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Hispanics Are Mobile-first
F O R  E N T E R TA I N M E N T,  C O N N E C T I V I T Y  A N D  P U R C H A S E S

2Source:2021 November Cord Evolution, Hispanic A18+, Base A18+.  Mobile device based on smartphone or tablet. Agree statements based on top box, agree completely.
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Mobile-First 

Consumers

W E  S E T  O U T  T O  U N D E R S TA N D :

What Does This Mobile-first Consumption Mean for Brands?
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K E Y  A R E A S  O F  D I S C O V E R Y

1. What Role Does Language Play 

in Mobile Content Consumption?

2. What Content Genres Pop 

for Hispanics vs. Non-Hispanics?

3. Does Language Impact

Mobile App Usage? 



1.WHAT ROLE DOES LANGUAGE PLAY  IN MOBILE CONTENT CONSUMPTION?

Regardless of Acculturation Level, When Given a Choice 
Hispanics Choose to Consume Content in Spanish

4

On average, across the week:

Note: mobile web
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E N G L I S H S P A N I S H Nearly

40%
of content consumed

by Hispanic Gen Z 

and Millennials is 

in Spanish
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2 .
W H A T  C O N T E N T  
G E N R E S  P O P  F O R  
H I S P A N I C S  &  
N O N - H I S P A N I C S ?

Food & Drink Pops 
for Hispanics                   
While News Pops 
for Non-Hispanic 
While

Note: mobile web

Content Interest: IAB Categories 

H I S P A N I C N O N - H I S P A N I C

Arts & 

Entertainment
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Arts & 

Entertainment
87%

Food & Drink 72% Sports 78%

Sports 71%
Technology 
& Computing

73%

Technology 
& Computing 

71% Society 71%

Style & Fashion 70% News 69%

Society 69% Style & Fashion 69%



3 .  D O E S  L A N G U A G E  I M P A C T  M O B I L E  A P P  U S A G E ?  

When Content is Not Available in Language,                                      
the Journey Does Not Stop for Hispanic Consumers
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+72% 
Index for App Usage Overall

Hispanics account for 31% of App 

Usage, only 18% of population

QSR 
Example
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ONLY 

Delivery 
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ONLY 
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App Usage among Hispanic Consumers

E N G L I S H S P A N I S H



Mobile-First 
Consumers

Key Takeaways
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K E Y  A R E A S  O F  D I S C O V E R Y TA K E A W A Y S

3. Does Language Impact

Mobile App Usage? 

When Content is Not Available in Language,

The Journey Does Not Stop for 

Hispanic consumers

1. What Role Does Language 

Play in Mobile Content 

Consumption?

Regardless of Acculturation 
Level, When Given a Choice, 

Hispanics Choose to 

Consume Content in Spanish

2. What Content Genres 
Pop for Hispanics vs.

Non-Hispanics?

Food & Drink Pops                                 
for Hispanics                                                
While News Pops for Non-Hispanic



Thank You
F O R  M O R E  I N F O R M AT I O N ,  P L E A S E  R E A C H  O U T:

Carla Kelly
SVP, Client Partnerships

Carla.Kelly@nbcuni.com


