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1. Executive Summary
The following report was written by the Commercial Office of Israel to Mexico to provide an
overview of the New Media ecosystem in Mexico.
With the information presented in this report, you will be able to obtain a vision prior to the
establishment of business in Mexico, with examples of companies and public institutions that
will be able to guide you regarding the best practices to be carried out for a successful
establishment of business in the country. Likewise, to expand your business in Mexico, in case
that you are already operating in the Mexican market. For further information beyond what is
stated in this report, as well as questions or connections between the companies, organizations
and conferences listed in this report, please contact Carla Rodríguez, which is in charge on the
sectors of Cybersecurity, New Media, Retail-tech, Sports-tech& Fintech.

Carla Rodríguez Ramírez
Trade Officer
Cybersecurity, New Media,
Retail-tech, Sports-tech
and Fintech
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2. The Israel Economic Mission in México
The Israel Economic Mission is based in Mexico City and represents the Foreign Trade
Administration of the Ministry of Economy and Industry of Israel. Our objective is to
promote, improve, and facilitate trade and investment in a wide variety of sectors
between Mexico and Israel. We work to develop strategic bilateral partnerships,
identifying new attractive opportunities in business and G2G bilateral trade between
Mexico and Israel. We are doing so via B2B meetings, business seminars, delegations,
exhibitions, and other services.
2.1 The Team

Lior M. Yafe
Commercial Attaché

Deborah Bar Nissim
Senior Trade Officer

Estefanía Ustarroz Wood
Trade Officer

Life Science, Automotive,
Investment &
Consumer Goods

Agriculture, Water,
Cleantech, Food-Tech
& Mining

Karla López Ruelas
Trade Officer

Carla Rodríguez Ramírez
Trade Officer

HLS, Telecom, Smart Cities
Construction-Tech, E-learning
& G to G

Cybersecurity, New Media,
Retail-tech, Sports-tech
and Fintech

Regina Salvatori Campos
Project Manager
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3. General Information About Mexico and its Business Culture
Official Name:
Capital:

Estados Unidos Mexicanos (México)
Mexico City
Mexican Peso

Currency:
Population:

Administrative
divisions:
Government
President
Official Language:

(1 USD = 20.48 MXN)
128,649,565 (July 2020 est.)
32 states (estados, singular-estado); Aguascalientes, Baja California,
Baja California Sur, Campeche, Chiapas, Chihuahua, Coahuila, Colima,
Cuidad de Mexico, Durango, Guanajuato, Guerrero, Hidalgo, Jalisco,
Mexico, Michoacan, Morelos, Nayarit, Nuevo Leon, Oaxaca, Puebla,
Queretaro, Quintana Roo, San Luis Potosi, Sinaloa, Sonora, Tabasco,
Tamaulipas, Tlaxcala, Veracruz, Yucatan, Zacatecas.
Federal Presidential Constitutional Republic
Andrés Manuel López Obrador
Spanish
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3.1 Major Cities
•

Mexico City

•

Juarez, Chihuahua

•

Tijuana, Baja California

•

Guadalajara, Jalisco

•

Leon, Guanajuato

•

Monterrey, Nuevo León

•

Puebla, Puebla

Mexico is the largest importer and exporter in Latin America and is the second-largest
economy in LATAM after Brazil.

3.2 Business Communication
Mexican business-culture prefer face-to-face methods of communication, as they find it
critical in determining potential partners' character, level of trust, and compatibility.

3.3 Business Etiquette: do’s and don’ts:
▪

Presentation: Although before scheduling the call, the Commercial Trade Officer
sent your information (presentation, one-pager, etc.) that you provided on your ERM
request. It is essential to have a short and precise PowerPoint presentation about your
product or service. For Mexican companies, a previous experience in other markets
is essential, especially in the United States, European Union, and Latin America. In
case you do have such an experience, please emphasize it.
•

Read about the local company before: Make some research, look for the
person’s profile on LinkedIn and such.

•

Know your goals in the local market: It´s important that you provide clear
information about what you are expecting from your local partners, sales and
about your strategic plan, if you already have some distributors in the market,
including information about their approximate sale volumes, etc.
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•

Importation issues: it is considerable to know the HS code of your product,
packaging for the importation and if there is any Mexican-local regulation
relevant.

•

Additional information: it is always attractive for the local company to know if
you are willing to give training, marketing percentage, free samples, or pilots,
before closing a deal.

•

Be friendly: In Mexican business culture, a direct, unmediated, pleasant, and
respectful relationship is very important, long before doing business. It is
important not to go straight to business, conduct a small talk before it. It can be
viewed as a rude behavior. DON´T make them feel rushed or undervalued.

•

Accurate information: If you don´t know the answer to the question asked
during the call, it´s better to apologize and send the information later via email,
instead of providing misinformation, that can mislead or affect the meeting
adversely.

Mexican business-people do not like to say “No”. It´s important to be hyper-aware of
body language and other non-verbal cues to avoid miscommunications. If you push the
Mexican business-people, they could stop answering you.
Be careful in how you are doing business. Business in Mexico takes time to close and
longer when everything is by mail and calls.

4. What’s Digital Media?
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4. Overview of Digital Media
In an interconnected world, the development of new technologies has opened the possibility for
new platforms and spaces for communication and exchanging ideas and points of view. As a
result of IoT's boom and the spread of the internet, there has been an increase in users and
producers of digital comments as part of corporations, news outlets, and bloggers, for which
digital communications can be referred as communication that relies on the use of technology.

Due to the previous, media strategies and objectives are essential for the operations of the
effective communication process with the potential of caged clients, being it the differential
point among prevailing or collapsing, as current internet presence is not to be considered a
differential factor, being the brand identity and the influence capacity an essential aspect to
succeed.

Moreover, Digital Media channels tend to be identified by the most popular ones, such as
Facebook, Instagram, Twitter, and TikTok; nevertheless, there are multiple channels according
to the social niche you target, these include email, phone calls, video conferencing, videos, blogs
and podcasts, for which Digital Media can be established as the set of tools that allows visibility
and online brand positioning with which you can optimize current and potential client relation
while communicating with them via an effective channel that can go beyond social media.

There must be stated five main characteristics of digital communication that differentiate
them as part of the native digital media, being them more interactive, participatory, egalitarian,
decentralized and have less hierarchical structures as online communication is their primary
focus.
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4.1

What are the advantages and disadvantages of Digital
Native Media?

Among the advantages of media, groups include frequent content updates as the organizations
rely on a network of freelancers that allows them to access various content appealing to hungry
news consumers.
Another example is the low maintenance costs. The organizations cut costs on printing or
producing content aside from films, allowing them to focus on niche markets that older
broadcasters cannot supply.

Companies' main mistakes while administrating digital media solutions are the lack of planning
and over presence in social media, leaving quality aside for quantity as being on all social
platforms does not guarantee fruitful visibility. Likewise, a lack of knowledge of your market
resembles a core objective, resulting in a lack of performance measurement and a waste of time,
and forfeiting company resources.

Digital media management only works when clear and specific objectives are defined for each
channel, always considering the customer's profile, who will guide a large part of the actions in
the company within each medium. To achieve good results, planning, execution, measurement,
and correction stages remain attentive to the audience's needs.
Furthermore, Commercial television with nationwide coverage is the most effective means of
communication in Mexican society; it is the means chosen by advertisers. It is the one that has
influenced the evolution of the behaviors, values, and customs of the Mexican public.
Television constitutes the largest source of entertainment and information for the people.

Digitalization while implementing data analysis on customer interaction influences the
effectiveness of marketing in the field, accelerating digital transformation, increasing revenue,
and reducing costs.

Mexico is a leading content producer and distributor in Latin America, expanding influence
across the region to enlarge its digital outreach; however, this requires deep knowledge of the
digital landscape and ongoing and future trends.
9

5. Overview into Mexican Digital Media and It’s relevance

Over the last two decades, since the internet became the spectrum of media development, media
markets around the globe started to diversify, democratizing systems such as the Mexican.
The media landscape in Mexico is vibrant, but the development of the media market in Mexico
is generally weak, being focused on mass-oriented and broadcasting services to reach national
audiences. However, the current trends, such as the circulation and distribution of free dailies
in metropolitan areas, are regularly founded by local private companies that display exciting
stories and news, reflecting the competitiveness of the market, being an example of the 57
registered daily publications and 206 magazines from the national media outlets registered by
2019; however, despite the numbers, online newspapers are lower than printed articles, being
commercial television the most popular and influential source of news in Mexico, while digital
outlets are gaining prominence newspaper and websites tend to hold a meaningful and
prestigious place, particularly at the local and regional level.

As of 2022, the Mexican digital media landscape has not suffered majored modifications as the
top media brands in the country remain part of legacy newspapers, such as El Universal online
version, TV Azteca online, Reforma online as well as el Financiero. as for television and radio
broadcasters, the holdings with significant relevance online are TV Azteca news, Televisa news
online, and Imagen news online, while the international media companies with a substantial
presence in the Mexican market are CNN and Yahoo News. Moreover, as part of the native
digital media, we can find Aristegui Online, run by one of Mexico’s most influential
journalists, Carmen Aristegui, UNO TV, owned by the businessman Carlos Slim, and Animal
Politico, the leading investigative journalism media in the Mexican ecosystem.
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It must be stated that there are 84.1 million internet users in Mexico and 88.2 million phone
owners, to the National Institute on Statistics and Geography, INEGI, being as of 2020, 91.8%
of the mobile phones categories like smartphones, and having 78.3% of the urban population
and 50.4% of the rural access to the internet. According to data collected by the Federal
Telecommunications Institute, as of
2020,

of

the

36

million

Mexican

households,76.6% have access to at least
one television, suffering an increase of
1.4% compared to 2019.Among the main
activities developed by
users

in

the

Mexican

2020 were 93.8% for

communicating, 88.8% for entertainment,
44.5% for accessing news
outlet channels, and 11.3% for online shopping.
Fig.1 Percentage of individuals who daily consumed the different mass media in Mexico in 2018.

After 15 years of growth, the Streaming Video on Demand companies, also known as SVOD,
have successfully evolved beyond TV and movies, attracting and looking to retain younger
generations who have grown up in a digital area surrounded by social, interactive, and
immersive experiences. However, the SVOD platforms fail to provide personalized images,
video music, or news in comparison to native media outlets, for which the current market must
attract and retain a mature audience for which solutions that can incorporate social media
personalized content are more likely to prevail in the Mexican and international market.
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Due to the pandemic, SARS COVID-19,
the Mexican market growth for platforms
such as Netflix and Disney +, due to their
catalog variety of selection. Moreover, it
can be stated that as of February 2022,
97.9% of internet users in

Mexico

consume streaming content. These users
spend an average of 1 hour and 26 minutes,
every day, connected to these platforms;
time that exceeds that dedicated to

Fig 2. Top five most played video content in Mexico.

watching television by 39.6%.

Likewise,

as of February 2022 audio

platforms, 49.4% of the Mexicans play
music via streamingservices, while 21.2%
play online radio stations and 34.5% listen
podcast and 18.4% audiobooks.
Fig 3. Streaming content indicator in Mexico
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5.1

Regulation of Digital Platforms in Mexico

The debate over the regulation of digital platforms has grown in relevance in the Mexican public
sphere as part of the compel on digital services such as audiovisual content creation and any
interaction related to modernization of the digital streams as part of fiscal obligations
in the digital world, which is subject to budgetary obligations, being the following aspects part
of the regulation of digital platforms that provide access to audiovisual content, 30% of the
digital media catalog comes from national production and enterprises outside their economic
interest.

This regulation is part of the Law on Transparency, Prevention, and Combating Unfair
Practices in Advertising on Digital Media, which entered force in September 2021
and which overlooks and ensures the following:

1. It's stated that an agency that provides services, as well as an advertiser, can not provide
services to media vendors simultaneously, for which a legal entity is to do it when diversifying
their outreach.
2. It is stated in the law that a media vendor must comply with transparency obligations with
the advertiser with whom they are undergoing business, for which they are to provide detailed
information on the campaign and content creation
3. The agencies are to report to the vendors their legal identity and submit reports detailing the
media development and financial regulations.
The previous aspects converged in the regulation aim to enforce transparency in Mexico after
France became the second country worldwide to adopt a media regulation on publicity buying
and its development. Moreover, per the Federal Telecommunications Institute, there is an
initiative to regulate digital platforms that provide audiovisual content being developed by the
IFT in charge of monitoring national content development as part of the Federal
Telecommunications and Broadcasting Law - LFTR-.
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After 15 years of growth, the Streaming Video on Demand companies, also known as SVOD,
have successfully evolved beyond TV and movies, attracting and looking to retain younger
generations who have grown up in a digital area surrounded by social, interactive, and
immersive experiences. However, the SVOD platforms fail to provide personalized images,
video music, or news in comparison to native media outlets, for which the current market must
attract and retain a mature audience for which solutions that can incorporate social media
personalized content are more likely to prevail in the Mexican and international market.

The law requires relevant social networks to register and obtain the authorization emitted by
the Federal Telecommunication Institute for which they can monitor the content uploaded on
social media as well as the following areas:

1. Involvement in the protection of digital users and their data.
2.

The protection against deceptive and abusive publicity, coercive and unfair
commercial methods, and offensive or imposed practices within digital
services.

5.2
•

Mexico’s Regulatory Entities

The Federal Telecommunications Institute: Is an autonomous regulator and competition

authority of the telecommunications and broadcasting sectors in Mexico. In some instances,
there are regulations supervised by the Federal Economic Competition Commission, for which,
when unclear which authority has the legal attributions in a court appeal the judiciary is to
determinate who is the responsible over-determined matters.
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•

The Federal Telecommunications Commission: The COFETEL is an entity created on

1996 t under the Federal Telecommunications Law from June 7TH, 1995. COFETEL is a
decentralized body of the Ministry of Communications and Transport that assumes the
regulation of open radio and television services that it exercised throughthe General Directorate
of Radio and Television Systems, maintaining its current sphere of competence regarding the
regulation of telecommunications services referred to in the Federal Telecommunications
Law and its Regulations.
•

The Ministry of Communications and Transport: The objective of the Ministry relies

on promoting safe, efficient, and competitive transport and communications systems by
strengthening the legal framework, defining public policies, and designing strategies that
contribute to the sustained growth of the economy and the balanced social development national
wide.
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5.3

Largest Media Companies in Mexico

To illustrate the Mexican Media market and its focus, we approach on the leading Mexican
players in the industry, divided into four categories: Digital Newspapers, Online Magazines,
Television Broadcasters, and Broadcasters.

1. Digital Newspapers

Among the native newspapers is El Universal, a newspaper with over a hundred years of
history and a printed circulation estimated at 133,400 daily copies. It launched its website in
2008 with an estimated 16 million monthly interactions, 5.2 monthly unique users, and 4
million Facebook followers. The Excelsior is the second oldest newspaper in Mexico City
after El Universal, being founded in 1917 and sold in 2006 to Grupo Imagen, a Mexican Media
conglomerate part of Grupo Angeles with a presence in Radio under Grupo Imagen regional
stations and a TV channel under the same news.
Among Mexico's prominent magazines is Proceso, a news magazine founded in 1976 and
renowned for its left-wing journalism.

2.

Online Magazines

Most of young Mexicans are not reading books but due to the use of digital technology, the
numbers of interesting publications from weekly news magazines and specialized
publications have risen.
The main online magazines are Proceso, also present with a printed edition, is a weekly
political magazine founded in 1976 and who targets national domestics situations regarding
security and contentious issues, the founder of the magazine was Julio Scherer journalist and
former director of the newspaper Excelsior.
Moreover, among Mexico’s main magazines figures Milenio, the forerunner to the daily
Milenio which offers weekly news and commentary and Mexico Desconocido, Mexico’s
concept to National Geographic, featuring Mexico’s cultural and natural wonders in monthly
basis.
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The graphic on the right represents the main
genres of interest for the Mexican community
for magazine acquisition and internet visits as
of February 2022, being specialized magazines
preferred by 28.7% of the population. In
comparison, 24.5% prefer popular or cultural
topics, and 20% would focus on skill
development topics such as cooking or
decoration techniques.
Fig 4. The main topics of interest in the Mexican community

Moreover,

Mexico’s

leading

printed

magazines in circulation per week as of
October 2021 were led by TVyNovelas with
450 thousand sold per week, followed
by Newsweek in Spanish with 49,000 copies
in circulation, and Proceso with 35 thousand
weekly copies in circulation.

Fig 5. The main printed magazines per weekly circulation in Mexico

3.

Television Broadcasters

Mexico has two main television broadcasters, Televisa a telecommunications corporation
that owns and operates one of main cable companies and a leading satellite pay television
system in Mexico, Dish, while being the largest shareholder of TV broadcaster Univision, a
media company focused on the creation, production, and distribution of Spanish content via
multiple platforms, producing 87,000 hours of content in 2021. Televisa has 58.7%
participation in SKY, a pay television platform currently operating in Central America, the
Dominican Republic, and Mexico.
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The other company's business segments are platforms for e-gaming and the broadcasting of
sports events.
Another the player in the Television broadcasting segment is TV Azteca, being one ofthe
leading producers of Spanish content worldwide while operating four television channels in
Mexico, Azteca Uno, oriented to Women; Azteca 7, a family-oriented channel; ADN40, the
first 24/7 public news channel and Mas+, local television channels.

4.

Broadcasters

o Stations and frequencies vary depending on the region; however, the biggest radio groups
in Mexico upload their programming and have live streaming on the internet, being the main
commercial radio broadcasters Radio ACIR, the largest music radio station in Mexico with
over 50 years in the market in 23 cities.
o Radio Formula, is a Mexican radio funded in 1968 with transmission to over 100 station
in Mexico and the USA.

6. Business opportunities
Mexico is a popular country for news agencies and their regional hubs. International wire
services with a presence in Mexico City include Associated Press, Reuters, AFP,
EFE, Xinhua, ANSA, and others. Legacy newspapers also offer agency services, such as El
Universal, Excelsior, and Reforma, located in Mexico City, the latter being considered the
most important.

Internet subscriptions have boosted the growth of the industry in Mexico due to the increasing
number of people with internet access being an example, the 2020 revenue in online publicity,
454 million USD, more than regular Television marketing, even though traditional media has
a broader audience nationwide.
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As of 2022, the market for video over the top, OTT, in Mexico includes streaming platforms
whose competitive landscape has increased since the pandemic in 2020. Although the radio,
music, and podcast sector underperformed in 2020, mainly due to the drop in radio advertising
and revenue from live concerts, the podcast industry is revolutionizing the Mexican industry.

The previous the number of people who listened to a podcast in 2020 was 22 million, for 2021,
the projection was 28 million listeners, and it is expected that by 2023 35.6 million
Mexicans will become regular listeners. In addition, advertising spending increased by $21
million in 2021, and by 2025, it is expected to reach $44 million, an opportunity for
organizations to reach an audience eager to listen to audio content.

The Mexican market is to include content creators and producers to develop a more attractive
streaming market engagement, instead of perpetuating television services and traditional
cinema, for which platforms such as Cinepolis Click and Claro TV are to diversifyand include
more content within their media for an increased in the number of subscribers thatare to become
direct consumers looking for a unique experience that might consist of culturalor recreative
experience for which the users is not required to be present.

Related to this is the development of the virtual reality and the metaverse, for which the
customer and the viewer are to immerse themselves in virtual and social experiences that TV
and Movies can’t entirely replicate. Despite streaming services being attractive, current
generations are more subjectable to canceling the subscriptions as they are looking for content
that is more passive, social, or adaptable to individuality, for which the metaverse starts to
come into focus as younger generations request characteristics of the natural world, and the
addition of the digital segment as social media and gaming do.
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Due to the previous, the Mexican and Latin-American companies are to focus on providing
more interactive content and promoting the current interaction with streaming services as the
metaverses develop, reflecting a market opportunity to position in the native media outlets
nationwide, this as the average daily time spent on media, specifically in television as of
January 2021 was of 4.01 hours a day, compared to the 9 hours a Mexican person spends in
average on line.

Fig 6. Daily time spent on media in Mexico
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7. Main Digital Media Events in Mexico
1. E-SHOW Mexico 2022
For 8 years, eShow has been confirmed as the space for the protagonists of digital change.
All the speakers come to share real experiences and strategies. Thus, any eShow visitor can
discover and contemplate concrete implementations
o

Dates: March 17th, 2022

o

Place: Online format

2. ExpoPublicitas
o

ExpoPublicitas, the largest marketing and advertising expo in Mexico and Latin America,
brings together more than 500 leading companies that present their best solutions in
marketing and advertising products and services.

o

Dates: May 25th to 27th, 2022.

o

Place: Mexico City
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3.

o

o

World Business Forum Mexico 2022

Leading global business content hub. Their goal is to produce and distribute management
media content to help companies and their top executives improve the way they manage their
organizations.
Dates: October 19th & 20th 2022
o Place: Mexico City

8. Conclusion
Since SARS-COVID 19 pandemic started in 2020, Mexico's digital panorama has suffered a
significant impact due to confinement and the need for digitalization.
As of 2021, Mexico reported 84 million people connected to the internet, majorly via mobile
devices, resulting in 3.5 million new users by the end of 2021. In addition, new social media
users increased by 12.4%, resulting in 11 million unique users, predominantly
on Facebook and Youtube.

Although Mexico does not escape the regional economic imbalance produced by the pandemic,
the growth of electronic commerce has been boosted due to the "new normality."
The most significant use of digital platforms is reflected in satisfying needs for goods and
services: 90.5% of people search online for products and services, and 92.4% of users visit retail
websites or digital stores.
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The annual expense that shows the most significant growth (42.5%) is purchasing food and
personal care, a category that generated 1.93 billion USD in 2020, allowing us to visualize the
potential of digital marketing investment while offering an overview of the supply and demand
of the Mexican digital universe.

Moreover, traditional mass communication has undergone significant penetration in the
Mexican households as the social media interaction increased via WhatsApp and Facebook,
being featured as two of the most robust engagement platforms for the media between 202020221.

As of 2022, TikTok, another platform related to social media, gathered 19.7 million users,
providing a parallel overview of Mexico's broadcasters that reflects daily societal life and its
concerns.
Social media plays a significant role beyond the native media target, assisting traditional
platforms in reaching a target audience, for which sectors such as e-commerce, tourism, and the
entertainment industry are benefiting from the advancements that the industry has over the last
two years.
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