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How to Engage Multicultural 
Communities from the C-Suite 
Start in house. 
“When prioritizing multicultural audiences from a business standpoint, it’s critical to start with your 
own commitment as an organization to your people. You must ensure that your leaders and staff 
represent the diverse fabric of society, so that they can bring in that firsthand perspective—not only 
strategy and planning, but also investment, analytics, and emerging areas such as e-commerce. 

“People want to know that they are part of an organization that has purpose, that is doing the right 
thing, and that prioritizes community representation. Our panel agreed that while they pitch new clients 
and partners, they are also pitching people, which is driving a greater sense of accountability.” 

“Increasingly, your integrity is how that authenticity is going to be measured, and the integrity [is] 
been going to be a measurement,” notes GroupM’s CEO, Kirk McDonald. “That’s the report card that 
matters. It’s what your employees and your team say that leadership is trying to get done.” 

Break down organizational walls. 
“Look at your creative product, your customer experience, and your multicultural partners. Why? You 
want to make sure you are removing bias and barriers with content that is both culturally appropriate 
and drives business results.” 

For that to happen, it’s important to have the right specialist partners and agencies with cultural 
expertise that can flag those nuances, help you find the relatable stories that also resonate and ensure 
that your activations are authentic and not intrusive.” 

“We’ve tried to break down organizational walls so that we’re not keeping specialist agencies on the 
outside,” notes Publicis Media CEO Dave Penski. “Rather, we are bringing those leaders in and giving 
them a larger voice and a bigger opportunity.”  

Highlight and accelerate growth for diverse voices. 
“Today, creator channels are media channels in their own right, and are even larger and surpassing 
some of the traditional channels.” 

Understanding this key takeaway is perhaps essential to fully digesting the insights and observations 
contained in this report, as it shows why digital and social media is perhaps a primary building block for 
a brand’s entire Hispanic marketing campaign. 

But, how does one build a strong pipeline of diverse creators? “You must increase investment in young, 
emerging creators and support them in their content development,” the four CEOs say. “This is a win-
win strategy because it also creates opportunities for advertisers.” 

Enter the Latino Influencer.  



 



The money must follow the audience. 
It’s important to help minority and diverse media owners build wealth, representation, community, and 
connection by removing barriers, creating better two-way communications and building business 
development opportunities. But, the four CEOs say, there needs to be a balanced approach. Investing in 
underserved owned media is one part of the puzzle, but with limited distribution, it is critical—and 
frankly, smart business—to also invest where the target is.  

¿ Se habla español? 

“Investing in Hispanic-driven and Spanish-language media, regardless of ownership, has been 
proven to be a driver of brand lift with a return on ad spend far greater than English-language 
investment,” the four global ad agency CEOs declare. “Marketing organizations must maintain a 
balance of supporting culturally relevant content, multicultural creators, owned media and targeted 
media so that each brand campaign supports underserved communities.” 

Doug Rozen, CEO of Dentsu Media, comments, “When we collaborate with clients to create goals, the 
goals include both owned and targeted media. We don’t lump them together nor do we only focus on 
owned media in and of itself. It is not an ‘either/or’ … it is a ‘both.’” 

Omnicom CEO Ralph Pardo adds, “Awareness is what translates visibility into progress. We all agree 
that [multicultural marketing] is good for business and good for society. Those two things have 
merged together in a watershed moment over the past few years.” 

Today, there are more options than ever for advertisers to reach consumers in different ways with a 
wider range of distribution partners. Traditional pathways to connect with people are changing, with a 
greater emphasis on cultural relevance and a proliferation of culture-first platforms. 

What’s the bottom line? “Organizations cannot check DEI boxes and think their job is done,” the four 
CEOs conclude. “You need to regularly look at each brand’s investment in multicultural through a 
series of different lenses—creative, digital experience, creator or created environments, media partners, 
etc.—and determine if your pace matches your intention.” 

As such, they conclude, “Hispanics must be included in marketing plans to deliver scale and impact. 
Omitting or downplaying them is missing out on a huge growth driver.” 
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RECOGNIZING THE TASTEMAKER AND TRENDSETTER 
“Awareness is what translates visibility into progress.” — Omnicom CEO Ralph Pardo 

 



 

The above graphic appeared in a total market report distributed in April 2022 by Nielsen, “State of 
Play.” In it, the audience measurement and data analytics company noted that the video streaming 
industry has reached a “tipping point.”  

The report focuses on the rise of subscription video on demand (SVOD) consumption among Americans. 
While Blacks lead among multicultural groups by share of screen ranking, Hispanics are No. 2 — and 
growing. This speaks volumes as to why in 2022 new platforms appear to be popping up left and right. 
Consider when the data was gathered — Nielsen based its information on Gracenote Inclusion 
Analytics for the 2020-2021 television season. Two years is a long time. Now, think of the advertising-
based video on demand (AVOD) offerings for U.S. Hispanics. There was no ViX to the extent that there 
is today in the U.S. Estrella Media’s digitally delivered entities were not where they stand today.  

Recently released Nielsen data show weekly AVOD viewing among Hispanics has increased by 23% in 
2022, presenting a “significant” marketing opportunity. 

Perhaps most telling as to how important Hispanics are to the streaming boom is this nugget from The 
Gauge, Nielsen’s total visual media consumption monthly report: In July 2022 streaming became the 
most-watched TV format.  



While this is based on the total viewing audience, we welcome data that show how Spanish-language 
media consumers and English-preferred Hispanics are driving this growth. 

That came in September 2022, with fresh data released by Nielsen just in time for the production of this 
report. 

 

REIMAGINING DIVERSITY 

The reports from Nielsen perhaps inadvertently overshadow a February 2022 “Diverse-owned media” 
study produced in collaboration with ANA’s AIMM group, the Alliance for Inclusive and 
Multicultural Marketing, and Cultural Insights Impact Measure (CIIM), with support from Media 
Framework. 

Although the report begins with 10 pages dedicated to Black America, which has received the bulk of 
the multicultural marketing attention since the 2020 social injustice movement sparked African 
Americans and Blacks of Caribbean descent to speak out, a section devoted to Hispanic-owned media is 
worth noting — even as this report puts a lens on digital and social media. 

Why? Hispanic-owned media is the foundation of the community. And, in emerging markets, it often is 
the only outlet a marketer can consider when seeking the Latino consumer.  

In 2022, however, there’s a whole new dimension to what constitutes “diverse-owned” media. Nielsen 
explains, “Diverse-owned does not necessarily infer diverse-targeted. As an example, there are several 
Spanish-language local affiliates with Asian American ownership. In some cases, diverse-owned media 
delivers audiences beyond their own identity group.” 

While these cases may be anomalies, they must still be understood to fully understand the Hispanic 
market and the outlets Spanish-speaking consumers select to get the content they desire. They could 
come from Warner Bros. Discovery just as much as Hispanic-owned Spanish Broadcasting System  



 



(SBS). Also note that Telemundo is a unit of Comcast’s NBCUniversal, while other Hispanic-owned 
entities featured in this report are exclusively serving the Latino consumer with culturally relevant 
offerings. 

What are some of Nielsen’s takeaways with respect to Hispanic audiences? “Adding a Hispanic-owned 
local TV station in DMAs 1-48 adds 2.4% reach to an existing buy among persons 18+,” Nielsen finds. 

There’s another intriguing finding that reflects “the Hispanic-owned local TV viewer.” They are almost 
three times more likely to shop for bridal and 95% more likely to purchase pet supplies than the general 
population. 

But, is one to assume that “the Hispanic-owned local TV viewer” is Hispanic? In 2022, one cannot. 

Similarly, the “Hispanic-owned radio listener” may not be assumed to be Latino. In an era when 
Farruko’s “Pepas” is among the top songs of the year — in Germany — such data cannot be 
misconstrued.  

This brings us to the importance of strong insights; clear, concise data; and understanding where a 
brand manager or Chief Marketing Officer may venture to get the best portrait of Hispanic America as 
2023 arrives. Hispanic marketing and advertising experts who know the audience inside and out and can 
untangle webs of factoids matter more than ever.  

From those featured in this report to others that are Hispanic Marketing Council members, each has a 
distinct knowledge specialization worthy of at least an RFP. And some of these members are driving 
marketing activities in Hispanic digital and social media. This report touches on that, too. 

LATINO-LED CONTENT: A ‘BUILDING BLOCK’ FOR STREAMING SUCCESS 

On September 14, Nielsen released a study that perhaps puts a big exclamation point on Hispanic 
representation on both sides of the camera.  

This, the company concludes, “drives bingeability and cultural watchability” for Latinos and new 
audiences. 

How influential are Hispanic audiences to streaming video?  

Some 42% of the most bingeable streaming programs of 2021 were directly influenced by 
Hispanics.  

The first-ever analysis of its kind by Nielsen comes from its latest Diverse Intelligence Series (DIS) 
report: “Latino Led Content and Viewers: The Building Blocks for Streaming Success.” 

Nielsen looked at the 530 most-streamed programs in the U.S. from 2021 through first-quarter 2022 to 
better understand what drives bingeability and cultural watchability. 

For shows with behind-the-camera Hispanic representation, cultural watchability averaged 25.2%, 
irrespective of on-camera representation. When a show includes Hispanic representation both behind- 
and in-front of the-camera, cultural watchability increases to 34.2%. The report's data also find that 
Hispanic representation correlates with bingeability — or, how many TV show episodes audiences 
watch per day to quantify viewer propensity to consume multiple episodes in a row. 

For shows that included in-front of the camera Hispanic representation, bingeability scores increased. 
When looking at top bingeable content (a score of 3 or more), Hispanic talent has a “significant” 
contribution. In fact, some 56 of the 134 programs with a score of 3 or higher featured Hispanic 
representation. Of all the most bingeable streaming programs of 2021, half included Hispanic talent. 



 



"It's clear that inclusion plays a significant role in bingeability and 
cultural watchability in content for Latinos," said Stacie de Armas, 
Nielsen's SVP of Diverse Insights and Initiatives. "Also significant 
is that Latino-led content not only serves Latino audiences but 
attracts new viewers and subscribers to platforms, who stay longer 
and consume more content, which goes to show the power of 
Latino-led content." 

The report also found that Latino-led content amplified the value of 
the streaming platforms because new audiences came to watch 
those programs, then stayed to watch more than the program that 
originally drew them in. In fact, 58% of the new audiences 
attracted to these Latino-inclusive casts and productions were 
not Hispanic. 

This again shows the increased influence of Latinos on the total 
population of U.S. consumers. 

But, the key takeaway here is annual streaming content impressions for Hispanics compared to non-
Hispanic White audiences. Through July 2022, Hispanic impressions increased 22%, while they 
increased just 20% for non-Hispanic White audiences. At the same time, Time Spent Streaming among 
Hispanics is up more than 19% from last year, as this audience streamed 33.5 billion minutes of video 
each week as of July 2022.  

To little surprise, Netflix and YouTube are among the most popular platforms among Hispanics, as 
this audience spent 24% and 57% more time with these platforms, respectively, than non-Hispanic 
Whites during the same period. 

Where does this leave the marketer who is not taking the initiative to attract Hispanics through 
streaming media? Nielsen's “2022 Attitudes on Representation TV” study finds that 49% of Hispanic 
viewers say they're more likely to buy from brands that advertise in inclusive content, especially when 
the ads themselves feature someone from their identity group. 

 

 



Demand … but gaps  
As De Armas notes in the study, the streaming wars were originally driven by subscription video-on-
demand (SVOD) players. Now, audiences are now welcoming an abundance of ad-supported models and 
hybrids. During the second half of 2021, ad-supported video-on-demand (AVOD) accounted for 25% of 
streaming minutes viewed, according to Nielsen’s State of Play report for April 2022.  

“Hispanic viewers have done their part to drive this trend,” she says. “This year, weekly AVOD viewing 
among Hispanics has increased by 23%, according to Nielsen data, on par with their increased SVOD 
consumption.” 

Where is the most-inclusive content? Crime/crime drama is the most-watched genre in Nielsen’s 
analysis. And, it has the highest share of screen.  

 

 

 

“Hispanic representation varies by platform and genre,” De Armas concludes. Overall, lack of 
representation in streamed content is prevalent. Thus, more inclusive content on AVOD and SVOD 
platforms will likely drive Latino consumption, and perhaps create new total market trends and 
influences, given their strong ability to drive them.  

 



 



While Nielsen’s study does its part to illustrate the impact and importance of Latino representation in 
streamed video content, another recently released study from Horowitz Research shows that while the 
demand is present, there are gaps in Hispanic representation in ads and content. 

The fndings appear in “FOCUS Latinx: State of Consumer Engagement 2022,” in which Horowitz says 
reviews are mixed in terms of how well brands are doing when it comes to Hispanic/Latino diversity 
and inclusion, pointing to the fact that there’s still a lot of work to be done. It is HispanicAd’s editorial 
policy to refrain from using the term “Latinx,” which is not widely accepted among Hispanic marketing 
and advertising professionals nor among the majority of the U.S. Hispanic population. 

What are some of the biggest takeaways from the Horowitz study? When it comes to advertising, six in 
10 Hispanic respondents in the survey say it is appealing when ads use people who are bilingual. At the 
same time, some 57% of respondents want to see ads centered around Hispanic people and culture. 
However, fewer than half (46%) of Latino consumers are seeing more ads featuring diverse people, 
lifestyles, and cultures than a year ago.   

The bilingual actor in a commercial is a striking finding, as it could further fuel the disintegration of a 
marketing plan that includes unique Spanish-language creative, along with total market commercials 
that perhaps “give a nod” to Hispanic consumers.  

Then, there is the research Horowitz conducted on the content side of 
representation conundrum. 

Hispanics surveyed seem to be voicing a growing concern among 
some multicultural marketing and media executives as to how 
producers, CMOs and C-Suite executives may view “diverse” content 
and talent. 

Hispanics respondents “are more likely to feel there are now more 
Black actors as lead characters in scripted shows than more Latinx 
actors.” At the same time, 44% of respondents believe they are seeing 
more brands going out of their way to market to Hispanic/Latino 
audiences. 

“Brands looking to resonate with and grow their business among Latinx consumers have to look beyond 
Hispanic Heritage Month to create meaningful connections,” says Adriana Waterston, Chief Revenue 
Officer and Insights & Strategy Lead for Horowitz Research. “This includes not only improving 
diversity and inclusion in advertising and storytelling but using their political and economic clout to 
lobby for policies that have a positive impact on Latinx rights, freedom, and economic empowerment—
including Latinas’ and women’s bodily autonomy.”  

The Horowitz survey, however, may be viewed by some as a snapshot of only a segment of the total 
U.S. Hispanic population, as it was conducted in July 2022 in English, among 1,800 adults. 
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THE HISPANICAD INTERVIEW 
 

How to Engage Multicultural 
Communities from the C-Suite 
Estrella Media has its roots in radio and television broadcasting and continues to produce a plethora of 
audio and video programming from its Burbank, Calif., headquarters in the Empire Center. But there’s 
growth in the digital space, and René Santaella, the company’s Chief Digital and Streaming Media 
Officer, is excited about the FAST acceleration of Estrella’s digital assets — no pun intended — in 
2023.  
 

At the IAB NewFronts in May 2022, Estrella Media 
revealed that it had crossed the 1 billion minutes 
per month threshold in total streaming and 
forecasted 1.3 billion minutes by year end. “We are 
already very close to that forecast,” Santaella says. 
“Ad inventory is directly correlated to minutes, so 
ad revenue has also grown tremendously this year, 
despite some softness in the market. We see things 
warming up for Q4 and will have another record 
setting year in digital. In 2023, we fully expect to 
continue growing in FAST, AVOD, social and 
audio. FAST is the fastest growing space in digital 
video right now and it is early.” 

Downloads of an app are one thing. Consumption is 
another. What can Santaella share with respect to 
how Estrella Media's content is being consumed in 
the digital space? He replies that Estrella Media is 
unique “because we are a studio creating thousands 
of hours of original and news content every year for 
video and audio on all platforms. This is important 
for differentiation and standing out in the crowd. 

Live content has worked well for us with FAST and curating and programming our channels like a 
linear TV experience has allowed us to build an audience.” 

Is Estrella Media engaged in social media to attract with and connect to its consumers? “Social media is 
a key driver of our connection to our fans and audience,” he says. “We had over 1 million impressions 
across our channels from May to July, which points to how we treat social as an important content 
channel. We have launched and turned up the volume for our series, talent and events from stories, 
reels, TikTok, photos and live chats. We have seen consistent growth across all our social platforms, 
and it supports our strategy to deliver multiple streams of content wherever the consumer wants to 
watch. Social is also a part of our ad sales team media mix for video and posts. It takes quite an 
investment to make quality content that finds an audience, so connecting with fans and being able to 
monetize it across all platforms is critical in a world where consumers have numerous choices.” 



 

 



Are there brand activations in the social/digital space worth noting? 

“Target as a brand is investing in lots of different platforms from traditional to new growth areas in 
video, and they have prioritized Hispanic audiences. They did exceptionally well during the pandemic, 
and their brand is connecting with their customers – including Hispanics – and media strategy is a big 
part of this success.”  

SEEKING THE COMPLETE PICTURE 

What is the role that data play in putting together a media 
buy across all platforms, but more specifically how is it aiding 
in grabbing those all-important digital ad dollars? 

“While data offer a number of benefits around behavioral 
targeting, attribution and unduplicated reach in certain 
situations, the video ecosystem is still very fragmented,” 
Santaella laments. “With various privacy requirements and 
business policies, a complete picture is just not available. 
Smart buyers need to be on top of consumer trends, use 
quantitative studies, test and learn, and place investments on growing platforms. FAST was nothing 24 
months ago, and now it is the fastest-growing video platform in the advertising industry. Connected TV 
is dominating a lot of YouTube now. If you are a buyer, the smart choice would be to include budgets 
for these areas in your media mix to reach these incremental and growing audiences. 
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REINVENTING PRINT FOR THE DIGITAL ERA 
When one looks at advertising trends, there’s no hiding that print is in a three-
decade slide, with no sense of an uptick for both glossy and newsprint titles. But 
there seem to be growth opportunities in the digital realm. Digo Network 
believes it has the right recipe to capitalize on those opportunities and is 
positioned to connect brands to readers through its platform. 
 

Digo Network is made up of Publishers from all over Latin America and the Caribbean; several are 
owned and operated, while others are strategic allies, says CEO Augusto Romano. “They trust Digo for 
the monetization of their audiences and inventory.” 

That’s because Digo’s media brands “have been part of the life of our audiences, informing, educating, 
and entertaining; they remain the most reliable source of content and information about what happens 
in their countries of origin.” This includes El Nuevo Día, Puerto Rico’s biggest daily newspaper and its 
Endi.com platform, and Listin Diario, regarded as the Dominican Republic’s main newspaper. 

While some may still read daily print editions of these newspapers, readers have migrated to digital 
platforms. In the U.S. that is their only outlet. For all this, Digo offers advertisers access to these titles — 
and access to important immigrant consumer audiences, comprised of first-generation and second-
generation Hispanics in the United States. 

For Digo, that means reaching more than 20 million unique consumers each month. 

How is the Digo U.S. Hispanic Network setting itself apart from other programmatic platforms, some of 
which have come and gone like Hola Networks and Hispanic On Demand? “We combine the right mix of  



  



 

audiences and advertising inventory,” Romano says. “Digo is a data-first company that looks at the 
audience's interactions as opportunities and recognizes that people are not machines; with this 
approach, we understand the human stories behind each campaign data to constantly deliver better ad 
experiences and generate more opportunities for clients.” 

Assisting Romano and Digo Network is veteran Hispanic marketing and advertising executive Arminda 
“Mindy” Figueroa. How did the partnership come to fruition? “The L2L + Digo alliance was prompted by 
one of the owners of the parent companies of Digo, GFR Media, working on a project in Puerto Rico in 
late 2020, when they saw an opportunity for Latin2Latin (L2L) and Digo to join forces to reinforce their 
offerings in the U.S.,” she shares. “Digo’s unique value proposition as a digital maverick was unveiled as 
the first digital solution to reach Hispanics in the U.S. powered by its publisher owned and operated 
network. Digo custom audience segments allow us to validate with precision real life behaviors from 
their existing audience. The alliance has allowed us to present ourselves as a one-stop solution 
reinforcing each partner’s expertise in the Hispanic marketing space.” 

Digo’s first proven project with L2L involved work with the Kansas Governor’s Office in getting more 
than 184,000, or 56%, of the eligible Hispanic population vaccinated in less than six months in 2021. 
“Digo’s first party data helped us to identify geographic locations that traditional media did not,” 
Figueroa says. The resulting effort: A Vacunate Kansas, ¡Por los nuestros! campaign. 
https://youtu.be/jHvEItV6j3w 

Most recently, Digo handled the announcement that client HairClub had commissioned the first NFT of 
Celia Cruz, with proceeds directed to Hispanic students pursuing studies in the arts and music.  

In closing, Figueroa was asked to share what she believes is the No. 1 selling point to marketers and 
advertisers that seek to connect to Hispanic consumers through digital and social media yet put all their 
efforts into TikTok, Instagram and YouTube – stopping there. She replies, “Know the basic tenants of 
marketing – know your audience, understand the behaviors, hopes, and fears and then craft a sound 
strategic communications and marketing plan that reaches them, with a message that is relevant and 
inspires their interests, using the proper channels.”  

Figueroa continues, “TikTok, Instagram, YouTube, Metaverse, Blockchain, etc., are here to stay but will 
evolve. As a marketer, we must learn all the intricacies of each of these engagement channels and 
develop specific strategies and tactics to activate them, but we must never forget that this is about the 
consumer and how they wish to consume their content. New technology like AI platforms and 
neuromarketing tools allow marketers to learn consumption and behaviors and provide insights to serve 
up personalized messages for the myriad of individuals or their cohorts in unimaginable ways. The No. 1 
rule, today and always, is to know thy consumer and don’t chase shiny objects.” 
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