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2* Except AAPI teens (200 v 400) due to lower incidence

MC Majority (GEN Z), The óBridgeô Gen (Millennials) +
A Few Gen XerséAll Through a Cultural Lens
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2023 NATôL ONLINE QUANT
4,600 13-24s (Gen Z) + 25-49s (Millennials/Xers)

= Hispanics, NH Blacks, NH Whites, NH Asians*

2023 QUALITATIVE
48 respondents (24 Gen Z/24 Millennials)

In-home pairs (Hispanic/Black/White/Asian)

Building on 20,500+ HMC consumer touchpoints to-date 



MEDIA¤
REFLECTS, REPRESENTS, AMPLIFIES 

& YES, CREATES CULTURE 
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ÅSome Basics

Å7 Meaningful Insights
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2023 Media Basics

How we spend our media/entertainment 
time differs between adults & teens

The devices we useéSome things old are 
new again (flip phones, MP3 players, portable 
gaming systems)

#1 way we discover & watch long form TV/ 
movie content has changed since 2018
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Source: Pexels Free Download

Most used apps foré 
ÅLong form & short form video
ÅSocial media platforms
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2023 & 2020 Y1/2018 S8b: Devices personally used yesterday? 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) TV usage is a cume of: include watching TV on a non-smart or smart TV, via a digital 

antenna, via using a stick/box to stream.

More teens using ñno internet, no social mediaé ñDumbò 
phones (Gabb, Troomi, Bark, etc.) by own or parentôs choice

Pic Credit:  Camilla Cabello/Wikipedia

Surprise! 2023 Teen Smartphone Daily 

Usage -19% v 2020 (72% v 89%)

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

Devices Used Yesterday (13-49)

Smartphones TV

2020 2023

83%

2018

91%92% 79%
2018

86%84%

2020 2023

ÅRetro flip phones ñinò with Gen Z (along with Y2K fashion)

Adult yesterday usage flat (89% v 92% ó20)

©2023 Hispanic Marketing Council. All Rights Reserved.
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Sources: Vice Media Qualitative interviews on rise of MP3 players (May, 2022)

2023 SC14a/2020 SC13b2018 S8b: 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

MP3 Player Last 7 Day Usage + 62%         

ó20 ïó23(13% to 21% 13-49s)é Why?

No adsé
ñThe ads (on Spotify) drove me insaneò (Male, 18-24)

ñWith an MP3, I donôt have to deal with annoying ads that 
come with radio & fee appsò (Male, 25-29)

Styleé
ñThe appeal of MP3s is the retro styleò (Male, 18-24)

ñThe digital audio players do consider aesthetics, which I 
appreciateò (Female, 35-39)

Allowed in ñsmartphone freeò zones 
ñMy employer allows us to listen to music with headphones, 
but forbids anything with a cameraò (Female, 35-39)

ñMost professors will let you have them (MP3s) because you 
canôt look up answers on it, but you can record the lecturesò 
(Male, 25-29)

©2023 Hispanic Marketing Council. All Rights Reserved.
Pic Credit:  BigStock Photo
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Last 7 Day Usage of Portable Gaming 

Devices Growing, Consoles Declining

ÅCan go anywhere

ÅUnique, immersive experiences consoles/smartphones 

canôt offer

ÅDesigned specifically for gaming (unlike phones)

ÅRetro nostalgia for gamers who grew up with devices 

such as Game Boy or Game Gear

2023 SC14a/2020 SC13b2018 S8b: 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)
Pic Credit: ChargerLab

More gaming going cloud based

Why is portable growing?

ÅCan play remotely on almost any device (TV, tablet, 

smartphone)éexpensive console not required

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

©2023 Hispanic Marketing Council. All Rights Reserved.
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Adults More Daily Time With TV Content, Teens 

More ñBeing ñSocialò, Watching Videos, Gaming

2023 M1:  What % of your media & entertainment time YESTERDAY was spenté? ïAvg. allocation summary?

BASE: ALL RESPONDENTS: 4,600 13-49s (3,200 18-49s + 1,200 13-17s)

Pic Credit: IMDB

BEING SOCIAL ON 
SOCIAL MEDIA/ METAVERSE

FULL LENGTH TV SHOWS/ 
MOVIES

LONG/SHORT FORM VIDEOS

LISTENING (MUSIC, 
PODCASTS ETC.)

PLAYING GAMES

% Media/Entertainment Time Yesterdayé

Adults Teens

27%

24%

22%

14%

13%

29%

16%

26%

14%

15%

Short Form: 14%

Long Form: 13%

SM: 15%

Metaverse: 7%

Short Form: 15%

Long Form: 14%

SM: 15%

Metaverse: 11%

©2023 Hispanic Marketing Council. All Rights Reserved.
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In 2023, #1 Way We Watch TV/Movies is 

Via Paid Streaming Apps Such as 

Netflixé #2, Free AVOD Apps

2023 TVM1: Which of these ways to watch full-length TV shows & movies do you currently use? 

SVOD asked as ñpaid online app subscription such as Netflix or Disney+, etc.ò/AVOD asked as ñFree ad 

supported online streaming apps such as Pluto, Freevee, etc.ò

BASE: ALL RESPONDENTS: 4,600 13-49s (3,200 18-49s + 1,200 13-17s)

Teens 31% more likely to use ñPay-as-you-goò apps (38% v 29% adults)

Ways To Watch Full-Length TV Shows/ Movies 

Currently Use é(13-49s)

Paid cable, fiber optics or satellite TV multichannel 

subscription such as Optimum or DirecTV 

OTA digital antenna (broadcast channels only) 

Paid streaming TV multichannel subscription 

such as Sling or YouTube TV 

SVOD such as Netflix or Disney+ 

ñPay-as-you-goò apps such as Prime Video or VUDU 

AVOD such as Pluto, FREEVEE or Vix

42%

42%

15%

31%

69%

45%

©2023 Hispanic Marketing Council. All Rights Reserved.

Å éAsians 45% less likely
Å Asians 29% less likely to watch via paid multichannel subscriptions 

(cable, satellite or streaming) 

Pic Credit:  BigStock Photo



Adults Spend 40% More Daily Time With SVOD v Teens 
(35% v 25%)

2023: TVM2/2020: TVM1a/2018: TVM8 Think about the full-length TV shows or movies you watched YESTERDAY, on any device. What % of your full-length TV show/movie time was spent withé

BASE: ALL RESPONDENTS: 2023: 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)

ÅTeen broadcast/cable/sat yesterday viewing +24% v ô20; Adults -9% (less v -33% ó18 to ô20)  
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TV Channel Apps

Pay-as-you-go 

(eg Prime or VUDU)

Unofficial Sites

AVOD

SVOD

Live + Time Shifted

Broadcast/Cable/Sat

TEENS ADULTS

36%

25%

13%

10%

10%

6%

2023

31%

35%

13%

8%

8%

5%

2023

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

Teens 16% more daily time with Live + TS broadcast/cable/sat (36% v 31%)

Å Teen pay-as-you-go & TV channel apps also slightly higher v adults (10% v 8 %) 

©2023 Hispanic Marketing Council. All Rights Reserved.
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Netflix Remains #1 Paid or Free 

Streaming App Used by All (13-49s)

70% use itéBlack teens least (59%) Hispanic adults 
most (78%)

<50s use many other streaming services as well in 
2023 (paid + free)
Å In 2020, most used 7-8 services

ÅIn 2023, 18 for teens, 23 for adultséAsians 13-49, less (14) 

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)

Pic Credit:  PEXELS FREE DOWNLOAD

ÅYouTube (53%) Disney+ (52%) #2/#3 óusedô

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



Adults Use Most Top Streaming Apps at Higher Levels v Teensé

13

éexcept Apple TV+; teen usage 30% higher v adults (43% v 33%)é
ÅéAnd, YouTube, which teens & adults use at similar levels.

©2023 Hispanic Marketing Council. All Rights Reserved.

TEENS ADULTS

64% 72%

NETFLIX

50% 54%

DISNEY+

53% 52%

YOU TUBE

43%
33%

APPLE TV+

35%
51%

HULU

31%
45%

PRIME VIDEO

25%
42%

MAX

22% 30%

PARAMOUNT+

% USE STREAMING APP

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)



Except for Netflix, Disney+, YouTubeéAsians had lower usage of streaming apps

14
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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)

BET+, TUBI more popular with Blacks v non-Blacks (28% v 14%)

Pluto stronger with Blacks & Hispanics (20%) v. Whites/Asians (14%)

Hispanics Use Netflix, Disney+, HULU, MAX More v Non-Hispanics

HULUDISNEY+

HISPANICS

NON-

HISPANICS

74%
68%

NETFLIX

% USE STREAMING APP (13-49s)

MAX

57%
51% 49%

44%
40%

36%



Netflix Remains Strong #1 in Yesterday SVOD Viewing

2023: TVM3/2020: M1b:  What % of your time with online PAID subscription services yesterday was withé?

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.

However, Netflix, HULU, Prime, Disney+ declined as newer players fragmented viewing
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ÅIn 2020, 4 services = 92% of all SVOD yesterday viewing, in 2023é66% (26% share loss)

ÅAs of 2023, MAX, Paramount+, ESPN+, AppleTV+ picked up 28% of yesterday SVOD viewing 

94%92%

% Yesterday SVOD Time Spent Withé (13-49s) 

Netflix

HULU

Prime Video

Disney+

MAX

ESPN+

Apple TV+

-30%30%

2023 +/- vs. ó20

-19%13%

-37%12%

-21%11%

9%

6%

6%

2020

43%

16%

19%

14%

NA

NA

NA

Paramount+ 7%NA

-26%66%92%

©2023 Hispanic Marketing Council. All Rights Reserved.
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YouTube #1 in Yesterday AVOD Viewership 

Pic Credit: PEXELS FREE DOWNLOAD

Strongest with Asians (55% 13-49 v 31% non-Asians )

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)    

Teen & Adult % generally similar by platform unless noted.

ÅAll other AVOD platforms <10% each

©2023 Hispanic Marketing Council. All Rights Reserved.



Only YouTube and WhatsApp** grew with teens 2020 - 2023

YouTube #1 SM Platform & Growing, Yet Most View as 

Entertainment Platform (eg: Netflix)
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* Also, many view TikTok as more of a short form video entertainment content platform vs. a ñsocialò platform

** WhatsApp Skews Hispanic 48% v. 39% total 13-49 (Hisp. V total index: 123) 
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 13-17s)

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

Teens

+/- v ó202023

Adults
+/- v ó202023

Facebook 

Instagram 

YouTube 

Snapchat 

TikTok 

Twitter

Pinterest

WhatsApp*

-58%16%

39%

-46%37%

-24%61%

54%

74% +7%

-24%

49% +/-0%

37% -46%

+35%

+29%80%

-18%75%

72% +6%

50% +/-0%

55% +139%

46% -4%

39% +3%

34% -17%

Social Media Platforms Used

Å FYI, WhatsApp skews Hispanic (48% v 39% total 13-49s)

©2023 Hispanic Marketing Council. All Rights Reserved.
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Facebook & Instagram: 
óBESTô For Brand 

Discovery

Teens

31%Facebook

Instagram 36%

YouTube 18%

35%
33%

12%

Adults

TikTok 9% 12%

'S6a. Which social media site is BEST for finding out about new 

brands/services/products? BASE:  THOSE EVER PURCHASED VIA  

SM: 3,162 13-49S (2,155 18-49s +  1,005 13-17s
©2023 Hispanic Marketing Council. All Rights Reserved.

Pic Credit:  PEXELS free download


