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The leading digital platform for reaching 

and influencing Latinx audiences  

L AT I N X
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Applying 5+ years of multicultural 

learnings and products to an 

underrepresented audience

A F R I C A N  A M E R I C A N

Both Audiences Are:

Growing
Influential

Culturally Connected
Digital-First

Trusted Inner-Circle
Desire More Customized Messaging 

WHO WE ARE

H  C o d e B  C o d e



WHAT IS IT?
A  c o m p r e h e n s i ve ,  f i r s t - p a r t y  l o o k  a t  t h e  d i g i t a l  l i v e s  o f  

B l a c k  a n d  H i s p a n i c  A m e r i c a n s .

I n c l u d e s :

• W h e re  t h e y  s p e n d  t h e i r  t i m e  

• W h a t  t h e y ’re  d o i n g  

• W h o  t h e y ’re  s h a r i n g  w i t h

• H o w  m u c h  t i m e  t h e y ’re  s p e n d i n g

• W h a t ’s  i m p o r t a n t  w h e n  r e a c h i n g / m e s s a g i n g

• H o w  t h e y  f e e l  a b o u t  t h e  a d s  t h e y  s e e

• W h a t  b ra n d s  a r e  d o i n g  r i g h t / w ro n g  w h e n  i t  c o m e s  t o  

m u l t i c u l t u ra l  m a r ke t i n g /a d ve r t i s i n g

2 0 2 0  S A V E D  H E R E
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D I G I T A L  F A C T  P A C K  2 0 2 1

https://www.dropbox.com/s/6c8dkamkicmsu0l/H%20Code_2020%20Hispanic%20Digital%20Fact%20Pack.pdf?dl=0


A YEAR LIKE NO 
OTHER

D I G I T A L  F A C T  P A C K  2 0 2 1
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Increasingly engaged community online both with loved ones as well as with brands.

Adopting new technologies and looking to connect with advertisers.

A year of challenges highlight the path to opportunity. 



WHAT HAS CHANGED?
W H A T  D E V I C E  D O  Y O U  U S E  T O  C O N N E C T  T O  T H E  I N T E R N E T ?

D I G I T A L  F A C T  P A C K  2 0 2 1
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8 3 % 6 5 % 4 4 %
Smartphone

8 9 %
Laptop

7 0 %
Smart TV

5 1 %
Tablet

4 7 % 4 5 %

HISPANIC BLACK AMERICAN
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REFRIGERATOR

3 2 %
SPEAKER

5 3 %

MICROWAVE

3 0 %

WASHER/DRYER

2 6 %
VACUUM

2 3 %
DOORBELL/SECURITY CAMERA

2 2 %

SURGE IN SMART DEVICE OWNERSHIP
W H A T  S M A R T  D E V I C E S  D O  Y O U  H A V E ?

3 6 % 3 1 % 3 3 %

2 8 %2 5 %2 8 %

HISPANIC BLACK AMERICAN



GAMING & ESPORTS
D I G I T A L  F A C T  P A C K  2 0 2 1

69%

Own a Gaming Console, 

PlayStation (39%/38%) being 

the most popular, followed 

by Xbox (34%/29%) and 

Switch (29%/22%)

40%

Play videogames on their 

smartphone 

58%

Prefer playing videogames with 

others rather than by 

themselves, especially with their 

own friends online

37%

Watch eSports regularly, and 

their favorite platforms to do 

so is through Cable TV, 

YouTube, and Twitch

77%

of gamers are playing more 

than 3 hours a week than 

what they did last year
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64% 31% 53% 31% 74%

HISPANIC BLACK AMERICAN



CORD CUTTERS

D I G I T A L  F A C T  P A C K  2 0 2 1

T h e  p a n d e m i c  h a s  f o r c e d  H i s p a n i c s  a n d  B l a c k  A m e r i c a n s  t o  s p e n d  t i m e  i n d o o rs  a n d  f i n d  

w ay s  o f  e n t e r ta i n i n g  t h e m s e l v e s ,  l e av i n g  c a b l e  b e h i n d  a n d  s w i t c h i n g  t o  c o n n e c t e d  T V  

o p t i o n s .

55%

Have a cable subscription, a decrease 

of 10% and 13% from last year for 

Hispanics and Black Americans 

respectively

73%

Own a smart TV, an increase of 4% 

from last year for both audiences

48%

Own a streaming media device, a 

decrease of 9% from last year for 

both audiences
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54% 74% 46%

HISPANIC BLACK AMERICAN
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WHICH CONNECTED TV PLATFORMS/SERVICES DO
YOU USE?

BLACK AMERICAN HISPANIC AMERICAN

AMAZON PRIME VIDEO 44%  ↑23% 45% ↑11%

CBS ALL ACCESS/PARAMOUNT+ 16% ↑80% 10%  ↑59%

DISNEY+ 35% 43%

HBO MAX 22% 19%

HULU / HULU WITH LIVE TV 38% ↓7% 36%  ↓9%

NETFLIX 64%  0% 73% ↑1%

YOUTUBE TV 27%. ↓2% 19% ↓25%

STREAMING SERVICES
D I G I T A L  F A C T  P A C K  2 0 2 1



FAVORITE SOCIAL NETWORKS

D I G I T A L  F A C T  P A C K  2 0 2 1
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7 7 % 7 7 % 7 4 % 6 7 % 6 7 % 6 8 % 4 4 % 4 2 % 4 0 % 3 7 % 3 9 % 4 3 %

HISPANIC BLACK AMERICAN

7 %  8 % 1 %  5 % 1 0 %  3 % 11 %  2 % 6 %  1 8 % 11 5 %  2 9 0 %

Y E A R  O V E R  Y E A R  G R O W T H



BRANDS, COMMUNITY & VALUES
D I G I T A L  F A C T  P A C K  2 0 2 1

F o r  B l a c k  a n d  H i s p a n i c  A m e r i c a n s ,  b r a n d  v a l u e s  a r e  o f  u p m o s t  i m p o r t a n c e  a s  t h e y  l o o k  t o  e n g a g e  w i t h  

t h o s e  w h o  s u p p o r t  t h e i r  c o m m u n i t y  o r  t a k e  t h e  t i m e  t o  u n d e r s t a n d  w h a t  m a t t e r s  m o s t  t o  t h e m .  

7 6 %  8 2 % A R E  M O R E  L I K E LY  T O  B U Y  
F R O M  A  B R A N D  T H AT  S H A R E S  T H E I R  
VA L U E S

6 6 %  6 5 % U S E  S O C I A L  M E D I A  T O  S H A R E  
M E S S A G E S  H E L P I N G  T H E  C O M M U N I T Y
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6 8 %  6 7 % B E L I E V E  I T  I S  I M P O R TA N T  F O R  
B R A N D S  T O  B E  S O C I A L LY  R E S P O N S I B L E

HISPANIC BLACK AMERICAN





BACKGROUND

T H E  C H A L L E N G E
Due to COVID-19 Universal Pictures 
decided, for the first time, to skip a 
theatrical release and release Trolls World 
Tour directly to video on demand. Universal 
Pictures was looking to drive awareness 
and purchase intent among Latinx parents 
for Trolls World Tour. 

T R O L L S  W O R L D  T O U R  
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TIMETABLE
T R O L L S  W O R L D  T O U R  

S U R V E Y  1
Pre-Release
April 7, 2020 to April 9, 2020

S U R V E Y  2
Post-Release

April 14, 2020 to April 16, 2020

Are you planning on 
buying Trolls when it 

comes out?

Did you purchase 
Trolls when it came 

out?

L A U N C H
April 10, 2020

TA R G E T  A U D I E N C E
Latinx Parents A25-49

Children A6-11
Video on Demand users
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30%

40%

10%
15%

5%

D E F I N I T E L Y P R O B A B L Y M I G H T  N O T P R O B A B L Y  N O T D E F I N I T E L Y  N O T

ARE YOU PLANNING ON RENTING TROLLS WORLD TOUR AT HOME ON 
DEMAND FOR $19.99 WHEN IT  BECOMES AVAILABLE?

PRE-RELEASE
T R O L L S  W O R L D  T O U R  
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Results

MEDIA 
RESULTS

T R O L L S  W O R L D  T O U R  

H Code ran a cross-device High Impact Media and CTV campaign on the opening weekend 

of Trolls World Tour, to drive awareness and purchase intent. 
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POST-RELEASE
T R O L L S  W O R L D  T O U R  

23%

77%

YOU MENTIONED YOU WERE PLANNING ON PURCHASING TROLLS WORLD TOUR ON A
PREVIOUS SURVEY WHEN IT WAS RELEASED ON FRIDAY APRIL 10TH. DID YOU

PURCHASE IT? 

YES NO
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WELLS FARGO

SUMMER 
FOOD BANK

C A S E  S T U D Y

A n  I n t e g r a t e d  M a r k e t i n g  C a m p a i g n :  
S o c i a l  I n f l u e n c e r s  &   H i g h  I m p a c t  M e d i a  C o n t e n t  A m p l i f i c a t i o n
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I N T E G R A T E D  C A S E  S T U D Y

S U M M E R  F O O D  B A N K

S T R AT E G Y

We worked closely with Wells Fargo to develop a cross-device, integrated 
influencer and digital media strategy that drove brand awareness and 

sentiment during difficult times. 

WELLS FARGO
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https://www.youtube.com/watch?v=Wwnl6B9X6vY


TRENDS LEARNED FROM COVID-19

P O D C A S T S I N T E R A C T I V E  V I D E O
A D V E R T I S I N G

S H O R T - F O R M
E N T E R T A I N M E N T

I M M E D I A C Y  &
C O M F O R T

L I V E  S T R E A M I N G
&  V O D
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A I
M A R K E T I N G
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Q+A
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T H A N K  Y O U

LOCATIONS

New York, NY Chicago, IL San Francisco, CA San Salvador, El SalvadorSanta Monica, CA Mexico City, Mexico
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