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There are just over 46 million Hispanic mobile phone users and this number is expected to grow to 51 million by
2020. Of this number, 84% own a smartphone (16% own a feature phone). When asked about their feelings
toward their mobile phones, 27% of Hispanics say that they are addicted to them and over 23% prefer using a
mobile device to a computer. While the numbers are compelling, insights into the similarities and distinctions
across generational and/or acculturation levels have been lacking, to date. Not anymore.

Entravision recently completed a primary research study with ThinkNow Research, a leading market research firm,
to understand the behaviors that make mobile application experiences unique among Hispanics across
acculturation levels. This study uncovers new insights about what drives Hispanic consumers to download and
engage with mobile applications (apps).

For example, the study delivers insights into how Hispanics of different acculturation levels engage with mobile
apps and why, for instance, more acculturated Hispanics download apps not just for themselves, but as well as for
their less acculturated family members.

This White Paper will summarize the learnings from this study, which is the first to empirically examine mobile app
usage amongst Hispanics across acculturation levels, as well as provide best practices recommendations.

MOBILE APP USAGE AMONG HISPANICS ACROSS 
ACCULTURATION LEVELS

Discerning acculturation levels was critical to this study because Hispanics have unique cultural nuances across
generations/acculturation levels. The investigation overlays Pulpo’s unique Hispanic Acculturation Model, which
identifies Hispanic acculturation segments.
In this study, Pulpo’s Acculturation Model segments the Hispanic community into three levels based on multiple
criteria: nativity; age of entry or immigration into the U.S.; proportion of life lived in U.S.; online language
consumption (English/Spanish); individual language preference (English/Spanish); and, household language usage
(English/Spanish).

The three segments and their characteristics are addressed as follows:
• Low Acculturation – Primarily first-generation immigrants: foreign born who immigrated to the U.S. at the

age of 10+ years. Their household language is exclusively Spanish, and as individuals they dominate the
Spanish language, and skew older (over 80% are 30+ years of age)

METHODOLOGY
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“LOWER ACCULTURATED HISPANICS HAVE THE 
HIGHEST USAGE OF TABLET DEVICES”

In April, 2016, ThinkNow Research surveyed 615 individuals between the ages of 18 and 64 whom self-identify as
Hispanic across the United States. Participant composition was as follows: 19% Low Acculturation; 21% Medium
Acculturation; and, 58% High Acculturation. The objective was to have the respondents closely mirror the composition
of online Hispanics based on acculturation levels.

FINDINGS

INDIVIDUALS SURVEYED:

19% 21% 58%LOW MEDIUM HIGH

Over 9 in 10 adult Hispanics own either a smartphone or a tablet.
Among those, just about everyone uses/downloads mobile apps.
More specifically, 87% of Hispanics in the study own a smartphone
and 65% own a tablet, while 93% own one or the other, and nearly all
download and use apps. Interestingly, Low Acculturated Hispanics
have the highest proportion of tablet users at 72%, a statistically
significant result, while smartphone usage is uniformly high across all
acculturation levels. Hispanics who own a cellphone or tablet average
29 total apps across all their devices.

87% 65%

93%
own one 

or the other

BY ACCULTURATION LEVEL

• Medium Acculturation – Primarily the first-generation immigrant as well as some 1.5 generation
immigrants (foreign born immigrants who entered the U.S. at the age of 10 years or younger) and 2.0
generation immigrants (U.S. born with at least one foreign-born parent). Their household language is
primarily Spanish, though they are proficient or very proficient in English as well. This group skews slightly
older with 67% over 30 years of age.

• High Acculturation – Primarily the 2.0 generation (U.S. born with at least one foreign born parent). Their
household language is a mix of English and Spanish: 59% are proficient in English and Spanish, and 41%
claim only English proficiency. This group skews younger, 63% being younger than 30 years of age.



One key insight from the study is the importance of ‘collectivism’ in app downloads/usage. Overall, 61% of
survey respondents have downloaded apps to share and use with other people, while 39% have downloaded an
app for the sole usage of someone else. Of those who share apps across acculturation: two statistically
significant findings were secured: 69% of low acculturated users share apps, more so than the medium and
higher acculturated segments; and, 42% of medium acculturated Hispanics download apps for someone else.

“WHILE LESS 
ACCULTURATED HISPANICS 

ARE MORE LIKELY TO 
DOWNLOAD SPANISH 

LANGUAGE APPS, MORE 
ACCULTURATED HISPANICS 
FREQUENTLY DOWNLOAD 
APPS IN SPANISH, OFTEN 

FOR OTHERS.”

Those who download apps for others do so for a child (54%), spouse or
significant other (44%), friend (27%), parent (17%) or sibling (15%).
While Low Acculturated users have a high propensity (58%) to
download apps for a child, High Acculturated users are more likely
(20%) than other acculturation levels to download for a parent.

Other research has indicated that Higher Acculturated Hispanics (the
1.5 and 2.0 generations) tend to serve as Sherpas for their less
acculturated family and friends. They interpret the U.S. ethos,
translate the language, demystify new products and services, and
inform brand decisions at an early age. This behavior continues into
adulthood, and may be evidenced in the download activity.
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COLLECTIVISM

HISPANICS DOWNLOAD APPS:

54% 44% 27%FOR A CHILD FOR A SPOUSE FOR A FRIEND 17% FOR A PARENT

While less acculturated Hispanics are more likely to download Spanish language apps, more acculturated Hispanics
frequently download apps in Spanish, often for others (e.g. their foreign-born, less acculturated relatives).

That said, the number of mobile apps across all devices is significantly
higher among Millennials (18-34 years old) at 33 apps than it is among
the 35-64-year-old group: average 25.3 apps. Hispanics use apps an
average of 8 times per day with Millennials using apps more than their
older cohorts, and females using them more than males. Hispanics use
apps around the clock with 6 pm to 9 pm being the peak period (57%
usage).

PEAK 
PERIOD FOR 
APP USAGE

6 pm to 9 pm
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And finally, most Hispanics say they are at least somewhat likely to download a
Spanish language app, with 62% reporting to be very/somewhat likely to do so, and
24% reporting it to be very likely. That said, likelihood among the Lower Acculturated
is statistically significant, 79% reporting downloading a Spanish language app as
very/somewhat likely.

LANGUAGE PREFERENCE

40%

About 40% of Hispanics say apps are a very important part of their daily life while 44%
classify apps as helpful but not vital. Low Acculturated Hispanics are significantly more
likely to use social networking apps (35%) than Medium (28%) and High Acculturated
(24%) Hispanics. On the other hand, High Acculturated Hispanics are significantly more
likely to use music apps (7%), as opposed to Medium Acculturated (4%) and Low
Acculturated (1%) Hispanics.

When asked how frequently they delete apps from your mobile device, 15% of Medium
Acculturated Hispanic indicated they were more likely to delete apps at least once a
week. Lower and Higher Acculturated groups deleted apps at about the same rate per
week (10%).

Hispanics use their apps an average of 8 times per day. Millennials use apps significantly
more than their older cohorts (as would be expected) and females use apps more than
men.

The only statistically significant finding regarding the time of day apps are used involves
the Medium Acculturated. This group uses apps most between 9AM and noon while the
other groups have highest usage of apps between 6 and 9PM.

HIGH ACCULTURATED HISPANICS 
ARE 7% MORE LIKELY TO USE 

MUSIC APPS.

79%

The most commonly used apps are in the social networking, games, music,
maps/navigation/search and weather categories. These statistically significant findings also
indicated that Millennials are more likely to use music (67%) and video/movies (52%) apps,
while 35-64 year olds prefer weather (61%), news (43%) and sports (30%) apps. Females are
heavily represented in social networking (72%) and music (65%) apps, while males prefer
news (42%) and sports (38%).MUSIC

67%

APP USAGE & PREFERENCE
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Pulpo is the premier source of Hispanic inventory across all acculturation levels throughout the digital landscape, ranked #1 by
comScore in both Hispanic Reach and Bicultural Audience Network categories. Pulpo harnesses the power of Big Data, enabling
brands to hyper-target consumers, one-on-one and at scale, across web, mobile, video, social, and audio streaming channels.
Employing both online and offline data modeling, its Luminar™ platform allows advertisers to deliver more precise and relevant
advertising, maximizing their return on investment.

HQ +1.510.594.2294    www.pulpomedia.com programmatic@pulpomedia.com

SIX KEY STRATEGIES TO WIN WITH MOBILE HISPANIC APP CONSUMERS

1. Lower Acculturated Hispanics have the highest tablet penetration. Apps must be compatible
with tablet devices, and mobile marketing should be part of any marketing strategy, especially
when targeting the Less Acculturated.

2. Medium Acculturated Hispanics are more likely to delete apps when compared to other
acculturation levels. Maintaining engagement post app launch is critical.

3. Collectivism is evident in app usage. The majority have downloaded apps for others to use and share.
When marketing, keep in mind your primary target and secondary “influencer” consumer.

4. The most frequent time for app engagement is 6-9PM. When developing your campaign
strategy keep in mind the most active time period of engagement.

5. The top 5 categories of apps used most often include: social networking, games, communications,
music and weather/entertainment. When developing your media campaign plans, consider these
most active categories.

6. Hispanics across acculturation levels are somewhat likely to download a Spanish language
app, with the less acculturated being most likely to do so. Don’t assume that the more
acculturated are not downloading apps in Spanish, because they may be doing it for others.

This is the first of a series of studies we’ll be conducting to analyze Hispanic
media relationships across acculturation levels so that we can help our
clients deliver more relevant and precise targeting and messaging across the
Total Hispanic Market. Both the statistically significant and directional
results of the study will be particularly useful for online marketers targeting
the Hispanic market across acculturation levels. Entravision’s #1 comScore
ranked digital network, Pulpo, delivers hyper-relevant segmentation and 1:1
messaging to drive brand engagement and campaign ROI.

REPORTED
DOWNLOADING A 

SPANISH LANGUAGE 
APP AS 

VERY/SOMEWHAT 
LIKELY

http://www.pulpomedia.com/
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