
Las Vegas Focus Group 

 

For the travel industry, Hispanics are a growing market. According to the 2008 “Profile of 

Hispanic/Latino Leisure Travelers,”
1
 16.2 million adult Hispanics were leisure travelers, and 

they spent $58.7 billion on travel. Though Hispanics have normally been categorized as VFR 

travelers, or visiting friends and relatives, recent years have seen a rise in the Hispanic leisure 

and business traveller.
2
 

Las Vegas has not seen an influx of Hispanic travelers, despite the high volume of 

Hispanic leisure travelers and the city’s proximity to areas with high Hispanic populations. The 

Las Vegas Convention and Visitors Authority commissions an annual Las Vegas Visitor Profile
3
, 

which lists visitor demographics and behaviors. In 2010, only 6% of Las Vegas visitors were 

Hispanic, a number that has fluctuated between 4% and 6% over the past five years. We’ve 

conducted a focus group comprised of Hispanics between the ages of 18 and 30 in hopes of 

gaining cultural insight that will allow Las Vegas to successfully target the Hispanic consumer 

and gain more Hispanic visitors.  

The 2010 Las Vegas Visitor Profile found that nearly half of Las Vegas visitors cited 

vacation or pleasure as their primary motive for travel. Gambling, which is frequently associated 

with Las Vegas, was only cited by 10% of visitors as their primary reason to visit, a number that 

has decreased slightly over recent years, as has visitors’ gambling budget. Only 19% of 2010 

visitors had a gambling budget of over $600, compared to 30% in 2006. As the economic climate 
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limits visitors’ budgets, enjoying the Las Vegas experience seems to be more prevalent than 

travelling to gamble. 

 

Executive Summary 

Focus group participants reported a fondness for travel, and a perception of fun that took 

the feel of the entire experience as more significant than specific activities. While most 

participants thought the current Las Vegas advertisements were appealing or funny, they did not 

feel that the advertisements targeted them as Hispanics. However, the group did not advocate a 

major overhaul of the current Las Vegas advertising campaign in order to target the Hispanic 

audience. The slogan “What Happens Here, Stays Here” represented the Las Vegas experience to 

them, and they would not like an ad that completely eliminated the slogan. Instead, they would 

like to see some Hispanic element incorporated into Las Vegas’ current position as a place to 

have wild fun.  

Objectives, methods, and limitations 

We recruited six Hispanic participants between the ages of 18 and 30 for our focus group, and set 

out four objectives: 

 Understand Hispanics’ idea of fun 

 Understand why Hispanics travel 

 Understand Hispanics’ perceptions of Las Vegas 

 Test marketing concepts 

For the first three objectives, we compiled a list of probes that would lead the conversation 

in the direction of each topic. Along the course of the conversation, we were open to deviating 

from our list of probes as different angles arose if they seemed to relate to our objective. For the 



final objective, we planned to show the participants three existing television ads from Las Vegas’ 

“What Happens Here, Stays Here” advertising campaign and three new concepts we created. 

Due to time constraints, we were only able to show the participants two of the existing television 

ads. The theme of the two television ads was visitors’ ability to take on a new persona in Las 

Vegas, with one showing a group of women taking turns pretending to be the bride-to-be in a 

bachelorette party, and the other a man who introduced himself as holding a different job to each 

woman he met. The three new concepts we created each presented an angle not commonly 

associated with Las Vegas in advertising: Las Vegas as a place to go dancing, as a place for a 

family vacation, and as a place to eat delicious food. 

Since the focus group only provided insights from six Hispanics, the findings are not 

generalizable to all Hispanics between the ages of 18 and 30. Additionally, our recruiting did not 

take into account participants’ desire to travel to Las Vegas, so two of the participants seemed 

biased against the destination. However, all participants were cooperative, and all indicated that 

preserving their Hispanic culture was “very important” to them, so their perspectives were 

Hispanic perspectives. 

 

Main Findings 

Fun means living in the moment 

The participants agreed that fun meant being able to put aside stressful parts of their lives 

and relax. The phrases “let go” and “let loose” were mentioned. For them, fun means being able 

to live the moment without being distracted by responsibilities and anxieties. Two participants 

also described very vivid memories of what the word fun makes them think about, and the 



scents, colors, and feelings associated with these moments seemed as important as the actual 

activity. This indicates that the whole experience is important, not only the activity. 

Family fun vs. friend fun 

The participants distinguished between the types of fun they could have with their family 

and the types of fun they could have with their friends. They spoke about their families coming 

from a more conservative background and not understanding or approving of the type of fun they 

have with their friends. They cited spring break and the drinking entailed in the college 

experience as things they would hide from their parents because they wouldn’t understand and 

wouldn’t want to upset them. 

Travel as an expression of spontaneity 

Impulsive traveling appealed to the participants. This means traveling on a whim with little 

advance notice or planning. If they have the money to go on an unexpected trip, they will usually 

do it. Travelling is also an escape from their everyday lives and their stress. The language they 

used to describe travel suggest that they enjoy the adventure aspect of travel, saying it’s 

different, that unexpected things can happen, that it’s a change of pace and break from their 

routine. This type of fun, spontaneous travel is associated with their current life stage, since as 

young people they feel that currently they don’t have responsibilities that keep them from 

travelling while later in life they probably will. 

The mystery of Las Vegas 

Participants were reluctant to speak about Las Vegas in specific terms. They felt that Las 

Vegas is a great place because everyone is there “to do the same thing,” but when they were 

pressed to describe what that “thing” was, they became evasive and would not give a concrete 

answer. 



Current Las Vegas advertisements did not seem to be compatible with the aura of mystery 

with which the participants treated Las Vegas. They considered the commercials too direct to 

appeal to Hispanic consumers. These commercials were very overt in depicting what people did 

in Las Vegas. While participants enjoyed the idea of going to Las Vegas to “misbehave” and 

“party,” they did not feel that the commercials showed a Hispanic perspective of fun and humor. 

They felt that American humor is more simple and direct, while Hispanic humor is more subtle.  

The “Vegas” experience 

Participants did not respond well to the fact that the concepts we created for the focus 

group did not use the “What Happens Here Stays Here” tagline since they have come to associate 

it with Las Vegas. They also indicated that they would like to visit the city to have a “Vegas” 

experience, not a “Hispanic” experience. Participants felt that they could go dancing, on a family 

vacation, or out to dinner anywhere. When they go to Las Vegas, they don’t want to feel like 

they could be at any other city, they want to feel like they are having an experience that could 

only happen in Las Vegas. 

Hispanic elements in the experience 

Participants did like the dancing concept since they felt dancing resonates with Hispanics, 

and they liked that the tagline for the concept incorporated the word “ritmo,” Spanish for rhythm, 

since they thought it was a meaningful word for the Hispanic audience. However, they did not 

like that nothing about the experience reflected a “Vegas” experience. They would have liked the 

concept better if it reflected a “Vegas” experience with some Hispanic elements, rather than a 

concept that hinged entirely on the Hispanic element. 

 

 



 

Recommendations 

To target young Hispanics, Las Vegas should play on the notion that a vacation at Las 

Vegas can be an adventure and a place where visitors can let go from any stress and anxiety they 

may feel in their daily lives. Las Vegas can also be positioned as a destination where visitors can 

go on a whim, since this could appeal to impulsive travelers and emphasize that Las Vegas is a 

place where people can escape from the routine. 

Advertisements targeting Hispanics should not be explicit in portraying what happens in 

Las Vegas since the participants treat Las Vegas with an aura of mystery. Ads should leave most 

of the salacious details to the imagination, as it does in some of its current commercials such as 

“Tough Questions.”   

Las Vegas should not change the “What Happens Here, Stays Here” slogan in campaigns 

targeting young Hispanics. This is Las Vegas’ trademark, and it encapsulates the Las Vegas 

experience. Young Hispanics who want to visit Las Vegas go for the unique Las Vegas 

experience, and eliminating the slogan would eliminate that draw. Instead of completely 

retooling what the Las Vegas experience means, advertisements targeting Hispanics should 

incorporate a Hispanics element into that experience. For example, an ad targeted at Hispanics 

could feature dancing and music as part of the “Vegas” experience. Another possible angle is a 

reversal of the current “Tough Questions” commercial, where a child asks her father why adults 

go to Las Vegas and the father struggles to answer. In an advertisement targeting Hispanics, 

parents could ask their son or daughter what they plan on doing on their upcoming trip to Las 

Vegas and the son or daughter struggles to answer. This could appeal to young Hispanics since 



they perceive their parents as more conservative and probably disapproving of the type of fun 

that happens in Las Vegas. 

Spanish words that are significant to the concept can also be incorporated into 

advertisements targeting Hispanics in order to make the ads more relevant. The main slogan, 

“What Happens Here, Stays Here,” should remain entirely in English, but other relevant words 

may be in Spanish.  


