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Hispanics enjoy following the news. However, since
Hispanics’ lives tend to orbit around content consumption

and the competitive landscape is becoming increasingly
fragmented due to the internet, news providers need to

find ways to stand out and appeal to Hispanic consumers.
Gaining and maintaining their trust is key.

This report looks at the following areas:

• Television tops, but the internet is reshaping the way Hispanics consume news
• For local news, Spanish-dominant Hispanics rely on Spanish-language networks

The majority of Hispanics enjoy following the news and use multiple sources to get it. They consume
the news to be aware of what may impact them in their day-to-day lives and to build social currency as
they enjoy discussing the news with friends and family members. While television is the main source of
news for Hispanics, they also use plenty of online sources, including social networks, which are more
relevant among younger Hispanics.
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Social media platforms trying to combat fake news

US and local news are Hispanics’ main focus

Hispanics follow the news for two reasons

Hispanics rate news organizations positively

Hispanics trust their preferred news sources

Half of Hispanics are hesitant about trusting social media news

Language preference and Latin American relevance go hand in hand

Hispanics want to be aware of news that can impact them directly
Figure 29: Types of news Hispanics consume, January 2017

US and local news reach 80% of Hispanics
Figure 30: TURF analysis – Types of news, January 2017
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More-educated Hispanics consume more types of news
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Figure 43: Hispanics’ preferred news characteristics – Selected characteristic, by level of acculturation, January 2017

Hispanics claim to know where to find reliable news
Figure 44: Hispanics’ knowledge of where to find reliable news, January 2017

Figure 45: Hispanics’ knowledge of where to find reliable news, by key demographics, January 2017

Hispanics split about trusting social media news
Figure 46: Hispanics’ perception of social media news reliability, January 2017

Figure 47: Hispanics’ perception of social media news reliability, by key demographics, January 2017

The majority of Hispanics feel most news organizations are biased
Figure 48: Hispanics’ perception of bias in the news, January 2017

Figure 49: Hispanics’ perception of bias in the news, by key demographics, January 2017

Half of Hispanics not in favor of personal opinion pieces in the news
Figure 50: Hispanics’ preference of personal opinion pieces in the news, January 2017
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Drastic differences by level of acculturation in language preference
Figure 52: Hispanics’ attitudes toward language and Latin America in the news, January 2017
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