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Our
Partnership

Warbler Media Intelligence is a research series
by pollsters and digital strategists at Priorities
USA. We focus not just where voters are
reachable online, but how they're using these
platforms, and the political narratives that are
and aren’t breaking through.

As a founding partner in this initiative since
early 2025, Equis Research has guided this
research to answer some of the most pressing
and relevant questions about Latino voters and
their digital media habits today.
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This presentation draws upon insights from 7
polls of national registered voters conducted
between February and November 2025.

Each poll included 4000-4500 total voter
interviews and 1000-1500 Latino voter

Meth0d0|ogy interviews. Interviews were collected via online

web panels and SMS-to-web.

This polling was supported by two other projects:
qualitative in-depth interviews with heavy
YouTube users and a behavioral study of 1000
users’ YouTube watch histories.



R EQUIS ReseArcH Warbler =

Key Findings

Latinos are power-users of digital platforms. Nearly 9-in-10 Latinos use YouTube weekly, and a majority use
YouTube at least an hour every day. Latinos are also much more likely to use and spend time on platforms like
Instagram, TikTok, and WhatsApp or watching streaming TV compared to non-Latinos.

We see the biggest differences in media habits by age and gender. That said, YouTube cuts across all. Young Latinos
are most likely to use Instagram, TikTok, and streaming audio. Young Latino men are more likely to use X, Reddit,
Discord, and Twitch. For young Latinas, Pinterest and TikTok are especially popular.

Latinos exist in the same media ecosystems as everyone else, but there are unique opportunities to connect in
culture. Latinos are just as (or more) likely to follow Joe Rogan or MrBeast as Bad Bunny. And popular creators span
common categories like comedy, travel, beauty, and family life. On YouTube, Latino-specific content doesn’t seem
to make up a big portion of what Latinos are watching (2%), but nearly 8-in-10 Latinos who use YouTube had seen
some Latino-specific content. Spanish language radio also continues to play a distinct role.

Reliance on browser settings is systematically under-serving Spanish ads to Latinos, even Spanish dominant Latinos.
Cultural content targeting helps bridge the gap.

The news environment has changed. Latinos, especially young Latinos, are more likely than the average voter to say
they “happen to come across” political news rather than seek it out. When do they seek out news, they're more
likely to rely on social media, content creators, and Al than on legacy news sources.
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Over 80% of Latinos are weekly users of YouTube and streaming services. Latinos
are more likely than the average voter to use Instagram, TikTok, & WhatsApp.

% Used in Past Week
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Latinos are also more likely to be heavy users of streaming, YouTube, Instagram, and
TikTok (spending over an hour per day).

% Used OVER 1 hour/day in Past Week
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Latinos are more likely
than the average voter to
spend more time on
streaming.

Roughly 68% of Latinos
report spending at least an
hour per day on
ad-supported streaming
specifically.

Latino
Voters

All Voters

Warbler =

Time Watching Streaming Services in Past Week

B 3+hrs/day [ 1-3hrs/day <1hr/day
Rarely / not in past week

15%

ALL streaming 38% | ﬂ@f_‘fl

15%

Ads streaming 29%

22%

ALL streaming

19%

Ads streaming

September 2025



Over 60% of Latinos watch
more than one hour of
YouTube per day, and 1in 4
watch more than four hours

of YouTube per day.

Both self-reported survey
data and behavioral data
found this consistently.

Warbler =

From Analysis of 1000 US Adults’
YouTube Watch Histories

B Very heavy (4+hrs/day) W Heavy (1-dhrs/day) B Moderate (~1hr/day)
Light (<1hr/day)

Latino Adults 11%

US Adults 25%

April-dJune 2025



High digital consumption
among Latinos is not just a
function of their age.

Older Latinos use YouTube
more than older non-Latinos.
And Latinos of all age groups
use Instagram and TikTok
more than non-Latinos of the
same group.

Ages 18-24

Ages 25-34

Ages 35-49

Ages 50-64

Ages 65+

All voters
Latinos

All voters
Latinos

All voters
Latinos

All voters
Latinos

All voters
Latinos

Weekly
YouTube

58%
70%

Weekl
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y Weekly

Instagram TikTok

-_ 7%

64%

51%

53%
66%

28%
34%

39%
51%

18%
30%

September 2025
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Young Latinos ages 18-34 are especially likely to use Instagram, audio streaming
(e.g., Spotify, Pandora), & TikTok on a weekly basis.

39%
3
27% 2799 2
17%| 18%
11%
7

YouTube Streaming Browse Instagram Facebook Broadcast  Audio TikTok  AM/FM WhatsApp Alapplike Podcasts Snapchat X (Twitter) Pinterest Reddit Threads  Discord Twitch Bluesky
services  websites / cable TV streaming radio ChatGPT
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Young Latino men over index on using X, Reddit, Discord, and Twitch, while young
Latinas over index on Pinterest, and use TikTok at especially high rates.

% Used in Past Week
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Latinos are more likely to
use platforms like YouTube,
Instagram and TikTok —

Not just for entertainment

and browsing —

But for searching for
information about current
events, news, politics, and
elections.

Warbler =

% who say they use these platforms to look up information about
current events, news, politics, or elections

Search engine

(Google) 67%

| 54%]
YouTube 41%

Facebook 37%

. [ | 34%]
TikTok 229

| 34%]

Instagram 21%

;
X (Twitter) 14% Al

An Al app
(ChatGPT) 14%

B Latino Voters All Voters

October 2025
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% who used an Al app in the past week

Over half of Latino voters W \stinos B Nor-Lstinos
report weekly use of Al apps Al ages =D

— Latinos of ALL ages are 1834
more likely to use Al apps 2540

than non-Latinos.

Qualitative responses speak
to use cases like

fact-checking, getting “Busco temas de noticias “Que me ayude a verificar la
detailed answe rs, an d askin g mundiales para saber con mas informacién que estoy
. detalle y poder hacer buscando”
follow-up questions. preguntas” ,
- Latino Man, 27, New York

- Latina Woman, 18, Florida )
“[l use Al apps to] help me verify the

“| search for world news stories to information I'm searching for”

learn in more detail and be able to ask
questions” October 2025
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Latinos follow the
podcasters and mega-
influencers at the top of the
YouTube & podcast charts,
but no single show has true

“broadcast” reach.

Latinos, especially young
men, over index on watching
shows like MrBeast and Joe
Rogan.

Warbler =

Q. In the past month, have you watched (or listened to) any of these online

shows, channels, or podcasts? (Select all that apply)

L 27%]
MrBeast 13%

[ 19%]
The Joe Rogan 6%

Experience

[ 15%]
The Charlie Kirk Show 16%
23%

The Breakfast Club 10%
24%

Candace Owens 7%
8%

[ 7%]
The Pat McAfee Show 6%
15%

Call Her Daddy with Alex zt"m
Cooper 1 5o

This Past Weekend with -50/;%

Theo Von 10%
Jubilee 4%
10%
B All Latinos All Voters Latino Young Men 18-34

37%

33%

September 2025



Latinos described liking their
favorite podcasters and

influencers for humor,
relatability, and honesty.

Warbler =

Q. In one or two words, please describe what you like about [insert influencer
name)] or the content they make? (Open text)

Among Latino Voters

Political commentary & views
Music & dance True crime content
E nte rta I n I ng Cooking & recipes
Christian values & faith Gaming content
Common SEnSE Views
Insplratlonal Sports content
Kindness

Explains / breaks down topics

Personality, charlsma - Family & rfjlgggfgegplps
Relatable ‘authentic
Informational, educational

Honesty & truth telling

seauy fashion “Creativity Generous, gives back

Personal style, beauty, looks

September 2025
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We analyzed the YouTube
watch histories of 1000 US
adults, including ~150
Latinos.

We used LLM analysis of
transcripts to identify
genres, themes, & political
issues.

Warbler =

Depiction of common YouTube
genres identified across all videos

worship_prayer spjritual_supernatural .
academic_tutorial gaming

real_estaltcepoo'grc]aétd C e I e b r ! tycrafts_hobb|es
product_review 1150 ryv|f(c)r§l;J €_CIIME parenting family

H itnessS mUSiC ets_anlmals

cars_vehiclesh uman | nte re Sts(gllfr_help
tV m OVi e S Cooking_fooa. travel_world
debite fachnology_science

financial_advice
scams_consumer_protection

April-dJune 2025
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We also prompted LLMs to identify
in

the video transcripts (related to

culture, food, traditions, & celebs).

Score 1 if the video meaningfully features Latino or Hispanic:

culture, heritage, food, traditions, holidays, music, language, family life,
immigration, Latino pop culture, well known Latino celebrities, or Latin
American cultural practices inside or outside the US.

Examples include:
« Latino or Latin American food like tamales, pupusas, arepas, pozole, elote,
mofongo

I-)‘;;aditions like Dia de los Muertos, quinceaneras, Las Posadas, Three Kings 77% of Latinos from the study

« Music like reggaeton, bachata, salsa, cumbia, corridos, merengue

« Family norms like bilingual homes, abuela stories, immigration perspectives Watched at Ieast one vid eo about

« Spanish speaking culture like Latin American cultural explanations
« Content featuring Latino celebrities like Bad Bunny, Pedro Pascal, Shakira,

5 el “Latino-specific” content, BUT
these videos only represented
about 2% of their total videos

watched.
April-dJune 2025
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In the ~400 videos we identified, celebrities, news, & food were some of the most
common categories.

Genres of “Latino-specific” video content, watched
by Latinos (Counts of videos)

“No Mexicans or Dogs Allowed.”

Celebrities The Untold History of US Latinos.

News

“Carmen getting that adulting “The Untold History of US

Cooking & food crash course & #GeorgelLopez” Latinos”

Comedy
TV & movies

Vlog

Everyday
stories

None of the
above

“Mexican Dads say THIS is “Dialect can tell you a lot
the best Mexican Dish” about Latinos”

0 25 50 75 100 125

April-dJune 2025



In watch histories, news
content represented just
18% of watched videos.

And nearly 80% of that

news-oriented content was
from independent creators
— NOT legacy news sources.

Warbler =

Average % of person’s watched videos falling into category

Among Latinos

includes news
content 20%
from a legacy
news source 5%
B Latino adults All adults

April-dJune 2025
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Examples of Spanish language news on YouTube ranged from legacy outlets like
Telemundo to more independent creator-driven channels — using similar
attention-grabbing tactics we see in English political YouTube videos.

’NO ERES BIEN\IENIII :'BIIBIO '

\ O‘

“SE'LO :
ADVERTI!"
i L EMOLEDOR
NO ES BIENVENIDO EN MEKIGII ENSAJE!
“NO LO DEJARON ATERRIZAR EN MEXICO! “iDEMOLEDOR MENSAUJE! Trump recibe “Elon SE ARRODILLA frente a Trump, pide
MARCO RUBIO FRACASA iCLAUDIA LO DEVASTADORAS noticias del FED; aliada disculpas publicamente”
ADVIRTIO! FUERA TRAIDOR” pronuncia DEMOLEDOR mensaje”

April-dJune 2025
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Current State of Latino Digital Targeting
Examples of targeting tactics used to reach Latinos

Digital Targeting Description

Reach out directly to a list of voters who are already known

First party or believed to be Latinos

There are a range of
(frequently changing)
options available to reach Zip code or other Reach zip codes or regions based on their census

coaranhic reqions demographics (e.g., with the highest concentration of
geograp 9 Latinos, or Spanish speakers)

Target a group of users based on their device, account, or

Language settings browser settings in Spanish

Latinos with ads online.

Content targeting Place ads on a content category aggregated by the
(also called platform (e.g., YouTube offers options like “Latin Music” or
“contextual”) “Mexican News”)

Reach someone searching with Spanish terms (e.g., “fecha
Search keywords de elecciones”) or other Latino related queries (e.g., “is
Ruben Gallego Hispanic?”)

Place ads on a specific show, network, website, or live
Publisher direct event (e.g., on Univision, other linear TV or streaming
channels, a sporting event)
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Summary of Reach Estimates

What % of Latino voters could be reached by targetingthosewho_____ ?

Strategies that target Latin
music listeners garner the
highest reach among L Sspp:a"k‘fn“g
LatanS. Listen to any Latin music 55% 69%
Only about 14% Of Latinos Live in a Latino-dense neighborhood 39% 42%
have browser Settings in Listen to Spanish radio 38% 60%

. Watch social media videos in Spanish 36% 57%
SpanISh' Even among Browser settings in Spanish 14% 21%

Spanish speakers, only 21%
have browser settings in
Spanish.

April 2025




Combining tactics can reach
meaningfully more Latino
voters, expanding potential
reach to about 74% of

Latinos or 87% of
Spanish-speaking Latinos.

Using 2 Tactics

Latin music + dense neighborhood
Latin music + Spanish radio
Latin music + Spanish social media videos

Latin music + browser settings

Using 3 Tactics

Latin music + dense neighborhood + Spanish social videos

Latin music + dense neighborhood + browser settings

Warbler =

All Spanish
Latinos Speaking
70% 81%
63% 80%
63% 81%
59% 74%

All Spanish
Latinos Speaking
74% 87%
72% 83%

April 2025



Similar analysis can be
applied to combining digital
platforms: a program of
three or more platforms

(streaming AND YouTube
AND linear TV) could reach
about 90% of all Latinos.

Among Latino Voters

Using 1 Tactic

Streaming video (over 1hour / day)
YouTube (over 1hour / day)

Linear TV (over 1hour / day)
Instagram (over 1hour / day)

AM / FM radio (over 1hour / day)

Using 2 Tactics

Streaming video + YouTube
Linear TV + Streaming video
Instagram + Streaming video

AM / FM radio + Streaming video

Using 3 Tactics
Streaming video + Linear TV + YouTube
Streaming video + YouTube + Facebook

Streaming video + LinearTV + Instagram

Warbler =

70%
61%
48%
4L6%
29%

84%
82%
80%
77%

90%
88%
88%

November 2025
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Audience Spotlight:
Spanish Speakers
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From April 2025 poll, the share of Latino
registered voters who said they...

In our 2025 language-
focused poll, 63% Latino
registered voters reported

‘ever using Spanish in their 9 4% 6 3 %

daily life.’

o ‘EVER use English ‘EVER use Spanish
A Pew StUdy found 75% of in their day-to-day life’ in their day-to-day life’

Latino adults (not voters) can
carry a conversation in
Spanish. _
- Compare to a Pew Research study that found 75% of US Latino adults can
carry a conversation in Spanish. Some differences are expected between the

total US adult Latino population and Latino registered voters, and between
different question phrasings.

April 2025
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Latino voters who always or mostly use Spanish are on social platforms like
Facebook, Instagram, and TikTok at higher rates. 3 in 4 use WhatsApp weekly.

% Used in Past Week,
By Language Used More

49%
45%

38%

40%
30% 0 30% 8 20% /0 2
2%l 2
14%
6% &

YouTube Streaming Browse Instagram Facebook Broadcast  Audio TikTok  AM/FM WhatsApp Alapp like Podcasts Snapchat X (Twitter) Pinterest Reddit Threads  Discord Twitch Bluesky
services  websites / cable TV streaming radio ChatGPT

Always or more English . Spanish and English equally . Always or more Spanish

November 2025



Respondents named Bad
Bunny as the top Spanish-
speaking ‘influencer’ they
follow — followed by travel
YouTuber LuisitoComunica.

Other creators fell into
categories like travel, music,
video gaming, beauty, and
family viogs.

Warbler =

Q. Do you follow any people on social media (such as influencers, TikTokers,
YouTubers) that post in Spanish? If yes, please share the names of one or two
examples of people or accounts that you like. (Open text)

Familia La Torre Nayib Bukele
Alberto Lineros gqfig Vergara

Sergio Ramos Selena Gomez Wendy Ortiz
palas Review Itati Lopez Peso Pluma Becky G
Bad Bun NY Molusco Verebx

Yuya Rosalia i jAlondrissa
! rBEéQuabgst KMaaml GJenMiefsglr' Lopez
Chiquis = AUrONPlay CardiB
ronaido ' _ L€l€ PONS Kimberly Loaiza
Louie Castro Shakira Lejuan James

LuisitoComunica  weycienms
Hot Spanish  Carlos Eduardo Espina

Carlos Alberto Fuentes Santea . :
Mario Aguilar vajlin - Odette Yeri Mua Mikayla Noriega
Lupita Villalobos

April 2025
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Weekly usage of audio formats among Latino voters by language

. . More Spanish Engslli):hn:esqhulally More English
SpanISh Ianguage radlo Spanish language AM / FM radio 60% 67% 21%
o, AM / FM radio (generally) 59% 68% 62%

(o]
- . Spotify 53% 53% 42%
Spanish-dominant voters e doats rose oo raot
Pandora 29% 40% 30%
weekly.

Audiobooks 27% 34% 21%
\X/hen aS ked What d raWS SiriusXM / Satellite radio 20% 28% 20%

them to Spanish language
radiO, Most responses anywhere else? [open end - coded]

Q. What do you like about listening to Spanish language radio that you can’t get

mention affl ni ty fO rs peC Ifl C Specific music genres, variety, & discovery |7
. . Cultural connection & heritage
Latin music genres and Enjoy 1, how tmakes me el EEEGEGE—ISE
. Prefer the language, or learning the language
CUltural ConneCtlon News & information [N
Authenticity & uniqueness
Entertainment & humor
Specific artists & programs
Community & local focus
Memories & nostalgia
Family members liste78
Spor8 7 July 2025
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Targeting those who have
browser & device settings is
one way to reach an audience
who we have high confidence
are Spanish speakers, but
campaigns should avoid using
it as the ONLY way to deliver
Spanish ads.

Only about 14% of all US Latino voters and
21% of US Latinos who speak (any) Spanish

reported having their browser settings in
Spanish.

Warbler =

All US Latino
registered voters

63%

All Latinos who (ever) speak
Spanish in daily life

14%

Those with device
and browser
settings in Spanish

April 2025
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Q. In the past week, did you watch or read content from Spanish language media
companies - specifically Univision or Telemundo - in any of these ways?

Even the Spanish TV news s
Yes, watched on live TV 1%
ecosystem has changed.
Yes, watched clips on YouTube, 21%
Facebook, or another social media 41%
\X/atching clips on social Yes, browsed Univision.comor = 12%
e o e Telemundo.com 27%
mediais jUSt as common as
. A Yes, watched on a streaming app, 10%
WatChlng ||Ve TV When like ViX or "Univision NOW" 20%
consuming Univision/
Yes, watched clips shared on 8%
Telemundo content Whatsapp or Telegram 19%
[Any ad-supported: TV, streaming, 32%
or website] 62%
All Latinos who speak Spanish Spanish dominant

April 2025




Only about half of Spanish
dominant Latino voters say
the majority of online ads
they get are in Spanish.

And, only about half say
they usually get ANY
Spanish ads from a political
candidate.

Warbler =

Q. How much do you agree or disagree with the following statement?

The majority of ads | receive online are in Spanish.

B Agree Neutral / not sure [ Disagree

All Latinos WAL 15% 68%

e =
more

Spanish Ad Gap

|~_I

When a political party or candidate is running in an election, | usually receive
some ads from them in Spanish.

B Agree Neutral / not sure [ Disagree
Use Spanish 539 29%
more

L Spanish Ad Gap J April 2025



Even among Spanish
dominants, those with
Spanish browsers are

significantly more likely to
report receiving Spanish
language political ads.

Warbler =

Q. How much do you agree or disagree with the following statements?

When a political party or candidate is running in an election, | usually receive
some ads from them in Spanish.

B Agree Neutral / not sure [ Disagree
Use Spanish more + 25%
English Browser
e panih Broves
Spanish Browser

April 2025
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Audience Spotlight:
Passive political news
consumers



Latinos, especially young
Latinos, are more likely than
the average voter to say
they “happen to come
across” political news rather

than seek it out.

This trait is correlated with
younger voters and more
politically disengaged
voters.

Warbler =

Q. Do you get political news mostly because you seek it out or because you
happen to come across it? Or, do you mostly avoid political news?

B Seekitout Happen to come across it [l Mostly avoid political news

November 2025



R EQUIS ReseArcH Warbler =

Latinos who consume news passively are more likely to be found on Instagram and
TikTok, while active news consumers are more likely to consume linear media,
browse online articles, and listen to podcasts.

% Used in Past Week

s2l88%

8783% oy
: 76%
e’ 78 A%
68% &5 6
65% -
60% 62‘*)61% @
@ )5/a

49%
4 4@79‘ 45%
41 %

38% 3&6% 35%
3 /-30%
28% , o 5%
EI 107%
706%

YouTube Streaming Browse Instagram Facebook Broadcast — Audio TikTok AM/FM WhatsApp Alapplike Podcasts Snapchat X (Twitter) Pinterest Reddit Threads Discord Twnch Bluesky
services  websites / cable TV streaming radio ChatGPT

All Latinos . Seek out political news Happen to come across political news

November 2025



Top stories regarding ICE
and major events like
government shutdowns

break through to passive
news consumers (even
when weeds-ier policy
stories don't).

Warbler =

Q. How much have you heard about each of these news topics in the
past month?

% saying they have heard “A LOT”

All Passive
Latinos News Latinos

Federal government
shutdown

ICE and immigration
enforcement

Tariffsand

- 36% 28%
trade policies

Costs of health insurance

. 34% 24%
premiums

November 2025
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Passive news consumers are less likely to watch news-centric channels, but more

likely to watch entertainment content such as music, cooking, movies, gaming, and
beauty.

Categories Watched on YouTube

56
42%
% as% ¥
30% 0
o 5% 81T 20 Ren  26% 25 (" 5% 26%
23% 24%R24% 230" 23%03%  23%
8%

Music Food & Movies & News & Gaming Sports Podcasts Science & True crime Fitness&  Standup Educational Beauty &
cooking TV series politics technology health comedy fashion
All Latinos [l Seek out political news Happen to come across political news

September 2025
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X EQUIS RESEARCH Warbler -
Recommendations

YouTube should be part of every Latino outreach program. Nearly 9-in-10 Latinos use
YouTube weekly. 61% say they use YouTube at least an hour every day.

In addition to YouTube:
o Invest in outreach on Instagram, TikTok, and WhatsApp, especially for programs
targeting younger Latino voters.
o For programs targeting young Latino men, invest in X, Reddit, Discord, and Twitch
o For programs targeting young Latinas, invest in Pinterest and TikTok

Take advantage of opportunities to connect through culture. While Latino creators and

Latino content don't make up the majority of what Latinos consume, most are still watching.

Instead of relying on browser settings to target Spanish ads to Latinos, use cultural content
targeting. On YouTube, use cultural categories, like “Latin Music,” to target a much broader
and more inclusive audience of Latinos.

Use non-political categories like comedy, travel, beauty, and family life to engage Latinos
who are less likely to seek out news.



