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Hispanic
Consumers
and Music
Music is a key component of Hispanic life and
Hispanics are among the most enthusiastic
consumers of music across a variety of genres
regardless of acculturation level. Having roots in
Mexico and various countries across Central America,
South America and the Caribbean, Hispanics are
diverse, speak multiple languages, and straddle
multiple cultures. There is no single narrative that
applies to those who identify themselves as Hispanic.
Some are recent immigrants who speak only Spanish,
some are descendants of families who immigrated
generations ago and speak only English, and some
speak Spanish and English with equal ease. One
thing that binds Hispanics together is a passion for
music.

20

Hispanics spend
hours a week listening
to music

97%
Hispanics say they listen
to music at least once a
week 3
1

94%

compared to
for the population
as a whole

54

million

Hispanics are the largest selfidentifying ethnic group in the
United States 1

Hispanics constitute
one of the fastestgrowing ethnic
groups in the country

17%

of
representing
the total US population

59%

of Hispanics are
under the age of 35.2

The sheer power of
Hispanic influence
on the music industry
is evidenced by the
November 2013 Latin
Grammy’s, which
attracted 9.8 million
viewers and made
Univision the #2
broadcast network
for the evening among
adults 18-34.

Source: U.S. Census Bureau 2014
Source: U.S. Census Bureau

2

Source: Nielsen Music 360: This report is a comprehensive in-depth survey of consumer interaction with music in the U.S.
Data was collected online from survey respondents age 13+ and based on self-reported recall on past actions, spending, and
current feelings.
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Spending
Trends
Hispanics are immensely important to the financial
health of the music industry. The average Hispanic
spends $135 per year on music, considerably more
than the average consumer, who spends $105
per year. Much of this difference is explained by
Hispanics’ love of live music and a cultural tradition
that values communal celebration. The one area
where Hispanics spend less than the population
as a whole is in satellite radio. As Latinos are
voracious consumers of musical content, satellite
radio providers have a considerable opportunity
to capitalize on this rapidly growing segment by
customizing product offerings to include Spanishlanguage content and specific home-country genre
favorites.

$72

Live Music

Hispanics spend $72
per year on concerts,
festivals and on cover
charges at small music
venues, compared
to $48 spent by the
average consumer.

$14
CDs

Hispanics spend $14
per year on CDs,
which is about average.

$13

Digital
Albums

On average Hispanics
spend $13 per year on
digital albums; $6 higher
than the average consumer.

$8

Satellite
Radio

4

The average Hispanic
spends $8 per year
on satellite radio,
compared to $12 a
year for the average
consumer.4

Source: Nielsen Music 360 report
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Digital

54%

Families remain the dominant social unit in the
Hispanic community and listening to music as a
family remains an important bonding experience.
Increasingly, online music is replacing traditional
ways of listening to music. For some Hispanics,
smartphones are a primary connection to the
Internet, so it is not surprising that mobile devices
are an important way to experience music.5 While
CDs are still a relevant option, online forms of
music are steadily expanding including songs from
personal music libraries (41%), online music videos
(40%) and streaming radio (34%).6 Hispanics
significantly outpace the total population with these
activities.
5

Source: Nielsen Mobile Insight Study, Q4 2012
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Source: Nielsen Music 360

of Hispanics share music through social
profiles, email and other platforms – far
above the 37% of the total population
that does so.

52%
of Hispanics say they “like” Facebook posts
from musical artists and bands (compared to
42% of the total population).

41%
of Hispanics say they comment on
Facebook posts from artists and band
(compared to 29% of the population).

Hispanics are avid consumers of music
videos and other digital formats, and
actively use social media to follow and
share information about their favorite
songs and artists with family, friends
and fellow fans.
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Accessing Music Digitally

24%

20%

24% of Hispanics use a PC desktop
and 20% use a laptop

79%

70%

79% of Hispanics own
smartphones, compared to 70%
of the total population 7

38%

26%

Popular Music
Streaming services
39%

PANDORA

31.3%

Pandora is the number one service,
with 39% of Hispanics listening in a
typical week.

YOUTUBE

35.7%
26.2%

YouTube is number two, with 35.7%
of Hispanics viewing and listening
it in a normal week (compared to
only 26.2% of the total population).

iHeartRadio

12.4%

total

10.7%

VEVO

9.7%

total

5.1%

most Hispanics use Android
phones 38% versus iPhones 26%

Source: Nielsen Music 360 report
7

Source: Cross Platform Report Q4 2013
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Radio

93.5%

Radio is an integral part of the Hispanic lifestyle
and shows no sign of abating. The Hispanic radio
audience has increased by more than 500,000
listeners over the past year. Over 40 million
Hispanics use the radio every week and unlike other
ethnic groups, the Hispanic audience skews male,
with men representing 53% of all Hispanic radio
listeners.

12 HOURS

Radio has a high
penetration among
Hispanics, with 93.5% of
all Hispanics reached
weekly.

67%
67% of all Hispanic radio
listening occurs outside
the home. major gains are
happening in the morning
drive daypart (6am-10am)
adding roughly 450,000
new Latino listeners in the
last year.

At Home

At Work

In Car

Hispanics listen to more than 12
hours of radio per week and the most
popular daypart is mid-day between 10
a.m. and 3 p.m.

Popular Radio Formats

Mexican
Regional
Pop Contemporary
Hit Radio

Source: RADAR 120, March 2014, M-SU 6AM-MID. RADAR Methodology
captures demographic information in all Nielsen PPM and Diary markets, as
well as County Coverage survey areas.
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16.9%
9.2%

Spanish
Contemporary

5%

Rhy thmic
Contemporary

7.4%
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Conclusion
The music preferences of Hispanic consumers
highlight a dynamic experience and place in
American culture. For Latino Americans, there is
no clear preference in a single genre, but rather the
higher spending trends of Hispanics compared to
the average consumer demonstrate an enthusiasm
for music in general, and the ability for music to
connect cultures. Hispanics take advantage of online
radio, smartphones, and other digital music forms
for ability to customize different playlists to not only
fit individual preferences, but the preferences of
family and friends as well.
Marketers are wise to take advantage of the role
music plays in uniting America’s largest ethnic group
by incorporating diverse music forms in campaigns,
like multilingual remixes or using snippets of more
than one genre. Additionally, Hispanics spend
significantly more on live music than the average
American, and are savvy users of social media as a
way to share musical taste and information, giving
an opportunity for brands to connect to Hispanic
consumers via these outlets.
For more information, visit www.nielsen.com.
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