
The ONLY Multimedia Company 

Targeting American Latinas



THE HISPANIC MARKET

ACCULTURATION & MEDIA

CONSUMPTION
Å #1 ethnic group

Å 72%US Born

Å $951 billion spending power projected to be 

$1.4 trillion by 2013

Å 78% English-dominant Hispanics use the 

Internet vs. 32% of Spanish-dominant Hispanics

Å 76% US-born Hispanics go online vs. 43% born 

outside the US

Sources: U.S. Census: July 1, 2006; Selig Center for 
Economic Growth; Association of Hispanic 
Advertising Agencies



ONLINE & SPENDING

LARGE

Å 30 million Hispanics projected online (30% increase) in just 4 

years ïfastest growth of any group!

Å90% are online everyday

LUCRATIVE

Å$13 billion spent on retail products online (11% of the US 

total)

Å70% online spending projected to increase to $21.6 billion in 

just 4 years

LOGGED ON

Å17% more likely than non-Hispanics to use the Internet to 

research brick-and-mortar purchases

Source: Selig Center for Economic Growth; Association of Hispanic Advertising Agencies; 

EMarketer 2008; Jupiter Research 2007; 2010 Latina.com Nielsen Custom Study

THE HISPANIC MARKET



EDITORIAL CONTENT

CONTENT CHANNELS

ÅFashion

ÅBeauty

ÅLifestyle

ÅFood

ÅTravel

ÅVideo

ÅJobs

ÅAstrology

CONTENT ENGAGEMENT

Å59% agree that Latina.com is a site that fits my 

lifestyle

Å68% agree that Latina.com offers original 

content with an authentic Latin lens

Å6 out of 10 visitors  say  Latina.com is a 

website I can trust and rely on

Source: 2010 Latina.com Nielsen Custom Study

LATINA.COM



SOCIAL MEDIA

Facebook

ÅFacebook: 12,000+ fans

o Over 20% growth in membership 

in past 3 months

o Hundreds of responses on 

articles/posts etc.

Twitter

ÅTwitter: 7,700+ followers

Å76% of LATINA.com users actively 

use social networking sites in the past 

6 months

Source: 2010 Latina.com Nielsen Custom Study

LATINA.COM



2009 TRAFFIC

FREQUENT VISITORS

Monthly Average Uniques 325,000

Monthly Average Pageviews 1,100,000

Source:  Omniture  2009; 2010 Latina.com Nielsen Custom Study

ON SITE BEHAVIOR

COMMITTED

ÅMedian of 15 minutes on the site

ÅAverage of 4 areas on the site with each visit

Å51% of  Latina.com visitors come to the site regularly 
(several times a month or more)

LATINA.COM



THE LATINA.COM USER
Latina.com users are trendy, fashionable and 

unapologetically feminine. These modern women 

are 100% American yet are firmly rooted in their 

Latin traditions and culture. 

She prefers Englishé

74% speak English at home

89% speak English with friends

Source: 2010 Latina.com Nielsen Custom Study

Median Age: 33 

Median HHI: $58,618 

Attended/Grad College+ : 86%

Employed: 62%

Have Kids: 46%

Born in US: 78%

Born in US/Here for 10+ Years:   98%



LATINA.COM USER

FAVORITE AREAS TO VISIT

Which Areas on Latina.com do you Visit?

Source: 2010 Latina.com Nielsen Custom Study

Entertainment 56% 

Lifestyle 49%

Food 44%

Beauty 43%

Fashion 38%



HER FAVORITE                

ONLINE ACTIVITES

Activities Done Online in Past 6 months:

Source: 2010 Latina.com Nielsen Custom Study

THE LATINA.COM USER

Purchased a Product 71% 

Researched a Purchase 70%

Banked Online 65% 

Downloaded Music 63% 

Blogged 31%



HER ONLINE SHOPPING HABITS

Purchased Online in Past  12 months:

Books/Music/i-tunes 73%

Travel Plans 66%

Clothing/Accessories/Shoes 62%

Consumer Electronics 45%

Beauty/Skin/Personal care 44%

Health Products/Services 40%

Food 36%

Home & Garden 29%

Financial 28%

Source: 2010 Latina.com Nielsen Custom Study

THE LATINA.COM USER



ÅñI feel positive about the brands advertised on Latina.comò

(60% of visitors agree) 

ÅñThe advertising on Latina.com is relevantò

(59% of visitors agree)

ÅñI remember the brands advertised on Latina.comò (48% of 

visitors agree)
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Source: 2010 Latina.com Nielsen Custom Study

RESPONSIVE TO ADVERTISING

THE LATINA.COM USER

INSPIRED TO TAKE ACTION
Å71%  would recommend Latina.com to others

Å41% have purchased a product or service on Latina.com



SHEôS NOT VISITING OTHER 

HISPANIC SITES

% of LATINA.com Visitors who Seldom/Never Visit

MiGente.com 94%

LatinGossip.com 94%

Batanga.com 93%

PeopleenEspanol.com 92%

Terra.com 92%

YahooenEspanol 91%

Univision.com 87%

Source: 2010 Latina.com Nielsen Custom Study

THE LATINA.COM USER



SHEôS NOT VISTING OTHER 

WOMENôS LIFESTYLE SITES

% of LATINA .com Visitors who Seldom/Never Visit

Marie Claire.com 92%

PopSugar.com 92%

Cosmopolitan.com 91%

Elle.com90%

InStyle.com 87%

Source: 2010 Latina.com Nielsen Custom Study

THE LATINA.COM USER



THE WEEKLY DISH (90K opt-in recipients)

Weekly newsletter calling out the latest and 

greatest on Latina.com - news in fashion, 

entertainment, food and more!

COLOR ME GLAM (5K opt-in recipients)

Weekly beauty newsletter written by Latinaôs 

Beauty Director, offering product features and tips 

for all things beauty! 

DEDICATED EMAIL (12K  opt-in recipients)

A custom email to our registered opt-in subscriber 

base on behalf of our advertisers.  

SMALL BITES (40K opt-in recipients)

Weekly email featuring restaurant reviews, easy 

to prepare Latin-recipes, cocktails, custom video 

demonstrations and more!

NEWSLETTER 

SPONSORSHIP

The Weekly Dish

Color Me Glam

Dedicated Email

Small Bites

LATINA.COM ADVERTISING OPPORTUNITIES



CHANNEL/CONTENT 
SPONSORSHIP

Clickable logo driving traffic to 
advertiserôs website.

VIDEO/SLIDESHOW SPONSORSHIP

Exclusive sponsorship aligning brand 
with related information. Pre-roll, mid-
roll and post-roll video capabilities 
provide additional branding 
opportunities.

PAGE WRAPS

Wraps entire web page, providing 
greater visibility and impact for 
advertiser. Available on home page 
and all channels.

CONTENT SPONSORSHIP & INTEGRATION

Page Wraps

Sponsorship

LATINA.COM ADVERTISING OPPORTUNITIES



CUSTOMIZATION

ÅSweepstakes/Contest/Giveaways

ÅCustom Quiz/Polls

ÅCustom Micro-site/Landing Page

LATINA.COM ADVERTISING OPPORTUNITIES



LATINALounge Facts

ÅA network of sites reviewed and selected by 

LMVôs edit team with the goal of being the premiere

English language ad network targeting bicultural Latinas

ÅSites Categories: Fashion, Beauty, Entertainment, Food, Travel, Health Care, Politics, 

Money/Career, & Home/Parenting

ÅOffer measurable reach and efficiency to the U.S. bicultural adult Hispanic female market via 

specialization of buy (ie. geo-targeting, behavioral targeting and contextual targeting)

WHATôS LATINALoungeé

The ONLYAd Network Targeting 

U.S. Hispanic Women 18+ 

At All Acculturation Levels

1,400,000 Uniques



LATINA MAGAZINEôS  
BOUTIQUE COMPANION WEBSITE 

FEATURING LMV EDITORIAL CONTENT

THE HUB FOR CONTENT 

FROM A VARIETY OF 

LATIN NICHE WEBSITES

Target: highly acculturated U.S. Hispanic F (18-49) Target: U.S. Hispanic F (18+) at all acculturation 

levels.

WHATôS THE DIFFERENCE?

Fashion/beauty/lifestyle English website edited to 

inform and inspire a specific Latina audience

325,000 unique visitors per month

Companion site to LATINA Magazine

LMV editors provide all content through a distinct 

Latin perspective

Engages a specific Latina audience

Advertising opportunities include highly customized 

digital programs providing highly engaging brand 

messaging: sponsorships, integration and custom 

content 

Positioned across a variety of English language 

sites targeting the breadth of U.S. Hispanic females

1,400,000 unique visitors per month

Aggregation of Latin niche websites

Content provided by approved publishing 

partners (at LMV editorsô discretion)

Targets the general Latina audience

Advertising opportunities include run of network ad 

placement, geo, behavioral and contextual targeting



CASE STUDIES:
Successful Online & Integrated Marketing Campaigns



Objectives

ÅHeighten awareness for Cliniqueôs Dark Spot Corrector 

leading up to the Summer season 

ÅPromote Cliniqueôs product within a contextual beauty 

environment

Campaign Overview

LATINAôs May issue featured editorial coverage on sun spot 

treatments, which provided a relevant editorial environment 

for Cliniqueôs Dark Spot Corrector serum. 

In addition, this content was translated online with :30 

second video reviews of sun spot treatments, which included 

Cliniqueôs product. This print and digital campaign included a 

spread  and a compelling homepage takeover with a wrap 

featuring Cliniqueôs product, a targeted óBeauty Channelô 

takeover, Color Me Glam newsletter, site interstitials and 

ROS banner ad campaign. 

Results

ÅThis was Cliniqueôs integrated campaign directed to the 

acculturated Latina

ÅIts online presence gave Clinique complete ownership of 

the site and delivered 1.2+ million impressions

ÅThe success of the campaign has led to Cliniqueôs renewal 

of a phase 2 campaign in Q3 2010
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CLINIQUE



Objectives

ÅChange the good health conversation to a positive healthy 

lifestyle message for this Latina

ÅProvide tools and resources for her and her family to spread 

good health and take action for their own health

Campaign Overview

LATINAôs óMi Vida Reinventadaô program created original 

content for GE both in-book and online that provided them 

complete ownership and the ability to deliver GEôs health 

message to our Latina and her family

In-book, LATINA designed and created 1/3 advertorials 

surrounding relevant health edit driving readers online to a 

special subchannel that hosted health tips and videos. 

The óMi Vida Reinventadaô channel was further supported with 

GEôs online buy which included co-branded RON ads on 

LatinaLounge, ROS ads, Food and Lifestyle Channel takeovers 

and targeted email blasts driving readers to the GE sponsored 

subchannel. 

Results

ÅThis was GEôs first integrated campaign to this audience 

ÅTo date, GEôs 3 month digital campaign has garnered over 

4.7+ million impressions
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GE


