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MC Majority (GEN Z), The 1Bl
A Few Gen XerseéeAll Throught
Building on 20,500+ HMC consumer touchpoints to-date
2023NATO6L ONLINE QUAMNT
4,600 13-24s (Gen Z) + 25-49s (Millennials/Xers)
= Hispanics, NH Blacks, NH Whites, NH Asians*
2023 QUALITATIVE ICANTAR
e s sy thinknow
Televisa
Univision

HISPANI‘
T MARKETIN
* Except AAPI teens (200 v 400) due to lower incidence COUNCIL 2
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MEDI Ao

REFLECTS, REPRESENTS, AMPLIFIE
& YES, CREATES CULTURE

A Some Basics
A 7 Meaningful Insights
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2023 Media Basics

Thedevi ces we useeSome
new again (flip phones, MP3 players, portable

gaming systems)

How we spend our media/entertainment

time differs between adults & teens

#1 way we discover & watch long form TV/
movie content has changed since 2018

Most used apps fore
A Long form & short form video
A Social media platforms

Source: Pexels Free Download
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Surprise! 2023 Teen Smartphone Dalily
Usage -19% v 2020 (72% v 89%) |

More teens using nNno I nternet\,
phones (Gabb, Troomi, Bark, etc.) b Y Own Ofr parent O} &
ARetro flip phon(eogwihiyZKéashion) t h  Ge n Z

Adult yesterday usageflat( 89 % v 92% 620)

Smartphones (our BFF) & TVS (cozy trusted companion), while
down v 2020, remain top 2 devices used daily

)

Devices Used Yesterday (13-49)
Smartphones TV

2018 2020 2023 | 2018 2020 2023
92% 91% 83% | 84% 86% 79%

em @ Pic Credit: Camilla Cabello/Wikipedia y

| @uhhmmily - Follow

can we bring back flip phones so we have to press a

2023 & 2020 Y1/2018 S8b: Devices personally used yesterday? 2023 BASE: ALL RESPONDENTS: 4,600 13-49s bUttOh mu |t|p|e times to gE"t the desired |et‘ter_ maybe
HISPANI (3,200 18-49s + 1,200 13-17s)/2020: 2,418 13-49s (1198 13-17s + 1220 25-49s)/2018: 3,484 13-49s (2,393 18- | |d |
MARKETIN 49s + 1091 13-17s) TV usage is a cume of: include watching TV on a non-smart or smart TV, via a digital peop e Wou say ess
COUNCIL antenna, via using a stick/box to stream.
9:42 PM - Jan 31, 2023 @
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MP3 Player Last 7 Day Usage + 62%
0 2100 2u3%t021%13495€ Wh'y ?

No adsé

NThe ads (on Spoti@ag)s24a0dr ove me\ Il hsaneo
AW th an MP3, I donot have to deal wi t h
come with radmae25&) f ee appso

Styl eé
NThe appeal of MP3wae B2 the retr
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Sources: Vice Media Qualitative interviews on rise of MP3 players (May, 2022)
2023 SC14a/2020 SC13b2018 S8hb: Devices personally used last 7 days? 2023 BASE: ALL RESPONDENTS:
4,600 13-49s (3,200 18-49s + 1,200 13-17s)/2020: 2,418 13-49s (1198 13-17s + 1220 25-49s)/2018: 3,484
13-49s (2,393 18-49s + 1091 13-17s). Usage went from 13% 2020 to 21% 2023 for 13-49s

©2023 Hispanic Marketing Council. All Rights Reserved.
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Last 7 Day Usage of Portable Gaming
Devices Growing, Consoles Declining

+59% v 2020 with 13-49s (16% 2020/26% 2023)

More gaming going cloud based

A Can play remotely on almost any device (TV, tablet,
s mar t p hexpengi¢e console not required

Why Is portable growing?

A Can go anywhere

A Unique, immersive experiences consoles/smartphones
canot offer

A Designed specifically for gaming (unlike phones)

A Retro nostalgia for gamers who grew up with devices
such as Game Boy or Game Gear

2023 SC14a/2020 SC13b2018 S8h: Devices personally used last 7 days?
2023 BASE: ALL RESPONDENTS: 4,600 13-49s (3,200 18-49s + 1,200 13-17s)/2020: 2,418 13-49s(1198 13-17s + HISPANI

1220 25-49s) ‘
COUNCIL !

© 2018: 3,484 13-49s (2,393 18-49s + 1091 13-175) MARKETIN

Pic Credit: ChargerLab
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-~ WED 9/21 @ STREAM ON hulu -
_ - Pic Credit: IMDB

SM: 15%

Metaverse: 7%
BEING SOCIAL ON

SOCIAL MEDIA/ METAVERSE

SM: 15%
Metaverse: 11%

FULL LENGTH TV SHOWS/
MOVIES

LONG/SHORT FORM VIDEOS

Short Form: 14% Short Form: 15%

Long Form: 14%

Long Form: 13%

2023 M1.: What % of your media & entert ai Avallodation sSummearyY ESTERDAY H\lspAN'
BASE: ALL RESPONDENTS: 4,600 13-49s (3,200 18-49s + 1,200 13-17s)

MARKETIN
©2023 Hispanic Marketing Council. All Rights Reserved.

Adults More Dally Time With TV Content, Teens

More nNnBei ng nSoci al o,
% Medi a/ Entertal nment TI
Adults Teens
PLAYING GAMES 139% 15%
ST e 14% 14%

W
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In 2023, #1 Way We Watch TV/Movies IS
Via Paid Streaming Apps Such as
Netfli xe #2, Free A

Ways To Watch Full-Length TV Shows/ Movies
Currently Use é (13-49s)

SVOD such as Netflix or Disney+ 69%
AVOD such as Pluto, FREEVEE or Vix 45040

Paid cable, fiber optics or satellite TV multichannel
subscription such as Optimum or DirecTV 42%

Paid streaming TV multichannel subscription A2
such as Sling or YouTube TV

iPay-as-you-g 0 0 aspagh as Prime Video or VUDU 31%
OTA digital antenna (broadcast channels only) 15%

Teens 31% mor e l-asiorigy Ot @Pp e adufis)P a

A éAsians 45% |l ess | i kel

A Asians 29% less likely to watch via paid multichannel subscriptions
(cable, satellite or streaming)

2023 TVM1: Which of these ways to watch full-length TV shows & movies do you currently use?
SVOD askedas ipai d online app subscription such as Netflix or Dils_limglg+,
supported online streaming apps such as Pluto, Freevee, et c . O ANI

Pic Credit: BigStock Photo ©2023 Hispanic Marketing Council. All Rights Reserved. COUNC'*

/I AV O
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BASE: ALL RESPONDENTS: 4,600 13-49s (3,200 18-49s + 1,200 13-17s) MARKETIN



Adults Spend 40% More Daily Time With SVOD v Teens

(35% v 25%)

Teens 16% more dally time with Live + TS broadcast/cable/sat (36% v 31%)
ATeen broadcast/ cabl e/ sat yest-QBr(essavy3 3V 6 W8 ntgo 29 W Vv
A Teen pay-as-you-go & TV channel apps also slightly higher v adults (10% v 8 %)

% Full-length TV Show/Movie Time Yesterday Spent Withé
TEENS ADULTS

2023
8%

Pay-as-you-go 8%

(eg Prime or VUDU)
e AVOD

SVOD

B Unofficial Sites
TV Channel Apps

Live + Time Shifted
Broadcast/Cable/Sat 36%

HISPANIC 2023: TVM2/2020: TVM1a/2018: TVM8 Think about the full-length TV shows or movies you watched YESTERDAY, on any device. What % of yourfull-l engt h TV show/ movie time was spent with©¢
MA(?(')(ELI(I;II(E BASE: ALL RESPONDENTS: 2023: 4,600 13-49s (3,200 18-49s + 1,200 13-175)/2020: 2,418 13-49s (1198 13-17s + 1220 25-49s) 2018: 3,484 13-49s (2,393 18-49s + 1091 13-175) 10
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Netflix Remains #1 Paid or Free
Streaming App Used by All (13-49s)

/70% use |1t eBl a®k Hspane adsllts| e s
MOSt (78%)
AYouTube (53%) Disney+ (52%) #2/

<50s use many other streaming services as well In
2023 (paid + free)

A In 2020, most used 7-8 services
Aln 2023, 18 for teens-491&8(14) or a

TVMA4. Which of these paid or free TV streaming apps do you use? 2023
BASE: ALL RESPONDENTS 4,400 13-49s (3,200 Adults 18-49 + 1,400 13-17s)

©2023 Hispanic Marketing Council. All Rights Reserved.
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EVERY DAMN STREAMING SERVICE VIDEO

12



AdultsUse MostTop St

reami ng Apps at HiI g

eexcept Appl e TV+;
AéAnd, YouTube, which

2%
50% 53% W 52%

% USE S

teen @wesvape 30% hi gher
teens & adults use at s1 miI | a

REAMING APP

45% 0
42/”

NETFLIX DISNEY+ YOU TUBE APPLE TV+ HULU PRIME VIDEO MAX PARAMOUNT+

HISPANI
TVM4. Which of these paid or free TV streaming apps do you use? 2023 BASE: ALL RESPONDENTS 4,400 13-49s (3,200 Adults 18-49 + 1,400 13-175s) MAREE-HNC 3
1
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Hispanics Use Netflix, Disney+, HULU, MAX More v Non-Hispanics

% USE STREAMING APP (13-49s)

44% -
" }
X

NETFLIX DISNEY+ HULU MA

4%
68%

57%

- HISPANICS

-0
HISPANICS

01% 49%

Exceptf or Net fl 1 x, DiIsney+, YouTubeéAsi ans had |
BET+, TUBI more popular with Blacks v non-Blacks (28% v 14%)
Pluto stronger with Blacks & Hispanics (20%) v. Whites/Asians (14%)

HISPANI

14
©2023 Hispanic Marketing Council. All Rights Reserved. COUNC'*

TVM4. Which of these paid or free TV streaming apps do you use? 2023 BASE: ALL RESPONDENTS 4,400 13-49s (3,200 Adults 18-49 + 1,400 13-17s) (28% v. 13% BET+/16% TUBI) MARKETIN



Netflix Remains Strong #1 in Yesterday SVOD Viewing

However, Netflix, HULU, Prime, Disney+ declined as newer players fragmented viewing

Aln 2020, 4 services = 92% of all @EBAsRBlosyyest er da:
A As of 2023, MAX, Paramount+, ESPN+, AppleTV+ picked up 28% of yesterday SVOD viewing

% Yesterday SVOD Tianms) Spent Withe©é
2020 2023 +/-v s . 020
Netflix 43% 30% -30%
HULU 16% 13% -19%
Prime Video 19% 12% -37%
Disney+ 14% 11% -21%
92% 66% -26%
MAX NA 9%
Paramount+ NA 7%
ESPN+ NA 6%
Apple TV+ NA 6%
92% 94%

2023: TVM3/ 202 0 : M1 b :

What % of your time with online PAID subscription services yesterday was withée? HISPANI
BASE: THOSE SPENDING TIME WITH PAID SUB. APPS YESTERDAY: 2023: 3,719 13-49s (2,545 18-49s + 1,167 13-17s)/2020: 2,005 13-49s (1002 13-17s + 1003 25-49s)
Teen & Adult % generally similar by platform unless noted. 15

MARKETIN
©2023 Hispanic Marketing Council. All Rights Reserved. COUNCIL



YouTube #1 In Yesterday AVOD Viewership

Strongest with Asians (55% 13-49 v 31% non-Asians )
A All other AVOD platforms <10% each

2023: TVM3a What % of your time with FREE AD supported streaming services yesterday was with:
BASE: THOSE SPENDING TIME WITH FREE APPS YESTERDAY:2,839 13-49s (1,823 18-49s + 1,006 13-17s) HISPANIC
Teen & Adult % generally similar by platform unless noted. MARKETING

Pic Credit: PEXELS FREE DOWNLOAD ; ©2023 Hispanic Marketing Council. All Rights Reserved. COUNCIL
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YouTube #1 SM Platform & Growing, Yet Most View as
Entertainment Platform (eg: Netflix)

More SM platforms grew with adults as they broadened their SM portfolios, especially TikTok

Only YouTube and WhatsApp** grew with teens 2020 - 2023
A FYI, WhatsApp skews Hispanic (48% v 39% total 13-49s)

Socilal Media Platforms Used

Teens Adults
2023 +/-v 6 3 R023 +-v 0620

YouTube 74% 80%

Facebook 54% -24% /5% -18%

Instagram 61%  -24% 2%
TikTok 49%  +/-0% 55% |+139%

Twitter 37%  -46% 50%  +/-0%
Snapchat 37% -46% 46% -4%

WhatsApp* 39% 39%

Pinterest 16%  -58% | 34%  -17%

* Al so, many view Ti kTok as more of a short form video entertailnment <coc
HISPANI ** WhatsApp Skews Hispanic 48% v. 39% total 13-49 (Hisp. V total index: 123)
MAggELIgIL 2023 OV1/2020 M3/2018: SM6 Below are different social media/virtual media apps. Select the icons for the PLATFORMS you use. BASE SM users/(2023: 4,043 13-49s; 3,074 18-49s

+ 1,330 13-17s)/(2020: 2,297 13-49s; 1,175 25-49s + 1,122 13-17s)/(2018: 3,199 13-49s; 2,178 18-49s + 1,021 13-175s) 17
©2023 Hispanic Marketing Council. All Rights Reserved.



Facebook & Instagram:
OBESTO For
Discovery

Teens Adults

Facebook 31% 359%
Instagram 36% 33%

YouTube 18% 12%
TikTok 9% 12%

brands/services/products? BASE: THOSE EVER PURG@BASED VIA Pic Credit: PEXELS free download
SM: 3,162 13-49S (2,155 18-49s + 1,005 13-17s

‘S6a. Which social media site is BEST for finding out aqut new



