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On-screen representation is driving Latino TV viewing
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Choice has never been more abundant across the media landscape than it is today. The rise in connected TV (CTV) adoption and the growing wealth of
streaming platforms continue to entice media-hungry consumers with new and engaging content. Despite the abundant choice, however, many people don’t see
enough of themselves reflected in the content they're being offered.

Diversity and inclusion are critical components in today’s media, both on screen and in storylines, and the media industry is taking note, particularly when it
comes to the demand for authentic television programming featuring the U.S. Latino population.

For example, the Gracenote Inclusion Opportunity Index, which compares the share of screen time for different identity groups against their representation in
population estimates, shows a jump of 62 index points in Latino representation across televised entertainment programming between 2019 and 2020. That

means that while overall television content featuring Hispanics on-screen in 2019 and 2020 are still below the population estimate, there is a positive movement
toward closing the representation gap illustrated by the increased representation in 2020, and it's more pronounced when evaluated by genre.

TOP TV GENRES WITH INCREASED LATINO
REPRESENTATION

Inclusion Opportunity Index (101)

Genre 2019 2020
Entertainment 98 160
News Magazine 133 186
Documentary 1 31
Soap 135 165
Game Show 2 31

101--Compares the share of screen for an identity group (e.g., women) to their representation in population
estimates. Programming includes broadcast, cable, streaming.
Source: Gracenote Inclusion Analytics
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The shift toward inclusion is important for many reasons, one of which is the notable growth of the U.S. Latino population. In fact, Hispanics now account for 19%
of the U.S. population, having fueled more than 50% of the U.S. population growth over the past decade.

Frustrated by decades of erasure in Hollywood, Latinos are calling for authentic share of screen in content, with 39% saying their individual identity groups aren’t
represented enough on TV'. This sentiment is reflected in traditional TV viewing, as Hispanics accounted for just 12% of the linear TV audience in June.
Comparatively, Whites accounted for 66% share2. Programs that do attract notable Hispanic audiences are those that star Latinos, such as Selena, NCIS and
Criminal Minds. This viewing behavior is in sync with the sentiment from nearly 60% of Latinos who say they’re more likely to watch programming featuring their
identity group.

Just a year ago, on-screen Latino representation was just 6% across linear and streaming platforms. This year, on-screen has increased to just under 10%, but
that’s still well below the 19% representation in the U.S. population.

As they seek out programming that features their identity group, Latinos are spending an increasing amount of time watching content on streaming platforme
many of which are attracting larger Hispanic audiences than linear programming is. In June, for example, Hispanics accounted for 22% of the minutes strr
on Netflix. The behavior supports the sentiment from 55% of Latinos who say that streaming options have more content that is relevant to them.

https://www.nielsen.com/us/en/insights/article/2021/on-screen-representation-is-driving-latino-tv-viewing/?utm_campaign=Corporate_Marketing&utm_medium=Em...
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Source: Nielsen NPOWER, National Panel and SVR Panel for Streaming Data, July 2021
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Importantly, Spanish-language content drives on-screen representation. Without it, Latino representation drops to just 6%. There are also significant
representation gaps across many genres of programming, such as intersectionality. Afro-Latinas, for example, are largely absent across all platforms, with just
0.48% representation. And when Latinas are present on screen, they appear in content with thematic attributes of crime, family dysfunction and emotional
drama. Stereotypical type casting in programming, however, is just as present across the broader Latino community, especially among women.
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STEREOTYPICAL TYPECASTING AND STORYLINES REMAIN
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Source: Gracenote Video Descriptors
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Amid the sea of growing choice, authentic content becomes a key differentiator, particularly when publishers identify needs that aren’t being met. We know that
identity groups are more likely to seek out and engage with the content that they can best relate to—content they can see themselves in.

For additional insights, download our latest Diverse Intelligence Series report about U.S. Latinos.

Notes

1. Nielsen Attitudes on Representation on TV Study, May 2021
2. Nielsen National TV Panel and Streaming Meter Homes, Share of Total Weighted Streaming Minutes (Weighted), P2+, Total Day, June 2021
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