
Learning the Language of America’s Youth
To lower the average age of your customers,  
consider the country’s youngest people – Hispanics.

The average age of a community financial institution (FI) customer hovers around 
45. While it’s true that consumers in this age bracket are at the height of their earning 
and spending potential, it’s also true that these 40-somethings won’t stay that age 
forever. For that reason, lowering the average age of an FI’s customer base is on 
strategic minds everywhere.
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Many community-based FIs have done a proficient job of bringing in the 

very young by marketing products like savings accounts to their parents. 

Unfortunately, these same FIs tend to lose their young customers just as 

they are about to become profitable. 

As FIs train themselves on how to reach America’s young people, there 

is one specific group that simply cannot be ignored. That group is the 

U.S. Hispanic population. One in five American children is Hispanic, and 

Hispanic youth represent 20 percent of the total U.S. teen population. 

What’s more, a great many Hispanics (some estimate as many as 

50 percent) are unbanked or underserved, creating a tremendous 

opportunity for Hispanic-friendly FIs. 

The U.S. Census suggests that an FI’s efforts to study, learn and adapt to 

this demographic will be worthwhile for many years to come. In 10 years, 

the numbers show, more than 60 percent of all U.S. teens will belong to 

the Hispanic population. 

Loyalty through the generations

When targeting Hispanic youth, FIs can still tap the tried-and-true 

strategy of earning young customers through their parents. Because 

first-generation Hispanics are the most likely to be underserved, they 

represent the greatest opportunity for FIs. If an FI successfully wins over 

the first-generation, it’s much more prone to earn the loyalty of the 

second generation.

With a strong sense of responsibility to family, a large number of 

Hispanic teens are living in tight-knit households where pride and self-

reliance are core values. Many have been handed down a mistrust of 

FIs, but will follow the lead of their parents where financial management 

is concerned. 

Connecting with Hispanic customers

Earning the trust – and the business – of Hispanic customers takes 

a dedicated effort, one that must be supported by staff and board 

members alike. Successful outreach goes beyond simply translating 

In 10 years more  

than 60 percent of  

all U.S. teens will  

belong to the  

Hispanic population.
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existing marketing materials into Spanish. FIs need to get to know their 

local Hispanic communities from the inside out, nurturing the relationship 

by helping first-generation Hispanics ease into the financial mainstream. 

Community partner

Although price is an important factor, influential Hispanics also greatly 

value recommendations from friends and family.1 Therefore, it’s of vital 

importance that FIs create true relationships with their local Hispanic 

communities to encourage word-of-mouth marketing. Traditionally, the 

best place to start is by exploring possible partnerships with existing 

customers, employees, neighbors or even suppliers and vendors. 

Activities as simple as volunteering at local Hispanic community events 

or serving on a local organization’s board can be a great step toward 

bonding with influential Hispanics. 

To foster relationships with its local Hispanic community, Coopera client 

Des Moines Metro Credit Union has created partnerships with area 

businesses that are Hispanic-owned. The program provides its members 

with discounts at five participating Hispanic businesses. The program is 

part of the credit union’s long-term strategy to serve the Hispanic market. 

After four years of outreach, the credit union now boasts a 6 percent 

Hispanic membership. 

Education & Empowerment

Influential Hispanics recently named education as the most important 

issue facing the community.2 FIs can demonstrate their commitment to 

education by looking for opportunities to advance local academic efforts, 

creating their own financial education program or developing solutions 

that will help first-generation Hispanics finance the higher education of 

their children. 

Hispanics also look for the companies they do business with to play a 

role in protecting, empowering and inspiring their community.3 By their 

very nature, community FIs already meet – and likely even exceed – many 

of these expectations. It’s up to the FI, however, to communicate with 

Hispanic prospects precisely how they are working to advance 

the community. 

Creating affordable 

alternatives helps 

your FI lead its 

customers down 

a path to financial 

responsibility.

1 2011 LATISM Blogger Survey
2  2011 LATISM Blogger Survey
3 “Hispanics in Social Media and the 

Emerging Opportunities for Brands 
in 2011,” New Generation Latino 

Consortium, April 19, 2011
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To truly capitalize on the successful attraction of Hispanic customers, 

retention is key. FIs must learn to adapt their products, personnel, 

processes and marketing to Hispanic youth if they wish to keep them 

as customers during their most profitable years. 

Eighty percent of Hispanic youth are U.S. born, which can tempt FIs 

to pursue one-size-fits-all communication with their teen customers. 

Although Hispanic youth are largely bilingual and bicultural, they still 

require distinctive attention. 

Hispanic youth want ‘American’ options

Today’s Hispanic teens have largely been raised in unbanked households, 

which means that the FIs courting their loyalty are in first-impression 

mode. For that reason, it’s especially important that marketers first get 

to know the teens with whom they’d like to cement relationships. Things 

like language preference, cultural values and level of education may all 

vary from city to city, even from neighborhood to neighborhood. 

Being a part of the American culture is important to second-generation 

Hispanics, so FIs targeting this group will want to explain how they can 

help teens adopt “American” purchase behavior. The prestige that comes 

from paying with plastic, for example, is a benefit FIs can make available 

at very little risk with prepaid cards programs that do not allow teens to 

spend more than they have. 

In terms of access to the Hispanic teen population, FIs will want to 

understand a few of the media consumption characteristics shared by 

young Hispanics in the U.S. For example:

• 92 percent of 13- to 24-year-old Hispanics watch sports,  

which is significantly higher than any other U.S. demographic.4 

• 37 percent of Gen Y Hispanics use wireless data services  

(compared to 21 percent of Gen Y Caucasians).5

• 15- to 24-year old Hispanics listen to radio 23 percent more  

times per week than the general teen market.6 

Although Hispanic 

youth are largely 

bilingual and 

bicultural, they still 

require distinctive 

attention.

4 Label Networks’ Hispanic 
Youth Culture Study

5 Advertising Age, 2008
6 Institute for Health 

Policy Studies
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Another common characteristic of the U.S. Hispanic teen is the tendency 

to prioritize career and financial security. Particularly among female 

Hispanics, “success” is cited as a major concern for the future. Other 

American teens, on the other hand, generally rank “happiness” as their 

biggest concern for the future.7 FIs that can provide guidance to Hispanic 

teens planning for successful futures will have a leg up in endearing 

themselves to this important group – one that is estimated to have 

purchasing power of more than $1.3 trillion by 2013.

Adapting the product mix

Loyalty is most successfully gained when an FI can show, rather than 

simply tell, how it can add value to a customer’s life. FIs do this by 

adapting their products to the genuine needs of the Hispanic residents of 

their communities. 

Working with credit unions across the country, Coopera has developed a 

comprehensive list of products that have proven successful at attracting 

members of the Hispanic community. They are things like:

• Credit-building loans

• Car loans 

• Quinceañera loans

• Online banking

• Mobile banking

 

But perhaps the product with the greatest potential for success is the 

reloadable prepaid card. Perfectly tailored to the Hispanic consumer, this 

type of offering has the potential to achieve three goals: 1) decrease 

customers’ financial pain 2) build trust between cardholders and the 

issuing FI, 3) generate fee revenue and loyalty from the Hispanic market. 

Reloadable prepaid cards

Of course, it is extremely important that any reloadable prepaid card 

program be tailored specifically to the Hispanic community. And again, 

FIs should adapt 

their products to the 

genuine needs of the 

Hispanic residents of 

their communities. 

7 “Between Two Worlds: 
How Young Latinos Come of Age 

in America,” Pew Hispanic Center, 
December 2009

• Financial education / planning tools

• Core services 

• Savings accounts

• Checking accounts

• Debit cards
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this goes beyond simply translating marketing materials. Programs like 

the Coopera Card, for example, give FIs a turnkey solution to providing 

this financial management tool to local Hispanic community members. 

Launched in October 2011, the Coopera Card was built with first- and 

second-generation Hispanics in mind. Everything from the cardholder 

services to the fee structure was developed to help ease Hispanic 

customers into the financial mainstream. Available 24x7 and in both 

Spanish and English language, cardholder service online and via 

interactive voice response (IVR) is free, which prevents a potential 

barrier to fully understanding how their new prepaid card works. This is 

particularly important for Hispanics, as for many, this type of product will 

be their first introduction to non-cash purchases. 

Text-message alerts are also free, and from what is known about the 

Hispanic community, this service is extremely valuable. Less likely than 

other Americans to own a home computer, Hispanics in the U.S. are 

heavy in smartphone adoption. Among Hispanic smartphone users, 36 

percent say they use their device to check financial accounts, and 94 

percent use text-messaging features.8 Therefore, providing a prepaid 

program that is smartphone-friendly is a great way to capture the loyalty 

of the Hispanic market – particularly the Hispanic teen market.   

Beyond the prestige, teens enjoy the freedom that comes from prepaid 

cards, which allow for things like online purchases, pay-at-the-pump gas 

and a card to take with them when they leave for college. Parents, on the 

other hand, appreciate the card’s ability to keep them informed of their 

kids’ purchases, loads and other activities. 

For Hispanic cardholders with family in Latin America, the Coopera Card 

is an affordable alternative to wire transfer services. Because the card 

allows up to six cardholders on each account, cardholders can give family 

members their very own cards, which can be used anywhere Visa debit is 

accepted, including at international merchants. Not only does this save 

wire-transfer costs; it eliminates the need for family members to carry 

large amounts of cash upon receipt of a wire transfer. They need only 

carry the card, which provides the same level of lost-stolen protection as 

any Visa debit card. 

The Coopera Card 

was built with 

first- and second-

generation 

Hispanics in mind

8 Forrester Research 
Hispanic Technographics
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Credit unions and community banks have a competitive advantage in the 

prepaid space, as their big-bank counterparts may have to remove certain 

features from their general purpose reloadable cards. While exempt FIs 

are allowed to offer Hispanic cardholders things like direct-deposit and 

ACH loads onto prepaid cards, large issuers must remove these features 

in order for their cards to generate unregulated interchange. 

In Conclusion… 

Simplicity and transparency are driving factors in the successful attraction 

of Hispanic consumers to any brand or product. For that reason, every 

financial solution aimed at helping the Hispanic community must be 

open, convenient and easy-to-understand. FIs that integrate solutions 

like this into an overall commitment to mutually beneficial Hispanic 

outreach will be poised to partner with what may soon be America’s 

most powerful population. 

Credit unions and 

community banks 

have a competitive 

advantage in the 

prepaid space


