVS�SGI	SOL �
24 Arizona Commerce Authority, Aerospace and Defense Arizona, http://www.azaerospace.com/aviation/ 
25 Con el ingreso de México, al Arreglo de Wassenaar, las empresas de alta tecnología tendrán acceso a un mercado de más de 11,000 MDD, Secretaría de Economía,  
   http://www.economia.gob.mx/eventos-noticias/sala-de-prensa/comunicados/7331-boletin-035-12 
���Arizona Commerce Authority, Aerospace and Defense Arizona, http://www.azaerospace.com/defense/

for 470,000 jobs and contributes 

$38.5 billon to the economy, 

making the state an established 

hub for aviation investments.24  

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,25 

which is attractive for the 17 

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.

TRENDING HIGH-TECH

Arizona is home to one of eight 

7HFK%$�RIÀFHV��D�SURJUDP�GH-

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.  

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.19 In 

other words, Mexico is open for 

business.

ECONOMIES OF SCALE 

When one looks at 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.20  These investments, 

coupled with renowned exper-

tise in the electro-electronic 

industries, make supply chains in 

0H[LFR�PRUH�HIÀFLHQW��7KH�VDPH�

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 

stored heat plant in the United 

States will be in Phoenix.21   

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 

expertise in both countries can 

combine to make renewable 

HQHUJ\�HIÀFLHQW�E\�UHGXFLQJ�

costs and allowing economies of 

scale to make the entire  

region more competitive. 

Another clear example of  

overlapping commercial 

development priorities is the 

aerospace industry. In Mexico, 

aerospace has grown at an 

average rate of more than 20% 

since 2002.22  In 2015, aerospace 

is expected to account for more 

than 37,000 jobs through approx-

imately 350 companies.23  Many 

RI�WKRVH�ÀUPV�DUH�H[SHFWHG�WR�

thrive in Sonora. In addition, on 

the Arizona side of the border, 

the aviation industry accounts 
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You’re asking all  
the right  
questions. 
Blue Cross Blue Shield of Arizona is a proud 

supporter of the Arizona Hispanic Chamber of 

Commerce and this year’s DATOS luncheon. 

Through your knowledge of the diverse Hispanic 

marketplace, you’re providing answers that  

will keep us on the right path to cultural  

understanding and growth.






