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400,000 Hispanic College Grads 
Entering Market Every Year 

 
Houston – (10/11/05) – From 2002 to 2004 the Hispanic adult population in the 87 metropolitan 

markets surveyed by The Media Audit increased by 16 percent while the number of Hispanic college 

graduates increased by 22 percent.  

 

“The number of Hispanic college graduates increased by 806,000 from approximately 3.6 million to 

4.4 million. The 4.4 million includes more than 1.3 million with advanced degrees,” said Bob Jordan, 

president of International Demographics, Inc., a 34-year-old market research firm which produces 

The Media Audit. The surveys cover only adults age 18 plus.  

 

In the markets surveyed there are approximately 48.3 million adults with “one or more college 

degrees.”  That figure is up from 46.5 million recorded in 2002. The 48.3 million is 35 percent of the 

total adult population in the 87 markets surveyed which is137.5 million adults.   

 

In the most recent survey, 20.9 percent of Hispanic adults had “one or more college degrees.”  That’s 

up from 19.8 percent in 2002 and 18.9 percent in 2000.   

 

Demographic Difference  

The Hispanic college graduate can be easily distinguished from college graduates in the general 

population. As a group they are significantly younger. In the general population 38.4 percent of 



college graduates are age 50 plus. Among Hispanics just 23.0 percent of college graduates are age 

50 plus.  

 

The media habits of the Hispanic college graduates are also significantly different. Just 21.5 percent 

of all college educated adults are heavy radio listeners (180 minutes or more per/day) while 26.8 

percent of college educated Hispanics are heavy radio listeners. Among those who report not being 

heavy listeners to radio, 24.2 percent of all college graduates report average weekday use compared 

to 26.1 among Hispanic college graduates.  

 

Twenty percent of all college graduates are heavy readers of newspapers (1 hour or more per day) 

and 18.9 percent of college educated Hispanics are heavy newspaper readers. However, more than 

50 percent of the Hispanic graduates read a newspaper on an average weekday and 39.6 percent 

read a newspaper on an average Sunday compared to 41.0 percent and 31.4 percent among all 

graduates.  

 

Incomes of Hispanic Graduates  

“The incomes of Hispanic college graduates and incomes of all college graduates are probably more 

comparable than most people would expect,” says Jordan. Sixty-three and one half percent of all 

college graduates have an annual income of $50,000 or more. Among Hispanic college graduates, 

63.2 percent have annual incomes of $50,000 or more. Among all college graduates, 42.8 percent 

have incomes of $75,000 or more while 41.7 percent of Hispanic college graduates have achieved 

the same income level. There are 26.7 percent of all college graduates and 24.1 percent of Hispanic 

college graduates with household incomes of $100,000 or more.  The greatest difference between the 

two groups is among those earning $150,000 or more annually. Approximately 11 percent of all 

college graduates and 8.4 percent of Hispanic graduates fit into that income classification. “Some of 

the difference in the $150,000 classification,” says Jordan “may be attributable to the fact that 

Hispanic graduates as a group are younger than all college graduates taken as a group.”  

 

Enormous Market Differences  

“Rarely do we see the market-to-market difference we find in the study of Hispanic college 

graduates,” says Jordan.  When we view all 87 metropolitan markets in the aggregate, we find 20.9  



percent of all Hispanic adults have a college degree, but, when the 87 markets are viewed individually 

that percentage varies from a high of 45.7 in Raleigh-Durham to less than 10 percent in eight 

markets.  

 
“It’s important to note that some of the markets with the greatest number of Hispanics have enormous 

differences in the percentage with a college education,” says Jordan.   

 

The four markets with the largest Hispanic populations are New York City, Los Angeles, Miami-

Ft. Lauderdale and Chicago. More than 33 percent of the Hispanics in Miami and 31.7 percent of 

those in Chicago have at least one college degree. By contrast, 22.0 percent of Hispanics in 

New York City and just 15.3 percent in Los Angeles have a college degree.  

 

“This contrast,” says Jordan “repeats itself time and again throughout the 87 markets. Boston and 

Atlanta have approximately the same number of Hispanic adults (288,000 & 268,000). But 38.4 

percent of Hispanics in Atlanta have a college degree compared to 29.4 percent in Boston.”   

 

The Data Source  

The Media Audit, a syndicated media ratings service currently covering more than 80 metropolitan 

markets, provides qualitative data for media websites as well as for traditional media.  

 

Traditional media – print, broadcast and outdoor – have used The Media Audit data in sales, 

marketing and management for more than 34 years. In 1998, the survey started providing data on 

local media websites. The surveys now contain more than 400 fields of qualitative information in 

addition to quantitative measurements of local web audiences.  

 

 

 
Note:  If you would like to periodically receive news releases containing market survey data from 

The Media Audit, please contact us by email (info@TheMediaAudit.com) and leave your 

name, title, company affiliation and email address.  


