
Cambios demográficos, nuevas audiencias, nuevas oportunidades



Market Presentations
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Puerto Rico’s population is decreasing and aging faster than forecasted



Total Population 2017E: 3,337,177

1950 1960 1970 1980 1990 2000 2010 2020 2030 2040 2050

2,214,169
2,358,564

2,724,086

3,202,933

3,527,593

3,810,605
3,721,208

3,505,120

3,199,027

2,792,519

2,327,199

2010 Projections

Source: Junta de Planificación, Estimados Poblacionales. U. S. Census Bureau, Intercensal Estimates; International Data Base (IDB) y Population Estimates. * Total HH 
has not been revised. Source: US Census 2015 Est   *Households Update 2013 

2010 2011 2012 2013 2014 2015 2016 2017

3,337,177

3,411,307

3,474,182

3,548,397

3,615,086

3,651,545

3,686,580

3,721,208

Actual

2010 2012 2014 2016 2018 2020 2022 2024

3,721,208

3,686,580

3,651,545

3,615,086

3,548,397

3,474,182

3,437,543

3,391,275

3,351,691
3,322,057

3,301,117
3,283,744

3,265,512
3,248,089

3,231,468
3,212,945

Revised Projections

US: 326,470,500  
PR is 1% of Total US pop
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2017-2019 Forecasts
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“Less Pessimistic” – Dr. Juan Lara Hecatomb – Hunter College

200,000 
In next two years

470,335 
In next two years



Migration Trends
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1950 - 1954 Ave. Annual Total 2002 Total 2005 Total 2008 Total 2011 2010 - 2014 Ave. Annual

 47,400 

 22,526  21,698  22,101  21,225 

 27,186 

 36,883 

 42,354 
 39,966 

 32,367 

 13,919 

 35,033 

 29,308 

 34,535 

 42,189 

 53,020 

 86,654  88,000 

Government 
induced 

END 4 Jan 17, Bureau of Transportation Statistics



Forecast Indicators

• Historic September Air Passenger 
Traffic Deficit 

Outbound (000’s)

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

182.7

310.8309.2293.1292.1300.5
268.3

345.6
318.0

279.9

Inbound/Outbound Difference (000’s)

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

-18.6

-12.3

-21.3

-8.3

-16.4 -14.5
-17.1 -17.5 -15.7

-34.6

BGF, Jan 11, 2019



Forecast Indicators

• 300,000+ arrived in Florida since 
October 3, when the state began 
counting.  

• January 12, 2018 

• 1,600 to Chicago 
• El grupo poblacional más 

numeroso entre los migrantes 
serán adultos de entre 25 y 64 
años, según el análisis. En el 
próximo año, los migrantes de 
esas edades serán entre 50,458 
y 104,091. 

• Florida, Pennsylvania, Texas, Nueva 
York, Nueva Jersey, Massachusetts, 
Connecticut, Ohio, California e 
Illinois.

8https://www.cbsnews.com/news/puerto-ricans-relocate-to-florida-face-difficult-transition/. https://www.volunteerflorida.org/icymi-commentary-gov-rick-scott-floridas-quick-response-aid-puerto-rico/, https://
www.csmonitor.com/USA/2018/0112/Florida-races-to-accommodate-influx-of-Puerto-Rican-migrants. https://www.univision.com/puerto-rico/wlii/noticias/huracan-maria/exodo-de-puertorriquenos-a-eeuu-tras-el-huracan-
podria-superar-al-de-la-decada-de-1950. https://www.elnuevodia.com/noticias/locales/nota/dramaticareduccionpoblacionalluegodelpasodemaria-2371581/

https://www.cbsnews.com/news/puerto-ricans-relocate-to-florida-face-difficult-transition/
https://www.volunteerflorida.org/icymi-commentary-gov-rick-scott-floridas-quick-response-aid-puerto-rico/
https://www.csmonitor.com/USA/2018/0112/Florida-races-to-accommodate-influx-of-Puerto-Rican-migrants
https://www.csmonitor.com/USA/2018/0112/Florida-races-to-accommodate-influx-of-Puerto-Rican-migrants
https://www.univision.com/puerto-rico/wlii/noticias/huracan-maria/exodo-de-puertorriquenos-a-eeuu-tras-el-huracan-podria-superar-al-de-la-decada-de-1950
https://www.univision.com/puerto-rico/wlii/noticias/huracan-maria/exodo-de-puertorriquenos-a-eeuu-tras-el-huracan-podria-superar-al-de-la-decada-de-1950


Forecast Indicators

• Children registered in PR schools: 
• Before Maria:  350,000 
• After Maria:  331,000 (-19,000) 

• Children registered in Florida schools after: 
• 7,756 

• Elders registered in Medicare Advantage 
• 2016:  568,637 
• 2017:  555,787  (-12,850)

9

https://www.the74million.org/article/thousands-of-puerto-rico-students-fled-to-florida-schools-now-district-wants-waivers-so-they-can-graduate/



Forecast Indicators

http://theconversation.com/will-puerto-ricans-return-home-after-hurricane-maria-87160

Intentions to stay in U.S. after María?



Forecast Indicators

http://theconversation.com/will-puerto-ricans-return-home-after-hurricane-maria-87160

1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q '16 4Q '16 1Q '17 2Q '17 3Q '17 4Q '17

No Minors at Home 0 to 5 6 to 11 12 to 17

61%
58%

53%53%
55%

57%56%57%
55%

57%57%56%

43%

40%
42%41%

39%39%
42%

39%
42%41%40%40%

29%
32%

33%32%
29%30%

32%32%
34%34%35%36%

53%
56%57%57%

54%55%
53%

57%55%
53%53%52%52% 53% 53%

55% 57%

53%
55% 54%

57% 57% 56%
53%

Minors at Home



2010 2011 2012 2013 2014 2015 2016

645,887
623,571617,007

599,667582,348563,927546,711

880,906
880,515897,602

907,563916,409924,443929,407

853,314
875,244899,425922,127936,456953,129972,345

335,328
363,988361,611371,661374,592375,754375,800

182,199190,877197,931205,341212,513218,637224,093

352,159377,101387,450409,382422,799436,712450,586

161,514181,674187,371199,345206,428213,978222,266

Under 5
5 to 13
14 to 17
18 to 24
25 to 44
45 to 64
65+

Source: Junta de Planificación, Estimados Poblacionales. U.S. Census Bureau, Intercensal Estimates; International Data 
Base (IDB) y Population Estimates. 

Census Population Estimates   
2010 to 2016  By Age Group

2010 2011 2012 2013 2014 2015 2016

14.7%

6.0%

12.1%

6.0%

10.1%

26.1%

25.0%

4.7%

11.6%

25.0%

25.8%

18.9%

5.3%

9.8%
-40,472 
(-10.8%)

-119,031 
(-12.2%)

-48,501 
(-5.2%)

+99,176 
(+18.1%)

Total Population:    -6.1% 
2016 v. 2010 

-309,901

-60,752 
(-27.4%)

-98,427 
(-21.8%)

-41,894 
(-18.7%)



Net Air Passenger Traffic

FY 2011/2012
-145

-104.2-99-87.3

-50.8-47.2

BFG



Puerto Ricans here and there
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3,411,307 
PR (2016) 

1.1% of total US Pop

5,174,554 
US (2015) 

1.6% of Total US Pop
- 1.8% VYA

+ 0.8% VYA



Puerto Ricans in PR and in US
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2010 2011 2012 2013 2014 2015 2016

5,275,0085,174,5545,032,7344,886,3784,739,2074,607,7744,455,149

3,411,3073,474,1823,548,3973,615,0863,651,5453,686,5803,721,208

In PR In US

8,176,357 8,294,354 
+1.0%

8,390,752 
+1.1

8,501,464 
+1.3

8,581,131 
+0.9

8,648,736 
+0.8

+3.4% +2.9% +3.1% +3.0% +2.8%

-0.9% -0.9% -0.1% -1.8% -2.1% -1.8%

Total: 
%ch VYA:

8,686,315 
+0.4

+1.9%

https://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?src=CF



16,000 Est. Puerto Ricans in the Dominican 
Republic

AÑO ENTRADAS SALIDAS NETO

2010 46,181 43,554 2,627

2011 56,083 49,059 7,024

2012 70,008 51,516 18,492

2013 74,580 55,452 19,128

2014 16,091  
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Relación de Entrada y Salidas por los Aeropuertos de 
Nacionales Puertorriqueños desde 2010 hasta Abril 
2014

http://www.boricuasenquisqueyard.com/el-flujo-migratorio-y-los-visitantes-puertorriquenos-hacia-la-republica-dominicana-un-reportaje-2/

El subadministrador del Consulado de República 
Dominicana en Puerto Rico, Golfris Tatis dijo a Primera 
Hora que las solicitudes de residencia de boricuas 
que se quieren ir a vivir a Quisqueya han aumentado 
drásticamente.



Selected Demographic Statistics

2005 2007 2009 2011 2013r Jul 14-Jul 15 2016E-29-28-30-29-29-29-29-29-29-29-29-29-30

28313436373942424546474951

 Población al 1ro de julio (En miles)(1)  Nacimientos (En miles)  Defunciones (En miles)

17
GDB. Jan 2016 Report.

Birth and Death Rates

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

7.7 7.8 7.5 7.8 7.7 7.8 7.9 8.1 8.2 8.1

13.2 13 12.4 12.4 12.1 12 11.4 11.2 10.7 10.1

Tasa Natalidad
Tasa Mortalidad

   +21       +20        +18        +17        +16        +13        +13       +10          +8           +7          +4          +3            -1



Median Age

18US Census. Departamento de Salud, Secretaría Auxiliar de Planificación y Desarrollo, División de Análisis Estadístico. Portal INDEX MUNDI. CIA World 
Factbook. Updated July 6, 2016.

Median Age

2010 2011 2012 2013 2014 2015 2016

38.7
39.3

39.8
40.4

41.1

41.8

42.5

35.2
35.7

36.1

36.8
37.4

38.1

38.9

37
37.6

38.1
38.7

39.3

40

40.8

Median Age Male Female

2015: 
39.1!

US: 37.2        37.3          37.5         37.6          37.7          37.8          37.9

Life Expectancy
Life Expectancy

2004 2005 2006 2007 2008 2009 2010 2011 2012 2014 2015

81.2 81.5 81.8 82.1 82.3 82.6 82.7 82.8 83.2 82.8 82.9

73.3 73.6 73.9 74.4 74.6 74.9 74.9 75.1 75.2 75.5 75.6

77.2 77.6 77.9 78.3 78.5 78.7 78.8 79.0 79.2 79.1 79.3

Both Male Female



Civil Status /  
Adults 18+

Widow/er
7.1%

Separated
3.0%

Divorced
7.2%

Living Together
12.3%

Married
32.4%

Never Married
38.0%

19

By
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ge
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up

By
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Ti
er

-18

18-34

35-54

55+
6.60%

18.20%

20.00%

2.40%

6.60%

22.90%

53.00%

87.10%

22.10%

2.50%

0.70%

1.20%

12.50%

10.90%

2.10%

1.20%

2.90%

4.40%

3.20%

60.00%

51.50%

41.10%

20.70%

7.10%

Married Separated Divorced Widow/er Single/never married Living together

Low

Middle-Low

Middle

High

48.10%

41.00%

37.00%

25.70%

1.30%

1.90%

3.70%

7.10%

5.20%

8.00%

9.10%

8.80%

0.00%

5.20%

7.70%

22.10%

37.70%

34.90%

24.70%

20.40%

7.8%

9.0%

17.7%

15.9%



182,199
190,877197,931203,125211,423218,651224,108

352,159377,101387,450405,054420,610436,735450,614

161,514181,674187,371196,550205,436214,055222,314
2016201520142013201220112010

 Under 5 5 to 13 14 to 17

20

897,036
695,872

   Children 0-17 
   21.6% of the Total Population (-201,164)

Source:  US Census 2015.  END, 25 jun 2015, p.20. MBP.

12-17: Relationship to Head-of-Household 
• Son/daughter:  79.2 (Total PR 22.6%) 
• Grandchild:   9.2% (2.3%) 
• Other:   0.5% (1.1%) 
• Spouse:   2.9% (9.4%) 
• Head-of-Household  4.3% (62.3%) 

Financial Aid Received by HH with minors at home 
• MiSalud:         82.6% YTD ‘17  63.8% (55.7%) 
• PAN:   60.4% (49.8%) 
• None:   17.4% (18.9%) 
• WIC:   4.8% (6.7%) 
• Social Security:  11.1% (34.8%) 
• Plan 8:   3.9% (3.2%) 

# of Persons at home in HH with minors at home 
• 2-3:   34.9%  (53.7%) 
• 4:   37.8%  (20.0%) 
• 5+:   27.2%  (12.4%)
Education Level Attained 
• Elementary School Incomplete: 2.9% 
• Elementary School complete: 9.7% 
• Middle School Incomplete:  34.3% 
• Middle School complete:  12.1% 
• High School Incomplete:  39.6% 
• High School diploma:  1.9%



Poverty Levels
%

Total

Under 18 years

Under 5 years

5 to 17 years

18 to 64 years

18 to 34 years

35 to 64 years

60 years and over

65 years and over 40.2%

40.1%

39.7%

47.5%

42.6%

55.9%

62.3%

57.4%

45.5%

%

21
https://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?src=CF
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2018 MEDIA EXPOSURE: POPULATION 12-17

69% 61% 50% 40%

29% 15%

P24H P24H

P24H

P24H P24H

PW P24H

10% 10%

P24H
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2018 MEDIA EXPOSURE: POPULATION 12-17

69%

61%

40% Internet 
Last 24 Hours 

Social Networks 
Last 24 Hours 

Local TV 
Last 24 Hours 

Newspapers 
P24H 

Magazine  
PW

Pay TV 
P24H

Shopper  
PW

10%

7%

Outdoor 
P24H

15%

Radio 
P24H

Cinema 
Past Week

50%

29%

4%

n: 276

10



• Type of employment 
• Housewife:    27.1% (23.1%) 
• Retired:    10.8% (15.6%) 
• Pensioner:    6.3% (7.6%) 
• Disabled:    8.2% (5.4%) 
• Self-employed:  7.8% (8.7%) 
• Full-time employee: 18.6% (13.1%) 
• Part Time employee 7.1% 
• Unemployed:    12.3% (7.6%) 

• Sources of income 
• Social Security:    35.7% (35.9%) 
• Retirement:    6.7% (5.0%) 
• Family help:  7.4% (5.5%) 
• Salaried with benefits:   17.1% (21.5%) 
• Self-employed:   10.0% (11.4%) 
• Salaried, no benefits: 11.2% (13.4%)

Adults 45-64 
25.8% of the Total Population (-5.2%)

Annual HH Income 
<$5K   12.3% 
$5K-$9,999  14.1% 
$10K-$14,999  18.2% 
$15K-$19,999  6.3% 
$20K-$24,999  7.1% 
$25K+  9.3% 

Government aid:  77.3% (47.1%) 

Education-wise, similar to general population 
• Incomplete high School: 15.9 
• Complete high school :  36.1% (34.9%) 
• Incomplete bachelor’s:  7.1% (11.2%) 
• Bachelor´s Degree:  20.8% (12.0%) 
• Post graduate   3.7% (1.7%) 
• Technical course  7.1%



54%

53%

36% Local TV 
Last 24 Hours 

Radio 
Last 24 Hours 

Internet 
Last 24 Hours 

Paid TV 
P24H 

Magazine  
PW

Shopper 
P24H

Movies 
PW

9%

4%

Outdoor 
Past Week

19%

Social  
Networks  

P24H

Newspaper  
Last 24 Hours 

38%

32%

2%

2018 MEDIA EXPOSURE: Adults 45-64

n: 276

12%



A portrait of the 65+ 
Puerto Rican

• 56.6% Female / 43.4% Male 
• Median age: 73.6 
• 86.1% live in their own homes 

• 83.2% own their homes / 16.8% rent 
• Median value of homes> $106,800 

• 48.9% are married / 25.4% widowed / 14.5% divorced 
• 46.8% have less than high school 
• 1.9% are responsible for grandchildren 
• 7.7% are veterans 
• 48.1% have any disability 
• 7.0% are in labor force 
• Income 

• 25.2% have HH earnings  ave. $28,633 
• 88.5% receive SS ave. $12,727 
• 32.9% retirement income  ave. $15,706 
• 38.9% receive PAN benefits 

• 38.1% are below poverty line 
26

https://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?pid=ACS_16_1YR_S0103PR&prodType=table

   Adults 65+



HH Income among 65+ HHers
Less than $10,000

$10,000 to $14,999

$15,000 to $19,999

$20,000 to $24,999

$25,000 to $29,999

$30,000 to $34,999

$35,000 to $39,999

$40,000 to $44,999

$45,000 to $49,999

$50,000 to $59,999

$60,000 to $74,999

$75,000 to $99,999

$100,000 to $124,999

$125,000 to $149,999

$150,000 to $199,999

$200,000 or more 0.5%

0.5%

0.4%

0.9%

2.0%

2.8%

3.4%

2.4%

2.9%

3.6%

4.9%

6.8%

9.0%

12.6%

16.7%

30.7%

27
https://factfinder.census.gov/faces/tableservices/jsf/pages/productview.xhtml?pid=ACS_15_5YR_B19037&prodType=table

2015 Average HH Income 

$19,350



62%

8%

48%

5%

Local TV 
Last 24 Hours 

Radio 
Last 24 Hours 

Internet 
Last 24 Hours 

Paid TV 
Last 24 Hours 

Shopper 
Last 24 Hours

Movies 
Past Week

6%

2%

Outdoor 
Past Week

35%

Social  
Networks  

P24H

Newspaper  
Last 24 Hours 

5%

23%

1%

2018 MEDIA EXPOSURE: POPULATION 65+

n: 216

Magazine  
Past Week



Consumo



Gaither Community Omnibus 
% Incidence of Expense

Food Gas Entertainment Meds Deduc�bles Domes�c Services Personal Loan Financieras Other monthly Other weekly Clothing, Shoes

1%2%2%3%4%4%4%
8%9%10%10%10%11%

18%20%

27%28%29%

38%

58%
63%65%

86%88%
93%

61%

8%

18%

0%

11%

0%0%

8%

18%19%
16%

12%

20%

32%
35%

40%
35%

50%

63%

69%69%

85%
90%

94%

2016 2017

Among categories measured

n: 683



-18 
8%

31

27% 
Online Purchasing 

Incidence

Past Week 1 to 2 Weeks Ago 2 to 4 Weeks Ago Over a Month 
Ago

7% 6% 4% 11%

Last time that Purchased Goods Online

52% 48%

Demographics

18-34 
50%

35-54 
33%

55+ 
8%

High Middle Middle-Low Low

32%
43%

24% 1%

Purchasing Online Goods



28% Clothing 41%

34% Electronics Accessories 23%

13% Electronics 12%

10% Automobile 11%

10% Home Accessories 7%

1% Toys 7%

7% Sporting Goods 3%

6% Music, Series and Movies 3%

4% Books 3%

6% Video Games 3%

1% Ticket Events 3%

Nov - DecJune - July

Type of Goods Purchased Online

Purchasing Online Goods



Services at Home

Target: Women 30-55 
Ave. Expense: $185 
Coverage: SJ, Guaynabo, 
Trujillo Alto, Carolina

Cost: $5 per delivery 
Coverage: Condado, 
Miramar 
Items: food, 
prescriptions, laundry

Costs 
Medical care: $40 
Nutritionist: $40 
Mental Health: $55

Restaurant Food  
 45-55 minute delivery



Coupons Strike Back

34



Retail Environment 
Mega stores leaving the Island; opportunity for 

local businesses



Reports

2015

36



Jan - Aug 31, 2017 Oct 15 - Jan 15, 2017

78.30%

76.30%

Jan - Aug 31, 2017 Oct 15 - Jan 15, 2017

45.30%

39.30%

Jan - Aug 31, 2017 Oct 15 - Jan 15, 2017

12.70%
10.40%

Visited a Quick Service 
Restaurant 

Yesterday

Past Week 

Past Month 
Yesterday Past  Week Past Month 

76%

42%

13%

Visiteda a QSR n: 27,803
Ytd Dec. 31, 2016

Jan-Aug 31, 2017 Oct 15,2017-Jan 15, 2018

Jan-Aug 31, 2017

Jan-Aug 31, 2017

Oct 15,2017-Jan 15, 2018

Oct 15,2017-Jan 15, 2018

Quick Service Restaurants



1Q '12 2Q '12 3Q '12 4Q '12 1Q '13 2Q '13 3Q '13 4Q '13 1Q '14 2Q '14 3Q '14 4Q '14 1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q '16 4Q '16 1Q '17 2Q '17 3Q '17 4Q '17 1Q '18

33.8%

30.1% 28.9%
27.5% 26.9%

25.3%
26.8% 27.5%

24.3%

27.4%
30.1% 29.2%

26.5% 26.5% 25.6%

22.5%

25.3%
22.9% 22.1%

25.3%
23.0%

21.5% 22.7%
21.2%

18.5%

53.9% 54.5%
52.3%

47.4%
49.3% 49.6%

50.8%

47.7%
49.3%

51.2% 50.9%
48.2%

46.9% 46.4% 45.4%
44.3% 44.8% 43.9%

41.2% 40.5%
38.3%

35.9% 34.9% 35.7%

31.3%

Subscrip�on Watched PTV

              Pay TV: Subscription vs. Incidence
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1Q '12 2Q '12 3Q '12 4Q '12 1Q '13 2Q '13 3Q '13 4Q '13 1Q '14 2Q '14 3Q '14 4Q '14 1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q '16 4Q '16 1Q '17 2Q '17 3Q '17 4Q '17 1Q '18

69.3% 70.9% 69.1% 67.5%
70.0% 68.3% 69.8% 68.7% 68.7%

74.6% 75.0% 75.7% 75.3% 75.3% 75.7% 77.3% 78.6% 80.2% 80.5% 79.6% 80.6% 78.9% 80.1% 81.6%
83.8%

Yes

Mobile Phones



Food Stores Visit Incidence  
Last 7 days

3Q '14 4Q '14 1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q'16 4Q'16 1Q'17 2Q'17 3Q'17 4Q'17 1Q'18

73.4%

74.3%

70.4%

72.7%72.8%

68.2%

70.8%

73.6%

76.2%
76.8%77.1%

74.4%

75.5%

73.9%

75.6%

Food Stores



Pharmacies Visit Incidence  
Last 7 days

2Q '14 3Q '14 4Q '14 1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q '16 4Q'16 1Q'17 2Q'17 3Q'17 4Q'17 1Q'18

40.4%41.1%

38.2%
40.1%

42.8%

36.6%
34.9%

36.4%

40.9%39.8%

36.9%

39.8%

43.5%
46.0%

50.8%
52.7%

Drug Stores



MDM

Consumer Categories
Beer 

2017= YTD 05-31-2017  | 18+  Purchasing Agents | Past month

2013 2014 2015 2016 2017

26%

28%

26% 26% 26%

2013 2014 2015 2016 2017

5% 5% 5% 5%
4%

2013 2014 2015 2016 2017

1%

3% 3%

4%

3%

Ready-to-Drink Liquors

Rum 
2013 2014 2015 2016 2017

2% 2% 2% 2% 2%

Vodka 

Whiskey 

2013 2014 2015 2016 2017

2% 2% 2% 2%

1%



2013 2014 2015 2016 2017

17% 17%
15% 16%

18%

MDM

Consumer Categories

Crackers  
(Past 30 Days) 

2017= YTD 05-31-2017  | 18+  Purchasing Agents | Last 30 Days

2013 2014 2015 2016 2017

54% 49% 49% 46% 43%

2013 2014 2015 2016

58%

51%
50%

52%

Cookies 
(Past 30 days) Chewing Gum 

(Last 24 hours) 

2013 2014 2015 2016

42%

36%

39%
40%

Chips 
(Last 30 days) 

2013 2014 2015 2016

25%
21%

17%
20%

Chocolates/ candy 
(Last 24 hours) 



2013 2014 2015 2016 2017

47%
43% 45%

33% 30%

MDM

Consumer Categories

Sodas  
(Past 7 Days) 

2017= YTD 05-31-2017  | 18+  Purchasing Agents | Last 30 Days

2013 2014 2015 2016 2017

42%
41%

37%
38%

37%

2013 2014 2015 2016 2017

73%

67%
64%

60% 60%

Sliced Bread 
(Past 7 days)

Powdered Beverages 
(Past 30 days) 

2013 2014 2015 2016

56% 57%

42% 42%

Chips 
(Last 30 days) 

2013 2014 2015 2016

66% 64%

55% 55%

Cold Cereal 
(Last 30 days) 



MDM

Consumer Categories

Fresh Milk 
(Last 7 days) 

2017= YTD 05-31-2017  | 18+  Purchasing Agents | Last 7 Days

2013 2014 2015 2016 2017

79%
74% 75%

72%
67%

2013 2014 2016 2017

27% 27%
23% 22%

2013 2014 2015 2016 2017

30%
25% 25% 25% 25%

Boxed Milk 
(Last 7 days) Yogurt 

(Last 30 days) 

2013 2014 2015 2016 2017

79%
73% 73%

62% 65%

Sliced Cheese 
(Last 30 days) 



2013 2014 2015 2016 2017

41% 40% 38%
35%

31%

MDM

Consumer Categories

All-Purpose Cleaners 

2017= YTD 05-31-2017  | 18+  Purchasing Agents | Last 30 Days

2013 2014 2015 2016

76% 73% 69%
60%

2013 2014 2015 2016 2017

73% 69% 67%
60% 55%

Bathroom Cleaners Air Fresheners 

2013 2014 2016 2017

77% 76%

63% 64%

Bleach 



MDM

Consumer Categories

2017= YTD 05-31-2017  | 18+  Purchasing Agents | Last 30 Days

Chewing Gum 

1Q '14 2Q '14 3Q '14 4Q ' 14 1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q' 16 4Q '16 1Q '17

18%
18%

16%
17%16%

15%

13%

17%

19%
19%

18%
19%

15%

Juices 

1Q '16 2Q '16 3Q '16 4Q '16 1Q '17 2Q '17 3Q '17 4Q '17 1Q '18

43%43%

36%

39%
41%

39%

43%

46%

43%



Consumer Categories

Sodas 
Auto Purchase Incidence/Intention 

2Q '14 3Q '14 4Q ' 14 1Q '15 2Q '15 3Q '15 4Q '15 1Q '16 2Q '16 3Q '16 4Q '16 1Q '17

38%

40%40%

42%

39%

38%

40%

39%

38%

44%

45%

44%

Next 6 Months Purchase Intention

2Q '12 4Q '12 2Q '13 4Q '13 2Q '14 4Q '14 2Q '15 4Q '15 2Q '16 4Q '16 2Q '17 4Q '17

%9

%8

%5

%6

%5 %5 %5

%4 %4 %4

%5 %5

%4 %4 %4

%5

%6

%5

%4 %4 %4 %4

%4.7

%6.6



Gaither’s  
Post-Hurricane 
Media Watch Report

January 29, 2017 – January 13, 2018



02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

72%

67%
63%

66%
68%

72%73%

68%
65%65%

77%

70%68%
73%

70%

76%
73%

70%71%

78%
75%74%72%71%

73%

65%

71%
73%75%

77%

61%
64%63%

0% 0%

22%22%23%
25%

31%

36%
39%

44%43%
46%46%47%

53%52%

February 5, 2017 – January 20, 2018

MBP Media Consumption Watch  
Local TV (Last 24 Hours) 
2017 - 2018 Weekly Trend



Generated by MBP

MBP Media Consumption Watch 
Paid TV (Last 24 Hours)  
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/10/17-12/16/17 01/14/18-01/20/18

13%

16%
17%

16%
16%

15%
16%

17%

15%

11%

17%

13%

18%

14%14%

18%

16%

19%

15%16%

12%

18%

16%
17%

18%

15%
14%

15%

18%
17%

15%
14%

15%

4%

1%

2%

5%5%
6%

6%

10%10%

8%7%

9%

8%

5%

8%

9%

1/26/2018February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Cinema (Past Week)  
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

5%

4%
5%

2%

4%

5%5%

7%

6%

3%

6%
5%

5%

4%

3%

4%

6%

5%

3%

5%

4%

7%

5%

4%

5%

3%
3%4%

4%4%

7%

3%
3%

1%

3%3%
3%4%

6%
6%

8%

7%

9%

8%8%8%8%

1/26/2018 52February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Newspaper (Past Week)  
2017 - 2018 Weekly Trend 

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/17/17-12/23/17

29%28%
27%

29%

31%
32%

35%

33%

29%30%

27%27%
29%

28%27%

32%

27%

30%
31%31%

25%

31%

28%

30%

23%22%

27%
25%

27%
25%

29%

24%
26%

0% 0%

32%

34%34%
36%

37%

34%

30%
32%32%

33%33%

27%
25%

30%30%

1/26/2018 53February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Magazine (Past Week)  
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

5%

2%
2%

2%

3% 3%
3%

4%

3%

2%

2%

2%
2%

1%

3%
3%

2%

5%

2%

3%

2% 2%

2%
2%

2%

1%

2%

1%

4%

3%

5%

3%

3%
3%

6%
5%

6%

3%

3%
2%

5%

4%

6%

4%

2%
2%

3%

1/26/2018 54February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Shopper (Last 24 Hours)  
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

15%

12%
11%11%

14%14%

13%
12%

14%

11%

10%10%

12%

14%

12%

15%

11%

14%

12%

15%

10%

14%

16%

11%

9% 9%

11%

9%

11%

14%
14%

12%

15%

3%
2%

5%

9%
9%

12%

10%

12%

11%

14%
13%

10%
9%

10%

1/26/2018 55February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Radio (Last 24 Hours)  
2017 - 2018 Weekly Trend                    

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/17/17-12/23/17

49%

43%
41%40%

47%
45%46%

41%

44%

41%

47%

37%

44%45%
42%44%45%

41%

38%

43%

39%
42%

39%

42%
40%

36%
38%

42%41%42%
39%41%

36%

0% 0%

54%55%
53%

60%

57%

51%51%
53%53%54%

52%

47%

51%50%
49%

1/26/2018 56February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Internet Users (Last 24 Hours) 
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

44%45%44%
45%

47%
50%

47%47%

42%

48%
46%

42%43%44%

50%50%
48%

46%
48%

52%51%
53%

51%

48%
49%

47%47%

51%
48%

50%

35%

45%

51%

0% 0%

21%
24%

29%

34%

39%39%
40%

49%

43%
45%

50%51%52%52%

1/26/2018 57February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Read Online News (Yesterday)  
2017 - 2018 Weekly Trend

04/02/17-04/08/17 04/30/17-05/06/17 05/28/17-06/03/17 06/25/17-07/01/17 07/23/17-07/29/17 08/20/17-08/26/17 09/17/17-09/23/17 10/22/17-10/28/17 11/19/17-11/25/17 12/17/17-12/23/17 01/14/18-01/20/18

6% 6%

4%

5%

4%

7%

5%

7%

7%
6%

4%

7%

4%

6% 6%

4% 4%

6%

4%

3%

7%

4%
4%

8%

4%

0%

3%

3%

4%

6%
6%

4%

6% 6%
5%

6%

7%

5%

10%

7%

1/26/2018April 2, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Listened to Internet Radio (Past Week) 
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

16%
16%16%

17%
18%

21%
19%

21%
19%

17%
16%

15%15%

19%

22%
20%

23%

19%
20%

24%

22%23%

20%20%20%

16%16%

21%

18%
19%

21%

18%

23%

0%

9%

7%

13%

16%17%

20%

23%

26%26%

24%

29%
30%

23%

27%

1/26/2018February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Watched Video Stream (Yesterday)  
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

7%

8% 9%
9%

8%

12%

8%
9%

7%

8% 8%
7%

9%
8%

9%
9%

11%11%

9% 9%

11%
11%

9%
9%

10%
9%

8%

9%
9%

10%
11%

8%
8%

0%

4%

2%

6%
5%

8%
7%

11%
11%11%

8%

14%

10%

12%

14%

1/26/2018February 5, 2017 – January 20, 2018



Generated by MBP

MBP Media Consumption Watch 
Recalls Outdoor Media (Past Week)  
2017 - 2018 Weekly Trend

02/05/17-02/11/17 03/12/17-03/18/17 04/16/17-04/22/17 05/21/17-05/27/17 06/25/17-07/01/17 07/30/17-08/05/17 09/03/17-09/09/17 10/15/17-10/21/17 11/19/17-11/25/17 12/24/17-12/30/17

35%

31%

33%

28%

33%
32%

36%

30%
31%31%

30%
31%

29%
30%

28%
27%

34%

23%24%

29%

25%

30%

22%

24%24%24%

27%

31%
32%

28%

32%

26%

23%

0%

19%

23%

29%
28%

32%

27%

30%29%

27%

31%
29%29%

30%
29%

1/26/2018February 5, 2017 – January 20, 2018



Conclusiones

• La “nueva” realidad está tomando forma día a día. 

• El consumidor del 2018 puede ser considerablemente diferente… 
o no 

• Por lo tanto, hay que: 
• Monitorear | Segmentar |Planificar | Actuar



¡Muchas Gracias!



Market Presentations


