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comScore Turning Big Data into Powerful Insight 
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Regional Overview 
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Distribution of Worldwide Internet Audience 

Asia Pacific and Europe Leading the Online Universe 

10.0% Latin America 

23.9% Europe 

43.9% Asia Pacific 

9.6% Middle East - 

Africa 

12.6% North America 
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Latin America Has 176.3 MM Of Online Users 

Middle East – Africa was the region with the highest growth 

19% 2% 2% 17% 27% 
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Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

Latin Americans Spent 21.7 Hours Online Per Month 

North America and Europe Spent More Time Online 

https://twitter.com/comScoreLATAM
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Online Audience Distribution By Age 

In Latin America, 60% of the audience are under 35 

Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 
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Internet Population In Latin America 

Brazil ranks first, followed by Mexico and Argentina 

Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

176.3 70.9 25.4 18.5 13.3 
9.9 6.4 5.9 1.6 1.4 

Latin
America

Brazil Mexico Argentina Colombia Venezuela Chile Peru Puerto
Rico

Uruguay

Total Unique Visitors (MM) 

https://twitter.com/comScoreLATAM


© comScore, Inc. Proprietary. 10 #FuturoDigital2014 

32.6 

29.4 

21.7 

20.8 

18.9 

17.6 

16.1 

15.2 

14.8 

12.3 

Uruguay

Brazil

Latin America

Argentina

Peru

Chile

Venezuela

Colombia

Mexico

Puerto Rico

Average Hours Per Visitor Per Month 

Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

Uruguay and Brazil The Latin American Countries That 

Spent More Time Online 
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Social Media 
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Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

Mexico Has The Highest Reach In Social Media Sites In 

Latin America 

Latin America 

95.0 

https://twitter.com/comScoreLATAM


© comScore, Inc. Proprietary. 14 #FuturoDigital2014 Source: comScore Media Metrix®, June 2013 - 2014, Home and Work, PC/Laptop Only, 15+ 

Trend In Social Media Unique Visitors 

Latin American audience increasing by 15% 

145.97 

167.43 

Jun-2013 Jul-2013 Aug-2013 Sep-2013 Oct-2013 Nov-2013 Dec-2013 Jan-2014 Feb-2014 Mar-2014 Apr-2014 May-2014 Jun-2014

Total Unique Visitors (MM) 

Latin America

+15% 
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Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

Latin America, Above Worldwide Average In Online Sports 

Engagement Worldwide Avg.: 42.8  

Minutes per Month 

https://twitter.com/comScoreLATAM
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Excitement For The FIFA World Cup 2014 Intensified 

Worldwide and Latin America Was Not The Exception! 
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Average Online Minutes Per Month Per Visitor 

Venezuela the most engaged with sports in the region 

Latin America 

45.8 
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Retail 
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Demographic Profile of Retail Category 

Almost 60% of the audience in Latin America is people under 35 

Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 
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Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

Reach and Engagement in Latin America - Retail 
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Top Retail Properties in Latin America 

Alibaba.com and Netshoes Group with the highest growth rates 

Source: comScore Media Metrix®, June 2013 vs 2014, Home and Work, PC/Laptop Only, 15+ 

83% YtY 

152% YtY 
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News/Information 
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Audience Of News Sites Growing 8% YtY 

135.2 MM of Latin Americans Visited News Sites 
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Chile, The Country With Highest Reach to General News 

Sites In Latin America 
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Government 
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Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

Audience of Government Sites 

61.2 MM People Visited Government Sites in Latin America 

https://twitter.com/comScoreLATAM
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In June Latin Americans Spent 1,756 MM Minutes In 

Government Sites 
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Digital Omnivores 
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Mexico And Chile Have The Highest Mobile Penetration 

Versus The Rest Of Latin American Countries 

Source: comScore Device Essentials, May 2014. 
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The Migration To Mobile Is Eminent 

In Latin America The Access From Non-PC Devices Is Of 14.9% 
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The Main OS In Mobile Devices in Latin America is Android 

Source: comScore Device Essentials, May 2014. 
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Online Videos 
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Brazil Has The Highest Number of Unique Viewers Among 

Latin American Countries 

Source: comScore Video Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 
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Source: comScore Video Metrix®, June 2014, Home and Work, PC/Laptop Only, 15+ 

In Mexico There Are More Minutes Per Video (6.1 min.) Than 

The Worldwide Average (4.8 min.) 

Worldwide 

4.8 
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US Hispanics Overview 
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13% of the Total US Internet Audience are Hispanics 
From All Hispanics Universe, 50% have English as Primary Language 

 

Source: comScore Media Metrix®, June 2014, Home and Work, PC/Laptop Only, 2+ 
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The USH audience is slightly younger than the non-Hispanic 
 52.1% of the total audience are younger than 35 years old 

Source: comScore Segment Metrix®, June 2014, , Home and Work, PC/Laptop Only, 2+ 
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Hispanics skew more towards lower income than non-Hispanic 

Source: comScore Segment Metrix®, June 2014, , Home and Work, PC/Laptop Only, 2+ 
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US Hispanic  

Online Audience Behavior 
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Source: comScore Segment Metrix®, June 2014, , Home and Work, PC/Laptop Only, 2+ 

 

54% of the Hispanics qualify as light internet users 
More than 50% of households with more than 4 or more people (43% USGM) 
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Hispanics more likely to access Family and Entertainment Websites 

than Non Hispanics 

Source: comScore Segment Metrix®, June 2014, , Home and Work, PC/Laptop Only, 2+ 
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Social Media & Videos 
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    Non-Hispanic     Hispanic All     Spanish Primary     English Primary

Overall, Hispanics spend an average of 6 hours/month on Social Media 

Websites with an average of more than 7 hours/month on Facebook 

Source: comScore Media Metrix®, 3 months Avg (April, May and June 2014), Home and Work, PC/Laptop Only, 2+ 
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Hispanics Spanish Primary are the smallest audience for streaming 

videos yet see the highest engagement rate 

Source: comScore Video Metrix®, June 2014, Total Video, Home and Work, PC/Laptop Only, 2+ 

* Source: comScore Video Metrix®, June 2014, Content Video, Home and Work, PC/Laptop Only, 2+ 
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US Hispanics on Mobile 
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Hispanics clearly visit some categories more on mobile than PC 

Source: comScore Media Metrix Multi-Platform, July 2014, 
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Top Properties for Hispanic Mobile Audience 
Google Sites ranks first in audience, Facebook ranks first in duration 

Source: comScore Mobile Metrix®, June 2014 
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Overall, Android Phones have largest share across Top Properties 

Source: comScore Mobile Metrix®, June 2014 
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Online Purchasing 
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On average, Hispanics that buy online buy more and spend more 

dollars (per buyer*) 

*Despite having a lower percentage of buyers when compared to the total internet audience,  
 

Source: Terra’s 2014 State of the Hispanic Digital Consumer study 
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58% of Hispanic  online audience bought online during Dec 2013 

Terra’s 2014 State of the Hispanic Digital Consumer by comScore. 
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 Latin America has 176.3 MM of online users and Latin Americans spent 21.7 

hours online per month. 

 In terms of audience size, Brazil ranks first, followed by Mexico and Argentina. 

 Facebook is leading the Social Networking properties followed by LinkedIn. 

 Uruguay was the most engaged country with Sports Sites in the region. 

 Almost 60% of the Retail audience in Latin America is people under 35. 

 Chile is the country with highest reach to General News Sites in Latin America. 

 61.2 MM people visited Government sites in Latin America in June and spent 

1,756 MM minutes. 

 Mexico and Chile have the highest mobile penetration versus the rest of Latin 

American countries. 

 The Main OS in mobile devices in Latin America is Android. 

Key Takeaways 
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 The Hispanic audience makes up 13% of the USGM online audience with 50% classified 

as English primary   

 Hispanic teenagers are well represented in terms of audience but, just like USGM and 

non-Hispanic teens are show clear signs of more engagement on mobile devices 

 54% of the Hispanics are light internet users on PC platform vs 50% of USGM  

 Hispanics spend more time on Facebook and Twitter than non-Hispanic with Spanish 

Primary showing significantly more engagement per month 

 Hispanics clearly visit Entertainment, Social Media, Games & Retail sites more on mobile 

devices vs PC   

 Automotive, CPG and Telecom advertisers clearly showing strong interest in USH 

segment 

 While still purchasing less than non-Hispanic overall, online buying by Hispanics 

increasing with average dollars per transaction and transactions per buyer comparing well 

vs non-Hispanics during the peak online shopping season last year 

Key Takeaways 
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