
1 
 

 

 

 

THE RISE OF THE SPANISH LANGUAGE IN THE 

U.S. DURING THE STREAMING ERA 

José Alejandro De La Puente Mendirichaga – 2022 

Berklee Online 

 

 

 

 

 

 

 

 

 

 

 

 

 



2 
 

Table of Contents 

Abstract	.........................................................................................................................................................	3	

Introduction	.................................................................................................................................................	4	

Brief	Description	of	the	Proposed	Culminating	Experience	.............................................................	4	

Literature	Review	......................................................................................................................................	6	

How	the	Work	Contributes	to	the	Profession	........................................................................................	6	

Methodology	.............................................................................................................................................	15	

Plan	of	Action	..................................................................................................................................................	15	

Timeline	...........................................................................................................................................................	17	

Resources/Materials	Needed	....................................................................................................................	17	

Results	........................................................................................................................................................	18	

Description	and	Findings	...........................................................................................................................	18	

Conclusion	.................................................................................................................................................	24	

Limitations	and	further	research	............................................................................................................	24	

References	.................................................................................................................................................	27	

Annexes	......................................................................................................................................................	34	
 
 

  

 

 

 

 

 

 

 



3 
 

Abstract 
This analysis will show if the consumption of Latin pop concerts has increased in 

the last ten years in the English-speaking market of the U.S. in the streaming era. Instead 

of concerts helping to promote records, as they did in the late 1960s, merchandise and 

music streaming music platforms now work to convert listeners into concert attendees 

(Brennan 218). The project collected concert ticket data from Pollstar from the U.S. for 

the past ten years to showcase the trends in consumption while considering the yearly 

increasing number of active users on music streaming and social media platforms.  
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Introduction 

Brief Description of the Proposed Culminating Experience 
This project will research if the Spanish language benefits from the digitalization of 

music on streaming music and social media platforms in the United States. Streaming music 

platforms allowed easy and low-cost access to more extensive and diverse music catalogs. 

Digital music is distributed at a null marginal cost and listeners pay a flat monthly fee, thus 

allowing for more diverse music offerings (Bello, 2021). These factors of the digital era could 

help the Spanish language and potentially make for a higher consumption of Latin music in the 

English-speaking market of the U.S. This is feasible with the market opportunity of music 

streaming platforms. During the streaming era, music consumption patterns and popularity have 

been redefined (Gao, 2021). Further, it is with the streaming era that a progression of material to 

digital commodities and now to music as a service has been observed (Cwynar & Fauteux, 

2020).   

My role in this project will be as the researcher and analyst of the data. The main purpose 

of this Culminating Experience is to demonstrate that Spanish through Latin pop music is headed 

towards increased consumption in the English-speaking market of the United States. Moreover, 

according to the U.S. Census Bureau (2020) the Hispanic population in the U.S. in 2016 was 

17.8%, by 2030 it is projected to be 21.1%, and by 2060 it is projected to be 27.5% out of the 

entire U.S. population. (See Appendix A for a table with more data on this trend).  

Moreover, my motivation behind this research is that the songs I have written have been 

both in Spanish and English. This will provide data and insight to demonstrate if the 

consumption of Latin pop music has increased and potentially in which cities in the United 

States.  
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This research will include sources from books, organizations, journals, and governmental 

data that show the market trend and opportunity of active users in music streaming and social 

media by gathering consumption data on concerts across the U.S. for the last ten years. The 

quantifiable data will identify the correlation between consumer habits toward Latin music in an 

English-speaking market. Lastly, demographics in the U.S. will be considered per city to avoid 

getting a biased approach to the analysis.  
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Literature Review 

How the Work Contributes to the Profession 
This project will contribute insight into the profession by demonstrating if the Spanish 

language has benefited in consumption through music streaming and social media platforms and 

thus helping Latin pop music in the U.S. English-speaking market. The project will only consider 

Spanish in the English-speaking market of the U.S. and not any other languages. This is because, 

in 2019, it was published in an article by Music Business Worldwide that “English language 

music made up 67% of the Top 200, followed by Spanish 18%, and Hindi with 6%. Further, 

Kosinski the VP of Nielsen Music commented that globalization is real and has been 

proliferating through music streaming services and allowing unlimited access to international 

content, with a third of streamed songs in Spanish, Korean, Indian, and Arabic”. (Ingham, 2019). 

The inclusion of Spanish can take years to manifest and cascade in the consumption of music, 

from streaming and social media to concerts. A couple of factors that will affect the change in 

consumption habits are the adaptation of the market to digitalization, geography, algorithms of 

music streaming and social media platforms, trends, population, and revenues. A study regarding 

Korean music by Parc (2020) concluded that Korean pop music embraced and transformed into 

the digital era. This was achieved by adapting to sectors like analog to digital, from albums to 

songs, from possessing to accessing, and from limited interactions to synergetic networks. These 

actions with the digitalization of music allowed access to more fans. Latin pop can and has 

adapted to the digital era for fans and new audiences all over the world to be able to access Latin 

music.  

In a study by Bello, it was stated that “countries that were already close to one another in 

taste are becoming more similar but increasingly different from other clusters of countries. Such 
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clusters appear strongly determined, but not only, by geographical and cultural distance.” (Bello, 

2021, p. 5). In the case of the U.S., geographically it has Mexico as a neighboring country whose 

national de facto language is Spanish.  

The algorithms also play a key role in music consumption. The easy access to streaming 

platforms makes genres and languages flow from other countries faster. This flow will influence 

the consumption and production of music. Research done by Hodgson (2021), stated that the 

algorithms of Spotify and YouTube have become more global in their reach and shape the digital 

music culture. This urges us to give more attention to how algorithms affect the experience of 

music by musicians, producers, and fans in a socio-economic context.  

Moreover, the access and flow of information through music streaming platforms allow 

for global trends to be initiated by other countries. Jovanovska (2019) found that language, 

nationality, and geographic distance influence the way global communities are formed. 

Furthermore, Jovanovska proved that there is a clear direction of leadership flow in the music 

industry. Some countries do follow the trends beset by others and language and nationality play 

an essential role in the development of communities. Spain and Portugal are the most important 

countries in the study since they serve as bridges between the South American and the Eurasian 

communities. This indicates that language and geography play a key role in streaming 

preferences since European countries use Latin languages.  

In an article by The Economist in 2022, the evolution of music taste across the world was 

analyzed. Around 13,000 hit songs according to Spotify in 70 languages were clustered into three 

cluster groups English, Spanish, and other languages. One trend that emerged in the last five 

years, was that the hegemony of English has been in decline. Within the Spanish cluster, English 

quickly lost ground – from 25% of hits to 14% - as native artists like Bad Bunny and Rauw 
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Alejandro Ocasio Ruiz became internationally ascendant and crossovers such as “Despacito” 

between Luis Fonsi and Daddy Yankee featuring Justin Bieber in 2017. (The Economist, 2022). 

This analysis brings forth the data that even in Spanish-speaking countries, the consumption of 

Spanish is on the rise through streaming music platforms.  

Industries are constantly changing. Technologies bring new opportunities and with them, 

they bring new sets of challenges for the industry players. The music industry has not been 

exempted from technological changes through the years. From the printing press to the 

phonograph, to the radio, to the Internet, and now to music streaming platforms. In a sense, the 

music industry is evolving as a new environment of users and third parties discover what works 

and what does not in a post-object economy of file sharing and streaming. As is always the case, 

evolution is about adaptation (Anderson, 2014).  

A new opportunity brought forth by the music streaming platforms is that local musicians 

and artists can potentially find a new audience anywhere in the world. It is mentioned in the IFPI 

report of 2022 that local repertoire dominated the local charts in most geographies – whether it’s 

Latin music, K-pop, French hip-hop or so many other genres - artists are finding new audiences 

in places they never imagined. Labels are putting down deep roots and helping to foster the 

continued advancement of vibrant and diverse local music ecosystems. (IFPI, 2022). Maria 

Fernandez, the COO of Latin Iberia Sony Music Entertainment, further expanded the idea by 

saying that there are no barriers in music anymore and we must take advantage of that. We 

believe that if music is good and it connects, then it can work in any market. (IFPI, 2022).  

However, the new opportunities of digitalization and the streaming era come with another 

cost, the algorithms. The algorithms can vary the music moved around in the platforms and how 

the users are exposed to the music. This can concern the users if the music they are exposed to is 
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shaped by the algorithm, the users, or a mix of both. In a study by Maas and Spilker, the 

algorithms and the impact of the mechanism were analyzed to observe the effects and 

consequences of said algorithms in the platforms. It was stated that since all the mechanisms rely 

on input from user data, one can wonder whether users have only themselves to blame for the 

lack of diversity in the music dominating the streaming era. Research indicates that most users 

consider algorithmic recommendations to be both helpful and relevant, even as they occasionally 

try to sidestep, bypass, or otherwise manipulate them. In short, users generally go with the flow 

and choose what is offered. (Maas & Spilker, 2022).  

Considering that users generally go with the flow of what the algorithms move and offer, 

it can be said that algorithms will have an effect not only on music but also on identity and 

culture. These changes will not be observed in the short but rather in the longer term. To analyze 

the impact of music on identity, Deborah Rapuano compared Irish and non-Irish musicians if 

playing “traditional Irish” music makes the musician Irish. In her findings, she mentions Anya 

Peterson Royce (1977) noted that music is an important indicator of identity. As such, studying 

music communities should illuminate how various identities are constructed in important ways. 

If we view playing and listening to music as one aspect of culture, then studying music 

communities can illuminate social and cultural history (Rapuano, 2009). In other words, being 

surrounded by music from birth. Although most non-Irish musicians never intentionally 

relinquish their original cultural identification, they nevertheless integrate it with vital aspects of 

Irish culture. To aid the process of dividing the musicians into camps of "us" and "them," which 

further separates them from everyone not included in the "us" camp, it becomes even more 

important for the musicians to create, define, establish, and maintain exclusive and inclusive 

boundaries. (Rapuano, 2022).  
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This point taken to today’s streaming era in 2022 still holds by having music labeled as 

Latin music, K-pop, or any variation of pop. And meanwhile, pop music is implied as English 

pop music. However, it is the case that listening to pop music does not make the listener a U.S. 

citizen. Just as a U.S. citizen or musician is not conversely converted into a Mexican or Brazilian 

by listening to or playing Latin music.  

This leads to how our identity, music, and culture influence each other. A study done by 

Ian Cross concluded that the bundles of elements and functions that are music for any given 

culture may overlap minimally with those of another culture, even for those cultures where 

“music” constitutes a discrete and identifiable category of human activity. The dynamics of 

culture, of music as cultural praxis, are neither necessarily reducible nor easily relatable, to the 

dynamics of our biology. (Cross, 2006). Christopher Westgate published a study in 2020 about 

popular music and its value regarding culture and its effect on identity. He mentioned the  

idea of habitus – habitat, habitats, and habits, the class-based tastes that lead people toward 

different ways of behaving – help to analyze how fans work to increase their standing in a 

community. Consider resistance, replete with incorporation into a larger dominant or “official 

culture”. (Westgate, 2020). Westgate then concludes that the relationship of popular culture to 

the cultural industries is therefore complex, but the people are never at the mercy of the 

industries – they choose to make some of their commodities into popular culture but reject many 

more than they adopt”. (Westgate, 2020).  

The complex relationship and interplay of identity, music, culture, music streaming and 

social media platforms, and algorithms bring us to today 2022. Billboard started measuring and 

recognizing the most successful Year-End Top Artists of pop in 2006 (Billboard, 2022a) and the 

Year-End Top Latin Artists in 2011 (Billboard, 2022b). In 2022, Bad Bunny released his third 
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album, "Un Verano Sin Ti” and launched at No. 1 on Billboard, becoming the first Latin Artist to 

be Top Billboard Artist. This sets Bad Bunny as the only Latin artist ever with two albums 

singing solely in Spanish to reach the Top Billboard Artists. (Zellner, 2022). This could be tied 

back to the idea of streaming music platforms allowing for global trends. In this case, Spanish 

has an effect in an English-speaking market like the U.S.  

Nevertheless, this is not the first Spanish song or album to break into the U.S. market. It 

can be traced back to the early 1990s the coexistence of Spanish and English in pop music with 

Marc Anthony, Shakira, and Jennifer Lopez. However, these artists constantly “flip their 

tongues” when performing. In 2018, it was stated by the VP of Marketing for Universal Music 

Latin Entertainment that Latin artists singing in Spanish and English reflect the U.S. Hispanic 

reality. (Cobo, 2018). There was a study by Potowski in 2004 regarding the Spanish language in 

Chicago and the study denotes that even students who were born in the U.S. or have lived here 

most of their life listen to Spanish music, an activity that promotes cultural and linguistic 

connections to Spanish. (Potowski, 2004). In addition, to these findings, there was another study 

regarding the Vitality of Spanish in the U.S. in 2013, and then it was concluded that Latinos in 

the United States are connected and Spanish speakers abroad, enjoying a vast range of 

opportunities to use Spanish (Carreira, 2013). In both studies, it is denoted that Spanish can and 

is used by Latino speakers in the U.S. as an advantage for communication with other nations as 

well as a sense of cultural and linguistic enjoyment.   

The demographics and population of a country are constantly changing and shaping. The 

population and revenue, or market share, evolve on an annual basis. In a book by Gebesmair & 

Students (2016) they stated that the Latin music market around 1995 was smaller than the 

mainstream U.S. market. U.S. Latinos constitute over 11% of the U.S. population and are 
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forecasted to surpass African Americans as the country’s largest minority group. Moreover, sales 

of Latin music went from USD 260 million in 1995 to USD 570.8 million in 1998, and 

approximately one-third of these profits were generated in the U.S. This represented only about 

5% of total music industry earnings and was estimated to grow between 22% and 24% a year 

(RIAA 1999). Fast forward to 2013, Latino purchasing power was a trillion dollars, and the U.S. 

Latino market is the world’s 11th largest economy and third largest economy in the Spanish-

speaking world, after Mexico and Spain (Carreira, 2013).  

Further, according to the annual statement of RIAA (2021a), the revenue (net after 

returns) from the digital streaming of Latin music in the U.S. increased by 36%. In 2020, the 

total revenue was USD 630.1 million; in 2021 the total revenue was $856.9 million. Moreover, 

in the annual statement of RIAA (2021b) the revenue (net after returns) from digital streaming of 

music in the U.S. increased by 23.8%. In 2020, the total revenue was $10,051.5 million; in 2021 

the total revenue was $12,443.2 million. (See Appendices B and C for more data on these 

trends).  

To complement the findings of the RIAA, the following statistics will break down data 

points of the U.S. and Hispanic markets. A study in March 2020, found that the Hispanic 

demographic increased their music consumption and 51% said that it was likely to increase 

(Statista, 2021b). In a similar analysis by Music Worldwide, Latin music revenues in the U.S. 

went up 19% between 2019 and 2020 (Music Business Worldwide, 2021). The 2022 report of 

IFPI also reported that the Latin America region represents 3.9% of the global market and has 

kept growing for its consecutive 12th year. The strong gains came from the U.S. where the 

revenues were up by 22.6% (IFPI, 2022).  
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Moreover, the Grammy awards also influence music consumption. In 2006, it was 

observed in a study that merchandisers came to rely on the Grammy awards as their sales cue 

and began to promote nominees and winners. As a result, and as a positive feedback loop, the 

award-winners began enjoying greater popular appeal through increased album sales (Watson & 

Anand, 2006). Nevertheless, the streaming era has shifted the dynamics in the music industry 

one more time. In an analysis of 2020 regarding popular music and the value of concert tickets, it 

was stated that music fans have shifted their expenditures on recordings to concert tickets. It was 

in the 1960s that concerts helped promote records, and today merchandise and streaming 

platforms now work to convert listeners into concert attendees (Westgate, 2020).  

This tremendous shift in concert incomes for artists in the music industry was also 

commented on in the findings of a study published in 2022 regarding the streaming age of 

Canadian music. It was noted that even though streaming platforms help reach new audiences 

beyond borders, it forces musicians to rely on live shows and touring to generate income. Artists 

further denoted the importance of festivals (deWaard & Fauteux & Selman, 2022).  

The pandemic in 2020 brought concerts to a halt worldwide. In an article in 2021 by 

Billboard, it was mentioned that consumers of live shows were eager to return to concert venues. 

According to Ticketmaster, less than 15% of ticket holders requested refunds for events. Further, 

it was commented concertgoers were eager to participate in the communal live experience after a 

year of lockdown (Brooks, 2021).  

Social media is also a key factor that has become predominant in the music industry. Moe 

Hamzeh the Managing Director of Warner Music commented in the IFPI report of 2022 that 

growth has been perceived from digital service providers' increased subscription numbers but 

also from the rise in consumption of social media on platforms like TikTok, Snapchat, Instagram 
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Reels, and YouTube Shorts given that “these are pillars of people’s music discovery”. Similarly, 

the IFPI report backs up that claim stating that TikTok continued to be a significant source of 

music discovery for fans with record labels licensing catalogs to the platform(s) for consumers to 

use in short-form videos (IFPI, 2022a). Rolling Stone made an article in 2020 regarding this 

trend. Sony Music struck the first major multi-year licensing deal with TikTok. The article also 

claims that Western labels continue copying from Tencent and their combo of social media, 

music streaming, and online karaoke (Ingham, 2020).  

The forecast for changes in population and revenues supports gathering data to measure 

changes, if any, in music consumption habits. There is data available online that will allow 

measuring the changes in consumption of streaming music, the role of social media, and concert 

consumption. If these consumption habits have evolved in the past ten years in the U.S. between 

the top Latin artists and top artists, then that could further support the rise of the Spanish 

language.  
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Methodology 

Plan of Action 
For the culminating experience, I will use a quantitative method and will gather data from 

different databases. I have selected the Year-End Charts of Billboard from 2011 to 2021 to 

compare the top Latin artists against the top artists. In the Our Industry section of IFPI, it is 

mentioned that the Artist 100 measures metrics of music consumption, radio airplay, and 

streaming provided weekly from the charts of Billboard. Hence, the decision to use Billboard and 

its selection of Year-End artists. Moreover, ten years of data is the only years of data available 

for the Year-End Charts for the Latin artists and a decade will showcase the tendency if there has 

been increased consumption of concerts considering the increasing number of active users of 

music streaming services and the increasing number of active users in social media platforms.  

I will be gathering historical data of active users from music streaming and social media 

platforms and touring concert data from Pollstar. The streaming data will consider the increasing 

number of active users of music streaming platforms exclusively from the U.S. The streaming 

data will include platforms such as Spotify, Pandora, Apple, or Amazon depending on the 

availability per platform. A subscription will be required to access Pollstar to collect concert 

touring data from the ten Year-End Top and Latin Billboard artists of the past ten years. Once the 

data has been acquired, then data analysis will follow.  

The data analysis considers concert performances as solo acts, festivals, or awards shows. 

The data available for the number of active U.S. streaming platforms were found in Statista and 

considered Spotify, Amazon, Apple, and Pandora. Moreover, I will collect the number of active 

users from social media platforms from Statista. The social media platforms available in Statista 



16 
 

are Facebook, Instagram, Snapchat, Twitter, TikTok, and YouTube. A limitation of the project is 

that the number of active users from music streaming platforms only has data from 2016 to 2022, 

while the numbers of active users from social media platforms only have data from 2017 to 

2022. This limits the project's concert data consumption from Pollstar between 2017 and 2022. 

However, to use 2022 data, the concert data will consider the following. If an artist appears in the 

Year-End Top Charts of 2016, the concert data considered for that artist is 2016 and 2017. This 

is considering artists can begin a tour late in the year and finish it in the next year.  

An extra consideration is that BTS will not be considered a top English pop artist because 

BTS mainly sings in Korean. Concerts in Puerto Rico will be considered part of the United 

States. The analysis will compare whether concert consumption correlates to increased active 

users on music streaming and social media platforms. Tendencies and correlations will be 

observed amongst both groups over the last five years.  

Correlations will be done with an ANOVA two-factor without replication analysis for 

two hypotheses. The first hypothesis regards Latin concerts with the number of active users for 

music streaming services and the number of active users from social media platforms. The 

second hypothesis is for English concerts. The two-factor replication ANOVA will demonstrate 

if the correlations are significant for either hypothesis. Furthermore, tendencies in consumption 

of concerts through the years will be shown to compare top and Latin music. Moreover, a Pareto 

distribution will be shown for the states that consume the most concerts. The top ten cities that 

consume the most concerts will be shown as well. Lastly, the top-grossing concerts of the year 

will be compared between the top and Latin artists.  
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Timeline 

 

Resources/Materials Needed 
 The resources needed for this project are:  

1) Technology: A personal computer with access to the Internet and enough storage to collect 

data from online platforms. Microsoft office will be used to store the data and develop the 

project. A subscription to Pollstar. The monthly subscription for Pollstar is $199.  

2) Human Resources: Myself, my advisor, and the professor(s).  

3) Marketing and promotional resources: Nothing because the project will not use online 

surveys to gather data.  

4) Space requirements: No space requirements because the project will use online platforms to 

gather data. 
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Results 

 Description and Findings 
 After gathering the data from Pollstar and Statista, here are the findings of the analysis. 

The number of total concerts from Pollstar for the Latin and Top Year-End Charts from 

Billboard are:  

 

 

 

 The data was gathered from Pollstar throughout the month of August 2022. For example, 

if Bad Bunny had concerts all around the world, then the data had to only consider the U.S. for 

public performances such as solo concerts, festivals, or awards. It can be stated that the top 

artists have a higher number of concerts in the U.S. than Latin artists. The trend for the concerts 

is below.  

 

.  

The graph demonstrates that there have been more concerts in the U.S. for Top artists in 

years like 2013 and 2016. However, in 2019 before the pandemic, both types of artists decreased 

y = -2.3879x + 4979.4
R² = 0.0086
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Latin and Top Billboard Concerts in the U.S. between 2012-2021

Latin Top Linear (Latin) Linear  (Top)

Year 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 Total
Latin 134 118 159 262 134 194 254 259 25 103 1642
Top 189 522 377 419 463 399 421 303 58 187 3338



19 
 

their number of concerts. In 2020, with the pandemic of COVID-19, both types of artists 

approximated concerts to zero, and in 2021, both types increase the number of concerts.  

Further, the trend line in the graph depicts that the Top artists are significantly decreasing 

the number of concerts per year, whereas the number of Latin concerts decreased significantly 

less across ten years. Both artists have a negative linear regression.  

Latin: y = -2.3879x + 4979.4 

Top: y = -22.388x + 45479 

It could be stated that the trend in the past ten years between 2012 and 2021 is that Top 

Year-End Charts artists from Billboard are decreasing the number of concert performances in the 

U.S. at a higher rate than the Latin artists from Billboard. Latin artists are also decreasing their 

number of concert performances in the U.S. However, it is at a slower pace than the top artists.  

Next, are the number of active users for music streaming platforms and social media that 

were found on Statista. Regarding the music streaming platforms data available were Spotify, 

Amazon, Apple, and Pandora for the U.S. For social media platforms, the data available was for 

Facebook, Instagram, Snapchat, Twitter, TikTok, and YouTube.   

 

 

Platform 2017 2018 2019 2020 2021
Spotify 45.8 52 38.7 58.2 55.1
Amazon 21.4 30.4 33.1 45.8 48.3
Apple 19.9 28.4 33.1 35.1 36.9
Pandora 74.5 68.6 63.1 78.5 87.3
Total 162 179 168 218 228

Number of Active Users in Music 
Streaming Platforms per year in the U.S. 

(in Millions)
Platform 2017 2018 2019 2020 2021
Facebook 219 221 223 230 235
Instagram 97 105 116 129 142
Snapchat 71 74 77 82 86
Twitter 68 69 77 93 84
TikTok NA NA NA 66 78
YouTube 173 200 191 205 203
Total 628 669 684 805 828

Number of Active Users in Social Media 
Platforms per year in the U.S.                     

(in Millions)
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Both tables were compiled in August 2022 from Statista. More information regarding 

both can be found in the reference section. A limitation of the analysis is that the information 

available for the music streaming and social media platforms only is for the past five years. This 

is considering that platforms like Spotify went public in 2018 and the information available 

online is after this point in time.  

Despite this fact, the two-factor ANOVA analysis without replication was done with five 

years of data. The number of active users of music streaming and social media platforms in the 

U.S. will be the same for both hypotheses. The ANOVA considered the variables and data as 

seen below.  

 

The first null hypothesis is if the number of concerts for Latin artists in the U.S. from the 

Billboard Year-End Charts is significantly influenced by the number of active users on music 

streaming and social media platforms. Side note, the p-value is the probability of obtaining the 

results of a statistical hypothesis test, assuming the null hypothesis is correct. A P-value less than 

0.05 is statistically significant. (Beers, 2022). Meanwhile, the F value calculation is used in 

ANOVA to determine the ratio of explained variance to unexplained variance. The value can be 

used to determine whether the test is statistically significant. If the F-critical value is larger than 

the F-value, then you can accept the null hypothesis (IBM, 2021). The ANOVA is considering a 

P-value of 0.05. The F-critical value for this analysis was 6.38 against an F value of 2.56. The P-

Year Number of 
Concerts

Number of Active users 
in Music Streaming 
platforms per year in 
the U.S. (in Millions)

Number of Active users 
in Social Media 
platforms per year in 
the U.S. (in Millions)

Number of 
Concerts

Number of Active users 
in Music Streaming 
platforms per year in 
the U.S. (in Millions)

Number of Active users 
in Social Media 
platforms per year in 
the U.S. (in Millions)

2017 194 142.7 628 399 142.7 628
2018 254 161.6 669 421 161.6 669
2019 259 179.4 684 303 179.4 684
2020 25 168 805 58 168 805
2021 103 217.6 828 187 217.6 828

Latin Artists Top Artists
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value was 0.19. Since the F-critical value is higher than the F value and the P-value is higher 

than 0.05, then the null hypothesis can be accepted. This means that the number of Latin concerts 

from the Year-End Charts Latin artists from Billboard is influenced by the number of active 

users on music streaming and social media platforms.  

The second null hypothesis for the number of concerts for top artists in the U.S. from the 

Billboard Year-End charts had an acceptance of the null hypothesis like Latin artists. This is 

because the number of active users in the U.S. is the same for either hypothesis. The acceptance 

of both hypotheses makes the case that the increased number of users for music streaming and 

social media platforms increases the consumption of live concerts for the Year-End Charts 

Billboard artists independently of the language.  

Moreover, to determine the states and cities of the U.S. that consume the most concerts 

for both Latin and top artists on Billboard, I used a Pareto distribution. The Pareto distribution 

will consider that 80% of the consumption of concerts comes from 20% of the States and cities. 

The Pareto distribution of the States is as follows:  

 

 

 

 

 

 

 

The Pareto distribution does not apply to the top ten states for the top artists because they 

add up to 62%. It can be observed that the top five states are the same but shuffled in a different 

# State Latin % # State Pop %
1 California 23.31% 1 California 15.92%
2 Texas 18.13% 2 New York 8.23%
3 Florida 12.11% 3 Texas 7.46%
4 New York 6.70% 4 Nevada 6.30%
5 Nevada 5.41% 5 Florida 5.85%
6 Illinois 4.79% 6 Pennsylvania 4.61%
7 Arizona 3.43% 7 Illinois 4.38%
8 Massachusetts 3.10% 8 Massachusetts 3.22%
9 New Jersey 3.10% 9 Georgia 3.11%

10 Georgia 2.48% 10 New Jersey 2.91%
82.55% 62.00%
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order. That is California, Texas, Florida, New York, and Nevada. This is considering that these 

top five states have approximately one-third of the U.S. population.  

 

 

 

 

 

 

The data was taken from the U.S. Census 2020 in August 2022. 

 

 The top ten cities consume around a third of the concerts nationwide for both types of 

artists. There are six repeated cities for the top ten. The cities are Miami, Los Angeles, Las 

Vegas, New York, Houston, and Boston.  

 Lastly, the average gross and average tickets sold in the last 36 months from Pollstar for 

the Year-End Charts artists from Billboard in 2021 were as follows. One limitation for the 

average gross and tickets for these artists is that it includes more countries, not just the United 

# State City % Latin # State City % Top
1 Florida Miami 6.10% 1 Nevada Las Vegas 6.18%
2 California Los Angeles 5.99% 2 California Los Angeles 4.29%
3 Nevada Las Vegas 4.90% 3 New York New York 4.03%
4 New York New York 3.81% 4 Illinois Chicago 2.90%
5 Puerto Rico San Juan 3.32% 5 Pennsylvania Philadelphia 2.88%
6 Florida Orlando 3.05% 6 Georgia Atlanta 2.76%
7 Illinois Rosemont 3.00% 7 Texas Houston 2.23%
8 Texas El Paso 2.62% 8 Florida Miami 2.09%
9 Texas Houston 2.62% 9 Massachusetts Boston 2.03%

10 MassachusettsBoston 2.45% 10 California Inglewood 1.95%
37.87% 31.33%

State Population
California 39,538,223
Texas 29,145,505
Florida 21,538,187
New York 20,210,200
Nevada 3,104,600
Total 113,536,715
USA 331,000,000 34.3%

U.S. Census Gov Data 2020
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States. For a more country-detailed report, I would have had to pay extra, which is out of this 

project's scope. Nonetheless, the data is as follows:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Considering the previous limitations, on average, half of the top ten highest-grossing 

concerts are from the Top Year-End Charts and the remaining half are from Latin artists. 

Overall, Latin artists are having more concerts worldwide against the top artists. However, the 

top artists have higher grosses on average. This section will be expanded in the Limitations and 

Further Research section.  

# Type
Year-End 

Charts 
Billboard 2021

Artist
Box Office 

Reports of past 
36 months

Avg Tickets 
Sold

Avg Gross

1 Latin 1 Bad Bunny 50 $14,619 $2,254,690
2 Top 8 Justin Bieber 15 $14,275 $1,979,087
3 Top 5 Morgan Wallen 63 $11,881 $1,634,460
4 Top 6 Ariana Grande 32 $13,863 $1,406,826
5 Top 7 Doja Cat 6 $11,369 $900,634
6 Latin 8 Maluma 60 $8,930 $882,801
7 Latin 2 Rauw Alejandro 18 $10,524 $745,645
8 Top 9 Luke Combs 68 $14,517 $742,283
9 Latin 7 Ozuna 8 $9,934 $716,351

10 Latin 3 Karol G 37 $9,857 $568,232
11 Latin 5 J Balvin 20 $8,257 $537,198
12 Latin 6 Jhay Cortez 7 $5,863 $376,248
13 Top 2 Olivia Rodrigo 5 $6,236 $358,928
14 Latin 9 Myke Towers 10 $3,747 $338,643
15 Top 1 Drake 0 $0 $0
16 Top 3 The Weeknd 0 $0 $0
17 Latin 4 Kali Uchis 8 $0 $0
18 Top 4 Taylor Swift 2 $0 $0
19 Latin 10 Eslabon Armado 0 $0 $0
20 Top 10 Pop Smoke 3 $0 $0

Total Latin 212 $71,731 $6,419,808
Total Top 194 $72,141 $7,022,218
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Conclusion 

The consumption of Spanish concerts in the U.S. from the Latin Year-End Charts of 

Billboard is significantly influenced by the number of active users on music streaming and social 

media platforms. Both hypotheses proved that the more active users are on social media and 

music streaming platforms, the more consumption of concerts will be perceived in the U.S. 

independently of the language. 

Further, the analysis showed that in the U.S. the top artists from Billboard are decreasing 

their number of concert performances. Meanwhile, the concert consumption of Billboard's Year-

End Top Latin artists remained almost constant in the last ten years. This effect could have been 

perceived at first glance as if Spanish or Latin pop music consumption in the U.S. has increased. 

Despite the lockdowns of the COVID pandemic, the data shows that in the U.S. both top and 

Latin artists from Billboard are decreasing their concert performances. Nevertheless, Latin 

concert consumption is decreasing at a slower pace when compared to the top artists.  

 

 Limitations and further research 

A limitation of the project is that other artists are not in the Year-End Billboard charts 

and yet are touring the U.S. with higher numbers of concerts and grossing revenues like Paul 

McCartney and Los Bukis in 2021 and 2022. Moreover, BTS was another higher-grossing tour 

but was not considered because they sing mainly in Korean.  
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The above graph was taken from the Concert Pulse section from Pollstar in August 2022.  

Another limitation is that the project only considers the English-speaking market of the 

U.S. and no other countries. This could expand on how Latin artists are been marketed, 

demanded, and consumed around the globe. The U.S. was solely considered for this project 

because as of today it is the biggest market for music. Further, the U.S. is my country of 

residence, hence my persistence in knowing which language is getting consumed the most in 

music.  

 

 

 

 

 

 

 

 

 

 

# Type
Year-End 

Charts 
Billboard

Artist
Box Office 

Reports of past 
36 months

Avg Tickets 
Sold

Avg Gross

1 Top 2020 BTS 8 $47,884 $7,145,982
2 Not in Charts Not in Charts Paul McCartney 10 $25,987 $6,338,816
3 Not in Charts Not in Charts Los Bukis 6 $39,704 $5,518,573
4 Latin 2020 Romeo Santos 3 $31,039 $4,513,360
5 Top 2016 Coldplay 5 $52,611 $4,061,217
6 Top 2013 P!nk 6 $25,288 $2,779,831
7 Top 2019 Ed Sheeran 19 $28,196 $2,685,582
8 Top 2020 Harry Styles 35 $17,896 $2,321,090
9 Latin 2021 Bad Bunny 50 $14,619 $2,254,690

10 Top 2021 Justin Bieber 15 $14,275 $1,979,087
8 Top 2020 Post Malone 56 $13,605 $1,693,972
3 Top 2021 Morgan Wallen 63 $11,881 $1,634,460

10 Latin 2012 Mana 11 $13,534 $1,514,802
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For further research, it would be key to understand the relationship between the gross, 

language, and the number of active users in music streaming and social media platforms. This is 

considering that artists like Paul McCartney and Los Bukis are not in the Year-End Billboard 

Charts and yet are some of the highest-grossing tours between 2021 and 2022. Lastly, this same 

effect happened with artists like Richie Valens or Santana who are not on the Year-End 

Billboard charts yet have been signing in Spanish for years in English-speaking markets.  
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Annex 3) 
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Annex 4)  
 

 
 
Annex 5) 
 

 

Latin Anova: Two-Factor Without Replication

SUMMARY Count Sum Average Variance
194 2 770.7 385.35 117758.045

254 2 830.6 415.3 128727.38

259 2 863.4 431.7 127310.58

25 2 973 486.5 202884.5

103 2 1045.6 522.8 186294.08

Number of Active Users in Music Streaming 

Platforms per year in the USA (in Millions) 5 869.3 173.86 774.868

Number of Active Users in Social Media 

Platforms per year in the USA (in Millions) 5 3614 722.8 7802.7

ANOVA

Source of Variation SS df MS F P-value F crit
Rows 24673.496 4 6168.374 2.56034757 0.192351112 6.38823291

Columns 753337.809 1 753337.809 312.692879 6.00776E-05 7.70864742

Error 9636.776 4 2409.194

Total 787648.081 9

Top Anova: Two-Factor Without Replication

SUMMARY Count Sum Average Variance
399 2 770.7 385.35 117758.045

421 2 830.6 415.3 128727.38

303 2 863.4 431.7 127310.58

58 2 973 486.5 202884.5

187 2 1045.6 522.8 186294.08

Number of Active Users in Music Streaming 

Platforms per year in the USA (in Millions) 5 869.3 173.86 774.868

Number of Active Users in Social Media 

Platforms per year in the USA (in Millions) 5 3614 722.8 7802.7

ANOVA

Source of Variation SS df MS F P-value F crit
Rows 24673.496 4 6168.374 2.56034757 0.19235111 6.38823291

Columns 753337.809 1 753337.809 312.692879 6.0078E-05 7.70864742

Error 9636.776 4 2409.194

Total 787648.081 9


