
AUTHENTICALLY CONNECT WITH (i)HISPANICS

TARGETING HISPANICS
WHY SPENDING MONEY ON ONLINE VIDEO IS GOOD BUSSINES
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By now, most companies know that Hispanics are a force to be reckoned with: Hispanic 
purchasing power was estimated at $1.5 trillion for 2015, and there is no reason to doubt it 
will reach the projected $1.7 trillion in 2020. Taking this demographic into account in your 
marketing budget could be very rewarding. 
Two questions arise when planning a video campaign geared towards Hispanics: What is the 
best language for my message? And how do I find and reach my Hispanic audience?

INTRODUCTION

The median age of the Hispanic population is 28 years 
old, younger than the median age of total U.S. 
population (37). This explains why Hispanics access 
media from every platform available and often lead the 
general market as early adopters of emerging 
technologies.

VIDEO FACTS

HISPANICS ARE YOUNG AND ADOPT 
EMERGING TECHNOLOGIES

$1.5
TRILLION 2015

$1.7
TRILLION 2020

Let’s take a look at some hard facts: 

27.3M U.S. Hispancs watch video on their smartphones.
15.2M U.S. Hispanics watch video on desktop.

Hispanics watch video:

On Desktop 21:14 Monthly hours (vs. non-Hispanics, 17:39hrs).
On Smartphone 5:31 Monthly hours (vs. non-Hispanics, 3:49hrs).

ONLINE
VIDEO VIEWERS
WATCH VIDEO 
FREQUENTLY
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Hispanics have a bigger presence in the online video 
consumption market. Additionally, Hispanics also 
index higher than the general population in various 
activities regarding online video: they watch digital 
video on their smartphones 12% more than non-
Hispanics, watch TV on their phones 11% more than 
total population, and stream on the go 7% more 
than non-Hispanics.  

As regards the adoption of new viewing platforms, 
Hispanics are shifting from TV to online video, 
increasing their mobile usage 53%, while their 
desktop usage grew 32%.

HISPANICS WATCH VIDEO ONLINE

OVER

7 IN 10
Feel connected to their
HISPANIC HERITAGE

73% Consume videos
that speak
TO THEIR HERITAGE
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MEDIUM ACCULTURATED LOWER ACCULTURATED

NOT WELL 5,769,443 63%

ONLY SPANISH 37%

ONLY ENGLISH 299,040 3%

VERY WELL 2,789,434 28%

WELL 6,448,618 66%

NOT WELL 269,658 3%

LANGUAGE USE BY ACCULTURATION LEVEL

Breakdown of online Hispanics by language 
consumption

ENGLISH DOMINANT 17,543,927 57%

SPANISH DOMINANT 7,794,428 25%

BILINGUAL 5,507,155 18%

HIGHER ACCULTURATED

ONLY ENGLISH 13,012,259 42%

VERY WELL 18,181,646 58%

LANGUAGE

When asked about their language preference, 57% said they preferred English, 25% said Spanish 
and the remaining 18% claimed to be bilingual. But use of English rises through the generations 
and Acculturation Levels. The mentioned percentages vary greatly if we look at Medium 
Acculturated Hispanics (66% speak English well and only 3% don't speak well), and Lower
Acculturated Hispanics (63% don't speak English well or fluently, and a further 37% only speak 
Spanish).



Although 57% of U.S. Hispanic population is English dominant, 7 in 10 Hispanics feel connected 
to their Hispanic heritage, and language consumption for video reflects this aspect. Close to 
their roots, 73% consume videos that speak to their heritage, touching them culturally and 
emotionally. Spanish dominant Hispanics visit an average of 10.5 sites/apps every month, 
while English dominant Hispanics visit an average of 7.1. When it comes to video, bilingual 
Hispanics spend over 11hrs weekly watching national content (vs. Spanish dominant 10hrs), 
while Spanish dominant Hispanics over-index in watching international content, accounting for 
5hs per week (vs. English dominant 2hrs). 

66% of second generation Hispanics and 60% of third generation Hispanics agree that ads that 
show multiple cultures are more likely to touch Hispanic audiences. 63% of second generation 
Hispanics state that they welcome ads targeted to Hispanics, and 65% of third generation think 
there should be more ads in English that speak specifically to Hispanics and Latinos.

When marketing to Hispanics, your company should ideally create content aimed at every 
Hispanic in the language or languages they feel more comfortable with.

How do I find and reach my Hispanic audience? This second question has to do with how to 
find and reach this enormous target audience. A good way to achieve this goal is to advertise 
on video websites. Why, you ask?

HISPANICS INFLUENCE OTHERS

Hispanics are more likely than the general population to regularly give advice about products 
or services they have purchased. They share their opinions on- and offline, be it face-to-face, 
by e-mail, writing in their blogs or posting comments in their own or the product brand’s 
Facebook page.

AT THE SAME TIME, HISPANICS ARE INFLUENCED BY OTHERS

Hispanics are also more open to receiving advice from others, and more likely to regularly seek 
advice. Of course, this advice can be received through virtually any medium imaginable: in 
person, by e-mail, through Facebook, by phone and a long list of etceteras.
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CONCLUSION

Since Hispanic consumers regularly watch online video, are more receptive to ads and are 
actively engaged in word-of-mouth and other ways of voicing their opinions and preferences, 
advertising in online video is a cost effective way of driving a company’s awareness and sales.

It is important, however, that once you have differentiated messages (addressing gender, age, 
language preference, location, etc.), you deliver them to the appropriate audience. 

CONTACT US

At Pulpo, we have the expertise and technology necessary to carry your message to the 
consumer it was designed for, maximizing the impact of your campaign and your ROI. If you 
want Hispanics to know about your product or service, contact us for a free 30-minute 
strategy session.

Sources:
• "How U.S. Hispanics consume online video," Yahoo Advertising, 2016
• "3rd-Generation U.S. Hispanics: Perception vs. Reality," Yahoo Advertising, 2016.
• "3rd Gen Hispanics: What Drives Them, Inspires Them, and How to Make the Brand Connection," Yahoo, 2016.
• "US Hispanic Online Video Consumption Study," Ipsos, 2016.
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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.
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