Social Media and Hispanics
in the U.S.A.
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M ETHODO LOGY Each year, GlobalWeblndex asks 10,000 Hispanics and 5,000 non-Hispanics to complete an online survey which asks a wide range of questions about their lives, lifestyles and digital behaviors. GlobalWebIndex sets quotas on age, *For more information on how these segments are defined, click here.

gender and educational attainment to ensure that the data is representative of the online U.S. population aged 16-64. Hispanics can then be compared against the total US population, and can segmented by their language preferences

- Spanish-Only, Spanish-Mainly, Bilingual, English-Mainly or English-Only. In this infographic, “Spanish-First” comprise Spanish-Only and Spanish-Mainly, while “English-First “comprise English-Mainly and English-Only.

www.globalwebindex.com | @globalwebindex | +globalwebindex



